

















LR REE A RAD 


@ 
8 
© 
6 


Rich, luxurious ... in a roman- 
tic mood... match mates... 
the new OB Rings for you. 10K 
Gold, with synthetic ruby. 


Woman's Ring about $24.00 
Man's Ring about $30.00 


at your local jewelers 


sthy s Darton Co 


Providence 2, R. J. 
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BISHOP’S JEWELED CROSS AND RING 


HESE unusual pieces demonstrate the very 

highest order of craftsmanship, both in 
originality of design and in quality of execution. They were 
recently produced on special order in our custom shop. 


Craftsmanship such as this is indeed rare today, and is 
to be found only in establishments thoroughly grounded in the 
finer traditions of the jeweler’s art. 


Ours is such an establishment. We take pride in special 
assignments that put our creative ability to the test. We will 
welcome your inquiries. 


A. SAUER 6 COMPANY 
Manufacturing Jewelers 


439 RACE STREET, CINCINNATI 2, OHIO 
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SPEAKING OF 


EARY JEWELERS may 
glean some consolation by 
sanning the following code of em- 
ployee regulations set up by an 
American retailer in 1854. 
1, Store must be opened prompt- 
ly at 6 a.m. and remain open until 
9 p.m. the year round. 





2, Store must be swept; coun- 
ters, base shelves and showcases 
dusted. Lamps trimmed, filled, and 
chimneys cleaned; pens made; doors 
and windows opened; a pail of water 
and a scuttle of coal must be brought 
in by each clerk, before breakfast, 
if there is time to do so, and attend 
to the customers who call. 

8. Store must not be opened on 
the Sabbath day unless absolutely 





necessary, and then only for a very 
few minutes. 

4. Any employee who is in the 
habit of smoking Spanish cigars, 
getting shaved at a barber shop, go- 


| ing to dances and other places of 


amusement, will most surely give his 
employer reason to be suspicious of 
his integrity and all-around honesty. 

5. Each employee must pay not 
less than $5 per year to the church, 
and must attend Sunday school every 
Sunday. 

6. Men employees are given one 
evening a week for courting pur- 
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poses, and two if they go to prayer 
meeting regularly. 
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N OFFICER we recently heard 
of who was stationed with the 
army of occupation in Germany, de- 
cided one day to take a little sight- 
seeing trip to Berchtesgaden, the 
mountain retreat of “der Fuehrer.” 
While there he “salvaged” from the 
ruins a handsome silver cocktail 
shaker of which he was very proud. 
“Look at this,” he would say, hold- 
ing it out before the envious eyes 
of his brother officers, ‘“made espe- 
cially for the fuehrer.” 

One day gq brother in arms who 
knew something of silver got his 
hands on the shaker. Turning it up 
he inspected the bottom. Stamped 
in the silver was a familiar legend 
to this officer, “Reed & Barton, Taun- 
ton, Mass.” 


o > 
REASURED among valuable 


pieces in the jewel case of Pen- 
ny Singleton, “Dagwood’s Blondie” 
of radio and films, is an unusual 
bracelet made from pennies. 

It is a gift from a soldier admirer 
who has been in many European 
countries during four years in the 
service. He collected the small coins 
wherever he went, then had them 
fashioned into a bracelet by a Chin- 
ese silversmith in the Orient. 

Since the bracelet arrived, the 
presence of Penny Singleton is an- 
nounced in advance by a musical 
jingling she refers to as the “penny 
serenade.” 
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HEN Sgt. Rogers Raymond, 
formerly of Detroit, Mich., 
stepped into Switzerland from 
France on furlough, a welcoming 
committee at Basel greeted him. 
“You're the 10,000th American 
on furlough to pass through here,” 
the Swiss informed him. “Let us 
present you with this watch.” 
Raymond, either unimpressed or 
absentminded, said: “No, thanks. 
I’ve got a watch.” 
At these words, some of his bud-’ 
dies, gasping, called him aside. A 
hurried conference ensued. When 





the confab broke up, Raymond called 
out to the welcoming committee: “On 
second thought, gentlemen, I believe 
I'll take that watch. This one I got 
really belongs to the army.” 

How to buy a Swiss watch with- 
out spending most of your furlough 
allowance is a universal problem 
among G.I.’s in Switzerland. 
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HILE the family spotlight 
centers on Gabriel Heatter, 
well known radio commentator, there 
is another of the clan who is mak- 
ing something of a name for herself 
—in the jewelry business. 
She is Maida Heatter, Gabriel’s 
daughter. Still in her early twen- 
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“BUT MR. WINCHLEY, WE WOULD SELL YOU A PARKER "51" 
WITHOUT A PREMIUM IF WE HAD ONE” 
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ties, she built up a thriving business 
through her artistic talents. Her 
designs for costume jewelry have 
heen sold all over America. 

During the war years when she 
could not obtain supplies, she tem- 
porarily shifted to individually de- 
signed and painted scarves for wo- 
men, but is now preparing to re-enter 
the costume jewelry field. 

She is married and the mother 
of a three-year-old daughter, Toni. 
Much of her art work is done at her 
father’s Connecticut estate at Brook- 
field Center. 
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STAR SAPPHIRE weighing 

106-carats and worth $15,000, 
was added to the cast of the movie 
production “Calcutta” recently when 
Director John Farrow with his usual 
accent on accuracy and authenticity, 
refused to engage anything but the 
real thing. 

The Paramount prop department 
offered to create a plastic star sap- 
phire that would have served the 
purpose but inasmuch as the ring 
figured in a closeup and its presence 
figured in the plot of the story, the 
producer was inclined to agree with 
the director, regardless of the cost. 

Rentals of gems are figured usually 


at 10 per cent of the price per week, 
plus luxury tax, plus insurance, so 
the sapphire brought in a tidy sum 
for its owners, a New York firm who 
furnished the gem when local deal- 
ers were unable to supply an un- 
mounted gem of that size. 
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UENTIN BECKWITH of 
Q Highland Park, IIl., is proud 
of his son, 12-year-old Quentin, Jr., 
who occasionally helps him in the 
watch repair business. It all started 
about two years ago when the elder 
Beckwith gave the lad a 100-year- 
old watch of the old-fashioned key- 
winder variety. 

The youngster started disman- 
tling and putting the ticker together 
again. He did it so many times it 
became monotonous. So he looked 
for greener pastures, i.e., his Dad’s 
work shop which contained an abun- 
dance of old and spare parts. 

Today, Quentin, Jr., is a me- 
chanical prodigy in watch making, 
and is his Dad’s principal helper in 
the shop. 

P.S. The lad shuns all offers from 
Quentin, Sr., for a new wrist watch; 
he prefers to wear the old timepiece 
to tell time by. 





























"Bargain Day" 
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ETERANS of World War II 

who are wondering just how to 
recognize Dame Opportunity when 
they take up civilian pursuits might 
be interested in the experience of 
Stuart Nye, of Asheville, N. C., 
veteran of World War I. 

Lady Luck wears various visages, 
but she appeared to Nye, at that 
time a patient in the veterans hos- 
pital at Oteen, as a disgruntled 
hobbyist figuratively wearing a dog- 
wood blossom. This improbable com- 
bination threw Nye into a silver- 
smithing business which has risen 
from a $500 per year gross enter- 
prise into a thriving business with an 
annual payroll alone of over $30,- 
000. 

Nye, while convalescing, had -dab- 
bled indifferently with woodworking, 
and then one day a fellow-patient, 
leaving the place, offered to sell him 
his metal-working tools. Nye re- 
luctantly bought the stuff, and be- 
gan tinkering with silver, later 
launching his novelty-jewelry busi- 
ness. 

He did only moderately well until 
one day he fashioned his first dog- 
wood blossom. Instantly, the new 
design caught on, and every week 
since then the business has steadily 
increased. Pins, rings, bracelets and 
other ornaments featuring the deli- 
cate petals became and continue a 
fad. Nye also worked out pine cones, 
pansies and other designs, and to- 
day his products are sold in evéry 
state and in many foreign countries. 

Nye, a pleasant, placid person, 
says he is as surprised as anyone at 
the success of his business. He scoffs 
at the notion that he is a creative 
genius. “I made a discovery,” he 
says, “or rather, just invented an 
idea. There’s nothing to it—every- 
body’s making dogwood now.” 

Nevertheless, Nye’s designs are 
widely sought under his name and 
he seems not to have suffered from 
competition. His production formula 
has been unchanged from the begin- 
ning. He produces only pieces from 
his own original designs, and he re- 
fuses to speed up production by in- 
troduction of machinery. Each piece 
is cut, filed and finished by hand. 

Housed in a bright little work- 
shop in his backyard, his workers 
are mostly young girls, all of them 
trained in the shop itself. 
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REGULAI 
Should it 55 


by WILLIAM WAGNER 
Executive Secretary 
National Association of Credit Jewelers 
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Editor's Note f 

It would be hard to find a question on which there is a greater diver. re 

bce es oi ” gence of opinion than Regulation W — the regulation which specifies the a 

WILLIAM WAGNER maximum credit terms that the retailer may allow his customer. In the eyes in 
of some jewelers it has been a boon to the trade and should be continued 

indefinitely, while others are equally insistent that it is an unmitigated evil N 

which should be immediately and completely abolished. J 


Both sides have various arguments in support of their views, and many 
highly competent merchants can be found in both camps. } 














Because we believe that a frank and open debate of this disputed ques- di 
tion will be of keen interest to every retail jeweler, the Jewelers’ Circular. th 
Keystone has invited a spokesman for each of the two schools of thought to 

— 

iia, 
TT form of control provided by Regulation W either ANALYZE CLAIMS OF PROPONENTS | 
is fundamentally right or it is wrong. If this far- To evaluate properly claims of achievement for Regula. | jt ; 
reaching interference in the exercise of the inherent rights tion W by some of its devotees, let us analyze what de- | ect 

of citizens can be justified, even by war, and, remember, partment-store representatives have said within the last 

Regulation W is not a war measure, somebody should few months: 60 
make that justification so clearly and positively that those . Cialis eens seed he eed “es A : 
who run may read. supply of goods catches up with demand. Plenty of | ,., 
Why doesn’t an enthusiastic supporter of Regulation W sales can be made for sometime without eliminating a 
put down in black and white the constructive things Regu- Regulation W. a 
lation W has accomplished, what it is doing for the good of This means that those with money, no matter whether of 
the Nation now, and what it will do in the future? And they got it honestly, or through disreputable undertakings, tre 
furnish proof. tax dodging, or highway robbery, should have preference yj 
RIGHT OR WRONG? over the needy. Class legislation at its worst! al 
If Regulation W is fundamentally right, why don’t the 2. Regulation W impresses the customer with a due a 
advocates of this form of government go to the Congress sense of his obligation. Z 
for a clean-cut law to give the Federal Reserve Board the Unqualified admission that the business man who sels Be 
powers which the control order presumes to delegate to it? on credit is incompetent and incapable of running his | " 
; business — must have the club of government control over “ 

Why not enter upon a regime of extreme control through his customers to be able to carry on. What a price to pay | 

the front door instead of shinning up the back porch to for inefficiency! With these spokesmen for department | 
crawl in through an obscure window? store operators, money is supreme. Profits at any price! | th 
If Regulation W is contrary to American principles of Get the money while the getting is good and to hell with | : 
equality and justice, there should be no trucking with it. the people who do not have the ready cash! What a doctrine } *" 
Are not those who believe that Regulation W is basically for business! > 
wrong and nevertheless want to compromise with it show- 3. Regulation W should be amended, but we should Me 
ing weakness? wait at least sixty days before taking action. ab 
Assuredly, if Regulation W is fundamentally in conflict Obviously this is the voice of those who want to slop | po 
with our ideals of equality and justice, then all shilly- water on both shoulders. Their big idea is to keep persons } by 


without ready cash unsupplied, regardless of need, until} ay 
the last fellow with money gets what he wants. After] yj 
that, sell to those who must and want to buy on credit} 99 
What a business policy! Can anyone anywhere find #} no 


shallying in connection with demanding its prompt and 
complete elimination is wrong and wobbling on the 
grounds that here and there it may do business some good. 
boils down to pure unadulterated selfishness, an excess of 
which will damn any system of free enterprise. (Please turn to page 252) 
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(TION W- 


Abolished? 
NO 


by ROBERT KOERBER, JR. 
Fort Wayne, Indiana 





—— 


= write an article setting forth his views, the result of which is presented on 


these pages. 

The case in favor of Regulation W is presented by Robert Koerber, Jr., 
retailer in Fort Wayne, Indiana. Incidentally, the Koerber establishment is 
, a credit store, so that Mr. Koerber is certainly free of any bias against the 
instalment plan of selling. 
| The opposing view is by William Wagner, Executive Secretary of the 
National Association of Credit Jewelers, and of the Associated Credit 
Jewelers of New York and New Jersey, who is well known both as a conven- 
tion speaker and a writer for the vigorous and out-spoken expression of his 
| views on controversial questions. 

If any of our readers have any further comments to contribute to the 
discussion of this highly important subject, we shall be glad to receive 
them and to make space available for their publication in future issues. 





ROBERT KOERBER, JR. 
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THINK that Regulation W should be retained. It 
proved to be a wise measure during the war years, and 
+ | itcan be just as useful in the days that lie ahead, In my 
> | estimation, it has three areas of usefulness. 


GOOD FOR BUSINESS 


In the first place it is, and can be good for business in 
general. Administered wisely, it should be an important 
3 | factor in leveling the phases of the business cycle. The 
troughs of depression should not be as deep nor the peaks 
' | of prosperity as high. The measure should prevent any 
> § tremendous over-extension of credit buying such as we 
witnessed in the late twenties (and the subsequent head- 
aches which we suffered). Credit is a useful institution; 
. | wecould not do business without it. But like other good 
things, it is subject to abuse. Regulation W should keep 
the possibilities of abuse under control. The regulation, 
in my estimation, is economically sound. 


GOOD FOR JEWELERS 


In the second place, the measure is, and can be good for 
the jewelry business in particular. In addition to keeping 
our accounts receivable in good condition, the measure 
should restore and maintain the prestige and dignity which 
are inherent in the jewelry profession. I’m not thinking 
about the false dignity of some jewelers who close their 
eyes upon modern merchandising methods. I’m thinking 
about the real dignity that has been the jeweler’s prized 
possession for centuries. That prestige was not enhanced 
by jewelry promotions which shouted: “No Down Payment 
and 36 Months to Pay”. May we never return to the days 
when diamonds were loudly featured at “29c Down and 
29 Months to Pay”. As jewelers, we should sell jewelry; 
not terms. 





FOR NOVEMBER, 1945 





GOOD FOR THE PUBLIC 


In the third place, Regulation W is and can continue to 
be, good for John Q. Citizen. In the “good old days” before 
the regulation, it was so easy for John to get head over 
heels in debt. There were so many things that John wanted, 
and it was so easy to buy them “on time”. It was an un- 
healthy situation for both John and his creditors. Regula- 
tion W will not eliminate this evil entirely, but its pro- 
visions will certainly force John to use his credit more 
intelligently. 


The chief arguments against Regulation W seem to be 
that first, it’s government by bureaucracy, and secondly, 
that the regulation will throttle business. While I decry as 
loudly as anyone the trend toward more and more govern- 
ment in business, nevertheless, I must admit that certain 
laws and regulations are wise and necessary. None of us 
would do away with the Social Security Act, the Pure Food 
Laws, Federal Deposit Insurance, or margin requirements 
on stock purchases. 


FEDERAL RESERVE KNOWS THE PROBLEMS 

In my humble judgment, it would be wise for business 
to have the Federal Reserve Board continue to administer 
Regulation W. The Board is close to the pulse of business 
and should be able to do a good job of it. The only change 
I would suggest would be to amend the regulation to allow 
greater flexibility in its provisions. As more and more 
merchandise comes back on to the market and the danger 
of inflation recedes, the time limit on regular charge ac- 
counts might be extended to ninety days and the down 
payment on installment accounts might be gradually re- 
duced to as low as 10%. If the Federal Reserve Board were 
to keep the regulations in harmony with business condi- 
tions, they would help business and not throttle it. I, for 
one, favor the retention of the regulation. 
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Better keep your Welcome mat brushed 
off! Now that 1847 Rogers Bros.’ well- 
loved patterns are back again, there’ll 
be many, many girls thronging in to buy 
“the silverware of their dreams.”’ 





Better practice a big smile! You’ll be 
using it—like when a customer says, ‘““The 
ads wouldn’t let me forget!’’ (You see, 
1847 Rogers Bros.’ advertising volume is 
highest -in the silverplate field.) 


- 


Better spruce up your counters! Those 
beautiful 1847 Rogers Bros. designs de- 
serve a nice background. Finest silver- 
plate made, you know. Real quality a 
woman can be proud of for years! 





And remember, we're ready to help! 
We’ ve worked out a distribution system, 
based on International’s tested quotas. 
We’re speeding up production, to meet 
all demands just as fast as we can. In the 
meantime, use your “‘Back in Business” 
merchandising aids. Use the ‘Preferred 
Reservation Plan’’ for customers whose 
requests you can’t fill immediately. 
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With this issue, The Jewelers’ Circular-Keystone begins a series of "guest 
editorials" on subjects of current interest to the jewelry industry. Each 
month this page will be turned over to some prominent jewelry trade leader 
who will be invited to use it to discuss in his own way and in his own 
words any appropriate topic which he may select. Their comments will not 
be edited or censored—each one will be at liberty to say what he chooses 
about whatever subject he chooses—but with the distinct understanding 
that the views set forth are those of the writer and may or may not 
coincide with the opinions of The Jewelers’ Circular-Keystone, which is 
merely providing a forum for the open discussion of industry problems by 
industry leaders. 

The inevitable choice as the first of these "guest editors" was G. H. 
Niemeyer, Chairman of the Jewelers’ Vigilance Committee, and probably 
the best known figure in the industry. Mr. Niemeyer has selected as his 
topic the current jewelry excise tax situation. His comments appear below. 








¢, H, NIEMEYER 


Chairman Jewelers’ Vigilance Committee 





MONG the many problems confronting the jewelry 
industry, “taxes” are undoubtedly the most specific 
and fundamentally important. 

The present 20% excise tax has been, and still is, 
killing off a very substantial part of our retail business, 
epecially on important pieces. Despite this handicap, 
retail dollar volume has kept up very well as is evidenced 
by the tax payments which have been running at the rate 
of fifteen to sixteen million dollars per month. 

This marvelous record of retail jewelry business has 
been most gratifying, but we must not forget the basic 
reasons for it. First—the enormously increased income in 
the lower income groups, and secondly—the fact that 
jewelry was the outstanding item available in the luxury 
class. We know only too well that more and more of the 
items competing with jewelry for the consumer’s luxury 
dollar are becoming available now. What effect the 
readjustments of wage rates and employment will have 
upon the buying power of our people, and subsequently 
upon our industry, remains to be seen. A contrdsting im- 
portant and favorable factor is the promise of some relief 
on personal income taxes. 

The second 10% of the present 20% excise tax was 
added as a war measure and was to be eliminated six 
months after its end. Officially, the war is not ended, and 
can only be terminated by a Presidential declaration or an 
act of Congress. Public statements indicating that the 
10% war excise tax might come off soon have caused 
confusion, sales resistance and the actual retura of sold 
merchandise. 

The Jewelry Industry Tax Committee, under the 
Chairmanship of Mr. Walter N. Kahn. realized the serious- 
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ness of this situation and took steps to see whether imme- 
diate revocation of the 10% war excise tax was possible. 
Having determined that this was impossible, visits to the 
Chairman of the Ways and Means Committee and to the 
Senate Finance Committee, as well as other influential 
members of Congress, resulted in a public statement by 
Mr. Doughton of the Ways and Means Committee that the 
10% war excise tax would not be repealed until 1946. 
Since then, the Ways and Means Committee of the House 
has recommended June 30, 1946 as the date of termina- 
tion, which should be quite satisfactory to our industry 
so long as it cannot be done now. 

This first important accomplishment of the Jewelry 
Industry Tax Committee is very gratifying and its expe- 
rienced members will continue to fight the industry’s 
battle against discriminatory and unjust taxation. 

In this, as well as other important trade problems, 
the question of well-intentioned people has to be dealt 
with, and whether they are individuals, minority groups, 
trade publications or what, if they would send their ideas 
and suggestions to the Tax Committee instead of trying 
to take independent action, they would serve their own 
interests and those of the trade to much better advantage. 

We have a Tax Committee which was chosen from all 
of the important branches of the jewelry industry. From 
that group, a small Executive Committee was selected who 
have employed a competent and experienced counselor. I 
believe that everything that can be done will be done, and 
at the right time, so please don’t write or wire your 
Congressman or Senator and make suggestions as to what 
you think should be done. Your Tax Committee will tell 
you when and how you can help. 
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Feature Wide Variety 
In Holiday Ads 
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LL indications point to all-out Christmas buying this year as the 
Pe cum lets loose his war-accumulated savings for items that 
have been off the shelves for the past four war years. As new gook 
find their way to retail stores for the holiday season, retailers in every 
line are going to make a concerted drive to get as much of this gif 
money as possible. For the few weeks before Christmas, newspaper 
will be full of ads all directed toward pulling the gift shopper. 

Jewelry stores will, of course, come in for a large percenatge of this 
business but whether the Christmas buyer comes to your store ot 
whether he looks elsewhere for his gift purchases depends for the 
most part on just how much you put into your holiday promotion 

On these pages, JC-K presents several ads as examples of how 
jewelers featured their stores as gift headquarters last year. One 
notable fact is outstanding and that is how many of them featured 
wide variety of gifts in a wide price range. 

This wide offering in both merchandise and price is a sure Wa 
to make your advertising read. The customer in nine cases out of te 
has not made up his mind until fairly close to the deadline as to jut 
what he or she is going to give Dad or Mother; wife or husban(, 
and a wide offering such as is shown in some of these ads helps the 
shopper make up his or. her mind. This varied showing can help yol 
as well, saving time for you and your sales staff for a customer thi 
has a fairly good idea as to what they want before they come inlo 

(Please turn to page 255) 
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Competition will be keen 


let your customers know 


you have what they want. 








for Christmas business. 
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Make Your Window Copy 
Readable and Interesting. 
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Your window cards carry your selling message to the 


: te thet — 
Special Gift 
| A: fine 
Watch 





Three different styles of copy cards are illustrated on 
this page for a display of watches. Card just above is 
hard to read because it has too many styles and sizes 
of lettering for one card, and letters themselves are 
not uniform. Division of lines confuses sense of the 
copy. These faults are corrected in display at right. 
Two styles and four sizes of lettering are reduced to 
one style—caps and lower case—and two sizes. Let- 
ters are heavier and uniform in weight. However, card 
at top of page is smarter in appearance and more in 
keeping with the copy and the merchandise. A heavy 
colored paper is used instead of the stiff window card. 








passershy. They are your silent salesmen, and like 


a salesman, they must tell the story of your goods 


on display clearly and coneisely. 


by VIRGINIA DIXON 


For that special gift... || 
=m \ FINE WATCH 
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LTHOUGH with modern sound equipment it is now 
ssible to make window displays—the erstwhile 
b> <alesmen—as garrulous as circus barkers, it is un- 
ae that such equipment will be given general use. No 
» Ae to do his daily shopping on the Midway! Which 
us with the window show card to do all the talking. 
ri displays, like posters, should not depend entirely 
gait to put across their selling story, but the choice 
, resentation of the copy that is used can contribute 
“4 Sesahly to the effectiveness of the display. 
“" ., rare that full advantage is taken of the possibilities 
d written copy in the window and in the store. In the first 
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Here again, card above is hardest to read. Lettering 
is too small and thin. Quotation marks should have 
been omitted. Card in display at right utilizes hori- 
tontal shape and avoids breaking up phrases which should 
be kept on one line. Card in display below is smarter 
in appearance and appears to be more a part of display. 
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place, the window card doesn’t have to be a card at all! 
It can be a gay banner of colored paper, a curled scroll of 
drawing paper, a poster cardboard. ...It can be any 
color, shape or size that is in key with the rest of the dis- 
play. As for the lettering, the most obvious fact, and the 
most neglected, is that lettering, however used, is made to 
be read! This doesn’t confine us to large block letters, by 
any means, but the legibility of any lettering should be of 
first consideration. The best looking lettering, in general, 
is the easiest to read, because just like clothes or furniture, 
it has been functionally designed. Legible iettering should 
mean not only “capable of being read”, but easy to read. 
No merchant can depend on the business of people with 
good eye-sight alone. There are too surprisingly few of 
them! And he certainly can’t expect the others to strain 
their eyes to read his messages. 

Legibility in lettering is rarely a matter of size. Even 
very large lettering can be hard to read when the letters are 
poorly formed and badly spaced. Good rules to guide your 
instructions to your lettering man are to limit the number 
of styles and sizes of lettering on any one card. Have a 
few long lines of copy rather than many one or two word 
lines. Adapt the shape of the card to the arrangement of 
the lettering rather than vice versa. And don’t expect him 
to get a history of the diamond industry on a five by seven 
inch card with margins to spare! 

(Please turn to page 255) 
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First job is ridding shelves of war-accumulated 
ersatz’ goods before new merehandise 
becomes plentiful—then full attention can be de- 


voted to new lines, is belief of Hales, Los Angeles. 













Mr. Siegel tells Jewelery 
Circular - Keystone's Harry 
R. Terhune of his posta: 
plans now that new good: 
are becoming available, 


Main floor of Hales in Los Angeles. Up the 
short flight of stairs in rear is the mezza- 
nine where radio department will be located. 





Clean Your House 
While Buying Mood Lasts 





BAS to normal as soon as possible is the aim of As told to HARRY R. TERHUNE Mot 
this organization. by HERMAN SIEGEL, President T 

While we are gradually building up stocks of our basic Hales Jewelers, Los Angeles. basi 
jewelry lines, such as watches, rings, clocks, silverware - 
and other lines pertinent to those carried by good jewelry perhaps not up to our usual standards will be far more} "S 
stores, many of us have a job to do and do it thoroughly: acceptable to the public right now than it will be later radi 
that is a good house cleaning. when greater selections of normal standards of goods will} 8° 

It will be far easier to dispose of our dated war-accu- be on the shelves. dep 
mulated stocks right now than to wait until a vague later Items of a military nature, identification bracelets, some Twe 
date. Right now, in our stores, costs will be forgotten military watches—goods which are somewhat apart from deps 
about in taking the first and best loss. When all is said, our usual stocks—all are tagged for a shelf clearing} "° 
there is only one valuation on anything and that is the program. = 
customer valuation. Wartime-made merchandise that is Such a program is being conducted without any senst “ 
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. al advertising, signs plastered on windows, newspaper 
ry ds or other objectionable selling phases. A good 
ale r ree, properly coached and properly induced, can 
- Se ined merchandise without recourse to any dis- 
ving methods. 
In the Los Angeles trading area close observers looked 
for 8 slight recession in retail trade when the war in- 
sos discharged their thousands of workers. However. 
ip jewelry stores and in fact, in all stores throughout 
the downtown retail section, business is remarkably high. 
Downtown parking is at such a premium since the lifting 
of gas rationing that all available parking lots are filled 
by 10 A. M. daily. When the public is in ouch a buying 
nood is the time to get rid of all dated stocks which are 
aire to go sour when more wanted items become plentiful. 
"Hales Jewelers is geared for volume, month in and 
th out. It has been proven that sales valleys can be 


mon 


| filed up considerably through having merchandise people 
want to buy when they want to buy it. Such a policy 








lessens the drops between the peaks of Christmas, Easter. 
Mother’s Day and other big buying events. 

There is to be no let down in the energy behind our 
basic jewelry store lines of watches, diamonds, silver- 
ware and the like. However there will be increased activity 
in such newly-installed departments as electric appliances, 
radios and washing machines. No reason exists why a 
good credit jewelry store cannot have successful appliance 
departments in conjunction with its regular jewelry lines. 
Two things are necessary for such an operation—separate 
departments and the right personnel. Trained men who 
not only know their particular appliance field, but our 
standards of doing business, will prove to be valuable 
additions in augmenting our selling staff. 

The Hale store is fortunate in having a mezzanine which 
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is ideal for a complete radio department. Then, on the 
main floor is a large rear room adjoining the main store. 
which gives us precisely what we need for developing 
into a department for large pieces such as washing ma- 
chines and the like. 

The floors of the display windows on both sides of 
the entrance, which now have the conventionally high 
platforms for the showing of jewelry and watches, are 
being lowered in order that large appliances may be 
advantageously displayed. Space for several radios ‘has 
been made just inside the front entrance. After store hours. 
this display is moved to the center of the room right 
behind the front doors. A baby spot trained on the radios 
gives complete after-hours publicity to this merchandise. 

There will be six million men out of the Army and Navy 
by Christmas. Among them will be many newlyweds who 
will set up housekeeping, consequently, there will be many 
practical gifts bought during the holiday season..Due to 
the shortages in our silverware, clocks and other house 
furnishing items, customarily found in jewelry stores. 
plus the fact that many other articles that people want 
were completely unavailable during the war. we believe 

(Please turn to page 258) 
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Part of the present electrical appliance 
and small wares department. As more 
electrical goods become available, 
this department will be enlarged. 


Herman Siegel gets ideas for his post-war 
plans from his favorite trade paper as weil 
as through his contacts with other jewelers 
and from traveling salesmen who call on him. 
He is a director of the California Retail 
Jewelers’ Association as well as secretary of 
the 24-Karat Club of Southern California. 
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White & McNaught, Minneapolis, 
Minn., stopped passersby with 
the unusual color scheme of their 
window. to red background 
curtains with blue and white 
fixtures were used with tiny 
trees, reindeer and sled cut- 
outs for season atmosphere. 


By using different colored satin x 
floor coverings in light shades 

with dark velvet, Weld & Sons of 
Minneapolis, succeeded in accent- 
&ng each group of displayed goods. 


HRISTMAS, 1945, is the first one in four years where 
the spirit of giving is once again given free rein, 
During the war, the spirit might have been there but with 
men being called to service, many homes were broken wp. 
Then too, shortages of merchandise made it hard on th 
‘retailer as well as the customer. 
However, that is all in the past and we can look forward 
this year to a return to normalcy and a return to the spirit 
of Christmas as we all envision it. Everything points toa 
banner holiday season. 
Competition is going to be keen for that Christmas dollar 
and because of it, jewelers would do well to plan their 
holiday promotions well in advance of the season so that 
when it arrives they will be ready to swing right into 
action. 
One of the first considerations are your window displays 
and right now is the time to give serious thought to jus 
what items you are going to feature, what kind of a selling 
message you're going to have, color schemes, backgrounés, 
etc. All of them are important parts of a well-coordinated, 
selling window display. 


Christmas window displays were not con- 
fined to the outside of the store at 
Bigelow Kennard Co., Boston, as proved 
by this attractive inside arrangement 
carried out in scheme of red and silver. 


Rosenfeld Jewelry Co., Oklahoma City, 
divided window into three sections to 
show different groupings of merchandise. 
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Bigelow Kennard Company, Boston, carried 
out its Christmas window display theme 
in deep red and shining silver. A large 
all-silver wreath is used here against a 
center panel background of deep red color. 














Old Santa steps right into the window at 
A. Stowell & Co., Boston, through a large 
Christmas greeting card in the background. 

















Diamonds were featured in 
*he S. Jacobs Co. window 
in Minneapolis, with dia- 
mond rings shown in single 
and multiple display units, 
attractively arranged and 
with pottery and china fig- 
ures forming background. 


oir The J. B. Hudson Co., Minneapolis, 
showed Christmas cards, exquisite 
ul in design and coloring. Lending 
Ito accent to the showing were small 
Madonna figurines of bone china. 


ys 

st J.M.McEntee & Son, Oklahoma 
ng City, showed a wide variety of 
\ fine giftwares in their window. 
d, J+ oe 


Shown here are several displays used last year with the 
idea in mind that they may offer some suggestions for your 
use or perhaps to be elaborated upon. 

White and McNaught, jewelers, 812 Nicollet Avenue, 
Minneapolis, Minn., created an unusual Christmas window 
last year that stopped passersby. They outlined the display 
at the back with curtains of deep crimson velvet, using 
artistically curved display units with rich blue tops and 
white sides. 

Tiny Christmas trees, cutouts of reindeer and sleds, with 
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(Please turn to page 259) 
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The Teehnique of Salesmanship 


Some people are endowed with the personality necessary for 


successful selling; others must develop it. The second in 


a series of articles on the art of retail jewelry selling. 


by KARL A. BOWMAN 


Chapter II: Developing Selling Personality 


Editor's Note: Retail jewelry salesmanship calls for the 
development of specific qualities necessary in a success- 
ful salesman. With the renewal of emphasis upon sales- 
manship now that the war is over, this series of articles 
is designed to help the merchant in the selection, training 
and development of a competent sales staff in his store. 


HE second most important “MUST” for a retail 

jewelry salesman is personality—the ability to radi- 
ate that certain something that inspires liking and con- 
tidence in the customer’s mind. 

Some lucky salesmen are born with this wonderful 
ability and they just naturally use it all the time with- 
out even realizing it. Every salesman, however, can 
develop it if he will make the effort to do so, and keep 
constantly at it. 

The first step is to learn to radiate a welcome. When 
a customer enters the store—in that split second before 
a word is spoken—you must convey to him the fact that 
you are glad to see him. Drop whatever you are doing, 
look directly at him and flash him a smile. And be 
sincere. You must feel in your own heart and mind that 
you are glad to see him. 

If you are checking a bill of merchandise, talking to 
another person, arranging a case or concentrating on 
some certain thing that you are anxious to get completed, 
you must not have that feeling of “Oh, Rats! Here 
comes someone to interrupt me.” 

For if you do feel that way about it, you cannot, no 
matter how hard you try, make the customer feel that 
you really are glad to see him. You cannot carry a 
feeling of exasperation in your mind and at the same 
time an expression of animated pleasure on your face. 
If you think you can, try it some time, looking at your- 
self in a mirror. 
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So, in order to be prepared to radiate a welcome at 
second’s notice, you must always start any specific 
with the idea in mind, that no matter how important { 
duty may be, or how anxious you are to get it done, 
will welcome the sound of anyone opening the f 
door. You must realize that the customer is the p 
upon whom the very existence of the store, and your jd 
depend, and therefore, that he is much more importal 
than anything else in the whole store or anything thi 
you are doing. And you must make him sense this feelif 
by your first expression. 


ABILITY TO INSPIRE CONFIDENCE 


Then comes the ability to inspire confidence. That 
a matter of having complete knowledge regarding eve 
thing about the store; the things you say and the 
you say them; your manner, your carriage, and 
appearance, 

After you have flashed assurance to your custe 
that you are glad to see him, do not stand still and 
him come to you. Walk towards him and walk with 
air of complete self-confidence. But please note cam 
fully that that last word is—‘self-confidence” and 
“self-satisfaction.” You must not have the appears 
of strutting or of feeling superior. 

Remember that your purpose is twofold—to convey # 
the customer by your carriage and expression that yo 
are there only to serve him, and that you are completel 
capable of doing so. Every expression of your face, ti 
tone of your voice and every word you use must inspit 
the customer with the feeling that he can have absolt 
confidence in you and what you tell him, whether he 
after information or merchandise. 

You must not let any feeling of doubt enter his mim 
as to the correctness of the information you give hit 
You must make him feel that you speak with the autho 
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Jewelry Industry Gets Plan 


To Build Post-War Volume 


Comprehensive program of promotional activities to 


stimulate jewelry sales is based on scientifie study 


of publie’s attitude toward jewelers and jewelry goods. 


Plan is unanimously endorsed at meeting of industry leaders. 


T last, and for the first time, the jewelry industry 

really knows how and where to direct its efforts 
to stimulate the sale of jewelry goods. Cooperative in- 
dustry promotional campaigns of the past have neces- 
sarily been based upon guesswork, because no one had 
ever made a scientific investigation to find out just why, 
how, where and when people buy from jewelry stores 
—or, why they refrain from buying from them—their 
preferences, their prejudices, their opinions and their 
gift buying habits. 

Now those facts have been scientifically gathered, and 
from a study of them, and their implications, has come 
a recommended program for a well-rounded and inte 
grated campaign of promotional work to capitalize effec- 
tively upon the advantages that already exist and to 
overcome the handicaps. 

As previously reported in Jewerers’ Crrcutar-Kry- 
STONE (p. 210, Sept. 1945; p. 159, Aug. 1945; p. 149, 
July 1945), Elmo Roper, who does the famous studies 
of public opinion for Fortune magazine and others, 
has been conducting, in conjunction with the Institute 
of Public Relations, a comprehensive study of the pub- 
lie’s buying attitudes toward jewelers and jewelry 
goods, in behalf of the Jewelry Industry Publicity 
Board. This survey has now been completed and the 
results, together with the recommendations for a program 
of promotional work based upon those findings, have 
been laid before a meeting of leaders of the jewelry 
industry and enthusiastically and unanimously approved 
by them. 

Meeting at the Waldorf-Astoria Hotel, in New York 
City, on Thursday, October 25, the Steering Committee 
of the Jewelry Industry Publicity Board, together with 
other representatives ofthe national trade associations, 
and including prominent manufacturers, wholesalers and 
tetailers, went over the report in detail with John W. 
Darr; President of the Institute of Public Relations, and 
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William P. Reed, his executive assistant, and gave it 
their hearty approval. 

The highlights of the findings and the recommenda- 
tions follow: 


PEOPLE TRUST THE JEWELER 

To begin with, the public, generally speaking, has a 
high opinion of jewelers. Seventy per cent of all the 
people queried believe that they can count on their 
jewelry store to give them good advice and honest val- 
ues. Most of the remainder said that they simply did 
not know, and only a relatively few are definitely of 
the opinion that the jeweler does not give good value 
for the money. There is, therefore, no present stro..g 
prejudice against jewelry stores that has to be over- 
come. 

However, while the public looks upon the jeweler as 
a reliable merchant, they do not regard him as espe- 
cially progressive. Department stores were voted more 
progressive and up-to-date than the jewelry store by 
an eight to one count. The woman’s specialty shop was 
considered more progressive than the jeweler by a vote 
of two to one, and the drug store and the jewelry store 
about in the same category, each receiving about five 
per cent of the total vote as to the type of store regarded 
as most progressive by the person being interviewed 


JEWELERS' WINDOWS RATED ONLY "FAIR" 


The public is interested in window displays and con- 
siders that department stores have the most interesting 
ones, this type of store getting 44 per cent of the total 
vote. Less than one person in five (18 per cent) thinks 
jewelry stores have the most interesting windows. Four- 
teen per cent say that all stores are about the same, or 
have no particular preference, while 13 per cent name 
women’s specialty shops, and eight per cent name hard- 
ware stores, or nearly half as many as mentioned jewelry 
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stores. Drug stores, notorious for their over-crowded 
and jumbled windows, are at the bottom of the list with 
two per cent. There is a moral in this for the jeweler 
who tries to see how much merchandise he can cram into 
his window. 

People like to shop in pleasant surroundings, and here 
the jewelry store begins to present a better picture, 
though it is still far from the superiority that jewelers 
should seek. Forty-one per cent of the people inter- 
viewed thought department stores had the best looking 
interiors as against 26 per cent for jewelry stores. 

Two people in five (41 per cent) say all stores are 
about the same when it comes to the most pleasant sales 
people, a category in which jewelry stores might be 
expected to shine, yet department stores are mentioned 
by 29 per cent and jewelry stores by only 11 per cent. 


BELIEVE JEWELER KNOWS HIS BUSINESS 


In only one category is the jewelry store at the top, 
and then by so narrow a margin as to be practically 
meaningless. This has to do with the public’s opinion 
of the knowledge that sales people have of the goods 
they are selling. Twenty-two per cent stated that they 
considered the jewelry store sales person the best in- 
formed about his merchandise, but department store per- 
sonnel practically matched this figure with a vote of 20 
per cent. 

Moreover, people do not think quickly of jewelry 
stores as places in which to buy gifts or to shop for gift 
ideas. When asked to name the kind of store in which 
they usually have the best success in finding gifts, the 
department store ranked first for gifts for women and 
girls, men, boys, and babies; clothing stores were sec- 
ond for men, with specialty shops second for women, 
girls and babies. Specialty shops were the class of stores 
most frequently mentioned in connection with gifts for 
men, jewelry stores third for women and girls, and gift 
shops third for babies. It appears necessary, therefore, 
to educate the public to think more often of the jewelry 
store when they are planning the purchase of a gift. 


JEWELRY IS MOST DESIRED GIFT 


That this can be done is indicated by the fact that 
items classifiable as jewelry or products reasonably 
likely to be found in jewelry stores, were the things 
most frequently mentioned by people who named the 
gifts they had most recently purchased, and also when 
they were asked to name the gifts that they liked best 
among all of them received within the past year. 

Jewelry items, including household (such as silver- 
ware), and accessories (such as billfolds, wallets, etc.), 
in addition to strictly jewelry items and watches, ac- 
count for about 31 per cent of all the gift purchases, 
and 31 per cent of those liked best. They are approached 
in these regards only by clothing, with all other items 
far in the rear. 

It is apparent from from this that a great potential 
volume for the jewelry store exists in the millions of 
dollars that are spent for gifts if the means can be found 
to direct this volume of business to the jewelers. 

However, this does not mean that the jewelry stores 
should engage in a knock-down-and-drag-out battle with 
department stores, for in any such battle, the depart- 
ment store will have the edge in money and certainly 
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no inferiority in brains. Rather, jewelers must g 
become better merchandisers and aim their com 
at other gift items regardless of where.they may 


trive to 
Petition 
be sold, 
PRICE IS IMPORTANT 


However, it must be borne in mind that the gift busi- 
ness is basically one of low prices and high rate of turn. 
over—a merchandising situation which is, in the wai” 
foreign to the operation of most jewelry stores today, 

On the subject of price, when people were asked ‘ei 
much they paid for the last gift they purchased, 89 per 
cent paid less than $25, 66 per cent paid less than $10 
45 per cent paid less than $5 and 22 per cent paid Wi 
than $2.50. 

Relating the prices paid to the type of store in which 
the gift was purchased, it was found that the jewelry 
store is patronized for an item costing less than $5 jp 
only nine per cent of the cases, by only 12 per cent for 
purchases between $5 and $7.49, and by only one buyer 
out of five for a gift purchase priced between $7.50 and 
$9.99, or in the bracket from $10 to $14.99. It is not 
until the $15 to $24.99 group is reached that the per- 
centage of gifts purchased in the jewelry store equals 
the number bought in department stores, with about 
one-third of the total gift purchase going to each 
class of establishment. Above $25, however, jewelry 
stores step out into the lead, accounting for 42 per cent 
of all the sales of gifts priced from $25 to $49.99; and 
approximately two-thirds of all the gift purchases whose 
price tag was over $50, with the remainder being divided 
between department stores, specialty shops and others. 





JEWELER LEADS IN HIGH PRICE RANGE 


The jeweler already has the lion’s share of the gift 
market for the higher priced items, but it must be remem- 
bered, that, as stated above, gifts priced at $25 or over, 
account for only 20 per cent of the total number of gifts 
purchased; and that the bulk of the transactions are in 
the low priced field. 

‘The matter of price was also mentioned by about one 
person in five when asked why they didn’t purchase their 
last gift in a jewelry store, 18.2 per cent saying they 
didn’t want to spend or could not spend, that much, 
and an additional 3.2 per cent stating that jewelry was 
too expensive because of the tax. Parenthetically, it is 
interesting to note that although this mention of the tax 
adds somewhat to the importance of price as the reason 
why jewelry gifts were not purchased, the fact that 
only 3.2 per cent of the people gave the tax as the 
answer, seems to indicate that the importance of the 
tax as a deterrent to sales has been somewhat over- 
estimated. 

Other reasons that were stated for not buying the 
last gift in a jewelry store were that the desired gift is 
not carried by jewelry stores; that the recipient needed 
some other article; that the purchaser wanted something 
more practical; that the jeweler did not have the par- 
ticular item desired; that the recipient doesn’t like or 
doesn’t want jewelry; that the recipient “had enough 
jewelry now”; or that jewelry was unsuitable for the 
specific occasion. 

Only about one per cent gave reasons that involved 
reflections on the jeweler or jewelry stores—an indics- 
tion that distrust of the jeweler or his merchandise has 
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actically no influence in preventing people from pur- 
r 


chasing in jewelry stores. This is an important fact in 


the jeweler’s favor. 


MANY CUSTOMERS SHOP FOR IDEAS 

As to gift buying habits, 63 per cent of the people 
neried said they had made up their minds as to what 
to buy before they went into the store to make the pur- 
chase} while 31 per cent shopped around in stores for 
ideas. Unfortunately, for the jeweler, the public does 
not think of the jewelry store as a place to shop for 
ideas, since only 5 per cent of the persons interviewed 
ssid they had visited a jewelry store for that purpose. 
It would appear, therefore, that an effort to promote the 
jewelry store as a desirable place for gift idea shopping 
would be helpful in bringing more of the gift business 
to the jeweler. 


GIFT BUYING IS YEAR-ROUND BUSINESS 


Practically everyone buys gifts. Ninety per cent of 
the people questioned had bought one or more gifts 
within the past year, and three people out of four (74 
per cent) had bought a gift between Christmas 1944 
and the time of the interview, which was in September 
1945. 

Of those who had bought gifts since Christmas ‘44, 
63 per cent (or 47 per cent of all the people inter- 
viewed) said that they bought one or more gifts during 
the months of May, June, July and August, indieating 
that there is a substantial gift business at all seasons 
of the year. Sixty per cent of all the gifts purchased 
are for women and girls, 23 per cent for boys and men, 
§per cent for babies, and the remainder are what might 
be described as gifts to families or groups. Men buy 
nearly 80 per cent of all the watches that are sold as 
gifts, and nearly 75 per cent of all the rings that are 
bought for gift purchases. 


PROMOTION WORK IS NEEDED 


Among the conclusions reached from the above facts 
is that since 63 per cent of the people report that they 
had made up their mind as to what to buy before they 
vent shopping, a strong campaign of advertising and 
publicity is highly important, both to direct prospective 
purchasers to jewelry stores and to influence their think- 
ing in the direction of jewelry items. Hence, it is pro- 
posed that the industry now undertake a program to do 
the following things: 

1, Convince the public that items carried by retail 
jewelry stores are the most desirable, not only in the 
higher priced brackets, but also that they are more pleas- 
ing and useful to the recipient than gadgets, clothing 
items, cosmetics, liquor, etc. 

2. Convince the public that jewelry and kindred 
items are frequent necessities (for instance, watches, 
tilverware), and are always in good taste—generally 
much more so than other gifts. 

3. Convince the public that jewelers and their assis- 
tants are better informed about their merchandise, and 
better qualified than people in other lines to advise on 
matters in which good taste is concerned. 

4. Emphasize to men the importance of expressing 
sentiment in the value, beauty.and durability of the gifts 
that they purchase. 
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5. Emphasize to women the importance of express- 
ing their desires for jewelry and kindred products as 
gifts, so that men need not fear criticism of their own 
good taste if they wish to select gifts from the jewelers’ 
merchandise. 

6. Establish in the public mind, an appreciation of 
the fact that retail jewelry outlets provide sound as- 
sortments of merchandise, attractive to all ages of both 
sexes, and for households as well, so as to encourage 
shopping or browsing in the jewelry store for gift ideas. 

7. Undertake a planned program to create more traf- 
fic in jewelry stores and more sales to customers in the 
11 months between Christmases. 

To accomplish these ends, the following things are 
recommended : 


THESE METHODS ARE SUGGESTED 


1. A traveling exhibit of jewelry merchandise in or- 
der to expose a greater number of people to the prod- 
ucts of the industry. It is suggested that this exhibit be 
set up in cooperation with an outstanding company in 
the railroad field, through the joint promotion of one 
of the first post-war light-weight articulated trains as 
a traveling showcase for a collection of several million 
dollars worth of gems, jewelry, silverware, clocks, and 
so on, and bearing some such name as “The World’s 
Greatest Treasure Train.” 

Such an activity would mean enormous publicity and 
would dramatically get across to the public a realiza- 
tion of the up-to-dateness and progressiveness of the 
jewelry industry. 

The program would include not merely exhibits of 
the merchandise itself, but distribution of literature, 
the projection of motion pictures, lectures, etc. 

2. A program of “packaged” speeches, movies, slide 
films, scripts, etc., for presentation to women’s clubs, 
school and church groups. men’s clubs, and other or- 
ganizations. 

3. The creation of a new gift occasion timed to fall 
during the summer in order to assist in leveling out the 
seasonal valley ordinarily encountered at that time. 

4. The preparation of authoritative and factual ma- 
terial for radio commentators; providing speakers or 
people from the jewelry industry to be interviewed by 
radio commentators on subjects designed to stimulate 
interest in these lines. 

5. A program of cooperative work with editors and 
writers for the magazines; preparation of interesting 
news features for newspapers. 

6. The establishment and maintenance of contacts 
with motion picture studios to see that sequences fav- 
orable to jewelry store items, gift giving, good taste in 
jewelry, and so on, are featured wherever possible. 

7. A program of education for high-school and college 
students which might include color films, literature, il- 
lustrations of table settings, discussions of personal 
jewelry, and so on. 

8. The continuance and enlargement of the style show 
and fashion promotion work for jewelry that has been 
conducted by Mrs. June Hamilton Rhodes, but with 
substantially larger funds provided for this purpose, 
and the work integrated with the other parts of a full- 
scale public relations program. 

In addition to these, it is also suggested that a part 
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of the activity be devoted to providing practical aid 
for the retail jeweler in his merchandising, advertising, 
promotion, window display, etc., and assisting him with 
advice and counsel. 


CHANGE OF NAME RECOMMENDED 


Finally, it is recommended that since the program 
suggested will cover much more than mere publicity, and 
also that because the word “publicity” is a distinct 
handicap in creating proper relationships with editors, 
radio commentators, motion picture studios, ete., the 
name of the organizations should be changed to some- 
thing that will be more truly descriptive of its new and 
wider activities and, at the same time, eliminate the 
handicap just mentioned. The suggestion is that the 
new title be the “Jewelers’ Advisory Council.” 

To carry on the recommended program will, of course, 
require a far greater fund than has been provided for 
the work of the old Publicity Board in the past, and it 
has been suggested that every firm in the industry, man- 
ufacturer; ‘wholesaler, importer, and retailer, pledge for 
this purpose a sum approximating about one-tenth of 
one per cent of its annual sales volume. That is, the 
quota of a store doing a business of $100,000 a year 
would be $100. The store with a $50,000 volume would 








be asked for $50, and so on up and down the sesh 

Because a continuous effort over a considerable Petia 
of time is essential in order to make the results Of the 
work effective, it is recommended that the Program be 
set up on a three-year basis, and that jewelers he asked 
to pledge the amounts suggested above for each of the 
next three years. 


PROGRAM ENDORSED BY LEADERS 


The entire project met with the hearty approval of 
the group, as expressed in the following resolution of. 
fered by Oscar M. Lazrus (Benrus Watch Co.), see. 
onded by Harold Alberts (I. Alberts’ Sons) and unani- 


mously voted: 


Resolved: that we accept the plans submitted 
the Institute of Public Relations in principle and that 
we raise $1,000,000 per year for a term of three years 
to carry out that program. - 


The drive for membership and funds is to be started 
at once. If it is properly supported by the industry, 
at large,-it should prove a powerful aid to jewelers 
everywhere in holding and improving their present fay- 
orable business position and in meeting the coming 
post-war challenge of other goods. 
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ity born of complete knowledge. He must not feel that he 
has to go to some other store or some other person for 
their opinion or for confirmation of what you tell him. 

If you can convey this impression, your customer will 
just naturally be drawn to you mentally and trust you 
implicitly. 

If the store in which you are working is large and you 
do not wait on the trade in every department, you must 
be able to tell him, without a moment’s hesitation, ex- 
actly where he can find the information or the merchan- 
dise that hé wants. 

If you are in a small store where you wait on the trade 
in every department, you must be able to answer any 
question the customer may ask. 

You must be able to answer him immediately, intelli- 
gently and with authority and finality that cannot be 
questioned. There must be no hesitancy, guessing or 
“T think.” If there is, your customer will quickly sense 
it and lose faith in you and your knowledge. 

More than once, I have heard customers say as they 
were leaving stores, things like this—‘“That clerk who 
waited on us was actually stupid. He didn’t know what 
he was talking about. He didn’t even know what watches 
he had in the store or whether or not he covfld get the 
one I want.” 

A customer that feels this way certainly will not come 
back to you again at any future time for either informa- 
tion or merchandise. 


STUDY YOUR WINDOWS 


An important factor in being able to give instant and 
definite answers to customers’ questions is to study your 
windows and know exactly what is being displayed in 
them. Many of the customers who enter the store come 
in because something in the window has caught their 
interest, and they want to know something more about 
it. You must know what is being shown so that you can 
answer such questions without hesitation. 

For instance, if a customer comes in and says, “There 
is a tray of birthstone rings in the window marked 
$17.50. Is that one with a white stone in it a diamond?” 
Do not answer him by saying, “I think that is a white 
sapphire.” Instead, say without hesitating and say it 
definitely, ‘““No. That is not a diamond. It is a white 
sapphire.” You can do this if you have studied your 
windows as you should have done, and know what is in 
them. 

You may say, “Why study the windows to answer 
that question? Of course it wouldn’t be a diamond for 
$17.50.” True, but unless you’ve familiarized yourself 
with the display, how do you know whether it’s a white 
sapphire or a zircon? Telling the customer the stone is 
not a diamond is only half the story—you must also be 
able to tell him what it is. 

If you have not familiarized yourself with what is on 
display, you will have to go to the window and look. 
You will have to leave your customer standing in the 
middle of the floor embarrassed, or he may walk out, 
saying that he does not want to put you to so much 
trouble. 

Let us look at another instance of radiating the 
authority born of knowledge, which inspires confidence 
in the customer’s mind. If a customer asks you if this 
watch is solid gold, or if that one has a 17 jewel move- 
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ment, or why this watch costs so much more than 
one, you must know the answers and tell him with 
air of complete knowledge and finality in your voice ‘ie 
leaves no question or doubt in his mind and you 
impress him by your actions and the expression in a 
voice that you know what you are talking about, ° 
A customer can always detect the least hesitation 
your part and will immediately feel that you do Be 
know your merchandise. He will begin to doubt 
thing you say and will not place his confidence in you, 
And if you lose his confidence you are building up his 
sales resistance and making it tough for yourself, 


















DRESS YOUR PART 


Another important factor in your ability to ing 
confidence is your dress and general appearance, 
customer is repelled by a salesman whose clothing | 
either sloppy or too flashy. Either one destroys th 
effect of quiet competence that you want to crea 
Moreover, you yourself cannot be at ease in ill-fitting op 
ill-kept clothes. It cannot help but make you feel either 
self-conscious or defiant and either one is fatal to sue 
cessful selling. Your appearance, in other words, should 
always be neat and conservative. 

You may think we are laboring this point unneces- 
sarily, but consider the fact that butcher and barber. 
shops, restaurants and department stores and even street 
cleaning departments lay down the law as to how their 
employees shall dress. 

Why shouldn’t the jeweler require something better? 

Here is a word-for-word quotation from one depart- 
ment store’s manual for its salesmen: 

Men’s dress rules: 






























Shirts must have stiff collars. 

Shirts must always be fresh and clean. 

Coats must be worn at all times. 

Clothing must be neatly pressed. 

Shoes must be polished. 

Nails clean. 

Hair well trimmed. 

Face must be clean shaven. 

Vests may be discarded after the first of June. 














If department stores feel that these things are so 
important, shouldn’t the jewelers of the country be even 
more fastidious? They certainly should. 

It isn’t enough for you just to have your shoes shined 
and your suit pressed. You must always wear plain 
white shirts, preferably those with separate collars, 
Shirts with collars attached very seldom look neat. The) 
collars are usually wrinkled and do not lay smooth, 
Learn how to tie a necktie so that the knot does not look’ 
sloppy and crooked. Zz 

Always wear a vest, except in the hottest weathen 
Wear a pocket watch and waldemar chain. Alsoas 
pin in your tie. Do not buy shirts with button and bub) 
ton-holes in the cuffs. Insist on the French style culls 
which fasten with cuff-links. ok 

Always be careful to have your finger-nails well 
manicured and clean. If necessary, wash your handsé 
dozen times a day, but keep them clean. In show 
jewelry, your hands are very much in evidence, aml 
grimy hands or dirty fingernails are utterly incongruol 
with the beautiful things you are selling. And in mos 

(Please turn to page 261) 
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RONSON 


WORLD'S GREATEST LIGHTER 
For Cigarettes, Cigars and Pipes 


NiO INCREASINGLY 





The Lighter 
YOU’ve been 
waiting for. 
The ideal gift 
for Xmas...or 





any occasion. 





RONSON “Whirlwind” 
With Diseppeoring 


“Crown” Table 
quisitely modeled 
in rich silver plete. 


AS ALWAYS...THE LEADER 


_with its famous, patented, one-finger, one-motion action 
Press It's Lit—Release im OLE 

nave served oO Armed 
Throughout the war, RONSON lighters have set ur «A 

‘ net exacting Conditions, Paus OF 
Forces with distinction, under the most exacting ¢ 
anas civilians show RONSONS preferred over oc! 
1e RONSONS 


ex-servicemen 
other brands combined. See 
Department Store or ot 

RONSON Newark 2, N. J 


iatektemelale Melist=male laren ent 
her. stores selling fine 


at your Jeweler 


mokers articles 


OVER 14 MILLION RONSONS HAVE BEEN RYO] 98) 


and for that EXTRA GIFT 
'R ONSON 


LIGHTER ACCESSORIES 


For Faster Action In ALL Lighters 


RONSON HR Redskin ‘Flints’ 

RONSONOL quick-lighting Fuel 

RONSON high-absorption Wicks Avoid 
Inferior 

—_— ‘ imitations 





BUILD YOUR FUTURE * HOLD YOUR WAR BONDS 
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Increasingly 
Available for 


xMAS Selling 


Increasing quantities of RONSON Lighters are 
becoming available for Christmas selling. 


So pent-up is the public demand for 
RONSONS that they will easily sell themselves. 
Nevertheless, compelling advertisements em- 
phasizing RONSON’s traditional leadership 
are now appearing in leading consumer publi- 
cations with a monthly circulation totalling 
over 32,000,000. 

We are sparing no effort to speed up recon- 
version . . . to enable us to supply RONSONS 
as rapidly as possible to our good friends in 
the Trade who have been waiting so patiently. 
for them. 


RONSON ART METAL WORKS, INC. 
NEWARK 2, N. J. 


BUILD YOUR FUTURE—HOLD YOUR WAR BONDS 


. 3 Reduced Reproduction of Actual Adv. 
This and similar ads (most in '% page 
units or larger) are currently appearing 
in: 

LIFE, COLLIER’S, SAT. EVENING POST, 
LIBERTY, ESQUIRE, NEW YORKER, HARP- 
ER’S BAZAAR, MADEMOISELLE, FORTUNE, 
COSMOPOLITAN, LOOK, PIC, and TRUE. 
Other similar messages in 62 leading 
newspapers. Total circulation in excess 


of 32,000,000 a month. 








‘He Uses The Poets 
To Help Sell Diamonds 


Poetical references to diamonds are used 






in clever newspaper promotion by Pomona, 


Calif., jeweler which attracts attention. 
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by E. J. SHEPARD 


HE great poets, such as Moore, Tennyson, Spenser 

and Tasso, probably never, never dreamed that in 

penning their immortal verse, they were also writing 

“selling copy” for the gems. To them the diamond was 

merely a perfect expression of the poetry of nature 

which they appropriated to impart added sparkle to 
their own. 

Yet, because those poets had the magic gift of instil- 
ling in-the reader an appreciation of the beauty of the 
things they wrote about, their references to the precious 
stones have captured as nothing else has done, the 
glamour; the allure, the splendor of the gems—and thus 
aroused the desire for them that the advertising writer 
strives to create. 

Why not, then, let those poets help to sell diamonds? 
That is the idea of Carl Adams, Pomona, California, 
jeweler. He has worked out a series of ads using poeti- 
cal references to the diamond, which have attracted 
much favorable attention and materially increased the 
sale of the stones. Each week he runs three advertise- A few hours in the public library searching through 
ments, each two columns wide by three inches deep, with books of quotations, produced enough material for sev 
each one featuring a quotation from some poem, followed eral months advertising. 
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by an original paragraph tying-in the qualities of the “In diamond light upspring the dazzling peaks,” 
diamond, in an average of about forty words. (Please turn to page 261) 
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The actual marriag 


bride is ma 


l. greatest and most: timely cam- 
poign ever run in the interests of the 
jewelry trade dramatizes the diamond 
inits most important new role . . . the 
heasured talisman for the returning 
service man and his bride. With great 
beauty and dignity and understand- 
ing, this new four-color series is 
working to win new esteem for the 
diamond and for the jeweler, too .. . 
hough 177,104,400 messages in 
the country’s leading magazines. . . . 
DeBeers Consolidated Mines, Ltd., 
and Associated Companies. 
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e service of a returning service man and his 
gnificently illustrated in the new diamond campaign. 











Evident of the growing } 

in —! gems = te —_ 
jewelry pieces being se 

The large hat clip pe : 
earrings, in a modern daisy 

tern, are worked in gold with ¢ f- 
cluster of rubies surrounded by i 
diamonds in center. The brace. 

let has bars of gold connected 

by delicate links of rubies gn 
diamonds. The heavy gold 4 

has an oval cluster of rubies Be 
Jewels from Tiffany & Co. hie 
photograph released by th) 
Jewelry Industry Publicity Boag § 


by HAROLD COHEN 


Future of Precious Colored Gems | . 


A little known factor in the jewelry business in this country 
until the past few years, the popularity of colored stones 


has made rapid gains as consumer knowledge ef gems has increased. 


RECIOUS colored stones have been a comparatively women today use effectively three to four times as ma 

little-known factor in the jewelry business in this varieties as did their mothers.” 
country until recently. But in the last few years this From the earliest days of Man, precious colored 
condition has changed. The U.S. Department of Mines, _ stones have been as widely recognised as a commodit 
in its Munerats Yearsoox, 1940, says: “The as gold and silver. The history of all arts and literati 
appreciation of and demand for colored stones, almost tell us that fact. Whenever trinkets were made, cold} 
unknown to the earlier generation, is evidence of the was introduced for appeal and contrast. Where stone 
increasing knowledge of precious stones among the were inordinately expensive or scarce, paint or enamel 
American people,” and, in 1943—‘“American knowledge ing in some form was substituted. Colored stones We 
of precious stones continues to expand, and American (Please turn to page 262) 
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Stylists in Stones 


610 FIFTH AVE., Rockefeller Center, New York 


ae SS ee 








222 





p ate 





RECIOUS topaz, as this rare and beautiful gem is called to distinguish it from the quarts 

variety, is best known for its rich brown shade, although it does occur in light tones of red, 
blue and green, an amethyst shade, as well as in colorless specimens. Because of the rareness of 
the genuine stone, the lighter colored yellow and brown variety of quartz, technically known 
citrine or quartz topaz, is the one commonly employed in modern jewelry pieces for the 
November birthstone. 

Sol Kaufman, 562 Fifth Avenue, New York, well known for his outstanding work in creative 
jewelry design, shows in these modern ensembles, the last word in smartness, some interesting 
ways to bring out the beauty of topaz by combining it with other gems. In these sketches, it is 
complemented with sapphires and diamonds in settings of platinum. 
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November . . . birthstone, topaz . . . flower, chrysanthemum ... 
sentiment, loyalty. 

With every topaz — and every other stone we sell — 

we pledge our loyalty to the standards of value 

and service that have been maintained at 


Stone Headquarters since 1901. 


S. NATHAN & CO., INC. 


610 Fifth Avenue New York 20, N. Y. 
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Beige and blue, enli 
touches of off-white at b 
are the dominant colors used 
in José Fernandez desi 


the Kobrin Bros. Jewelry Store 


by RENEE FORBES 





Beauty and Dignity on a Budget 


Modernity at its finest is seen in the 
newly remodeled Kobrin Jewelry Store, 


in New York, designed by José Fernandez 


EEP-PILE Oriental rugs are impressive, so are 
three-tiered chandeliers and salesmen in morning ¢ 
coats. But the priceless rugs gather dust, the gorgeous 
chandelier sheds precious little light and the formal 
attire is apt to scare patrons away. Most important of 
all, these elegant, old-world accoutrements are expensive 
out of all proportion to their worth. 
How, then, are we going to achieve beauty and dignity 
on a budget? The answer is—go modern! Get rid of 
the musty, Victorian grandeur you imagine jewelry 
needs as a background. Go modern and learn the joys 
of easy-to-clean fixtures and easy-to-see merchandise. 
Go modern and save money because good modern makes 
use of lower cost materials than does good traditional 
and is in the long run, a sounder investment. _—— — ap rt GP ie sm 
As a case in point, see what architect José Fernandez denn: Valin; Male combina tle 
has done for the Kobrin Jewelry Store on upper Broad- legs and show case-topped counter. 
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MOUNTED RINGS 


MAGIE CIRCLE diamond rings are 

available in special mountings designed 

for capturing the greater brilliance of 
the MAGIC CIRCLE. 


LOOSE DIAMONDS 


Most dealers prefer purchasing loose 
stones. For their convenience and display, 
the Lucite Placque pictured above is supplied 
free of charge to all authorized dealers. 





MAGIC CIRCLE PRICES ARE ONLY SLIGHTLY HIGHER MAGIC CIRCLE DIAMONDS ARE SUPPLIED !N 
(ABOUT 10%) THAN REGULAR CUT STONES. ONLY ONE QUALITY—PERFECT, HI-BLUE WHITE 


EXCLUSIVE DISTRIBUTORSHIPS STILL AVAILABLE IN MANY CITIES 





UDOLPH DRUTSCH COMPANY » +» CLEVE 
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View of the sit-down side of the 
store, with hassock-like chairs 
and mirrors on each table—all 
for the convenience of the ladies. 


A square showcase set on a base 
of unusual design makes an eye- 
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catching display at the back of ae 

the store. Note the textured 

glass used for the partition. Hx 
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ORRIN, BE 


way in New York City. 
wrong with the old Kobrin interior but it had none of 
the zing and zip that the alteration has now given it. 


There was nothing especially 


It is several months now since the renovation, but 
crowds still gather round for a peek into the handsome 
new blond-wood interior—and that in blasé New York. 

When we say that good modern is less expensive than 
good traditional, don’t get us wrong—there’s nothing 
ersatz about the new materials. It is just that fine pol- 
ished mahogany panels and showcases push costs up 
while the blond woods, though quite as handsome, keep 
costs down. Of course, dark wood enthusiasts can buy 
the cheaper painted grades, but then, where’s your 
elegance? 

Other materials, too, are handsome and budget-wise. 
Take, for example, the floor covering: it is good look- 
ing, long lasting linoleum in colors which lend life to 
the store and tie in with the angular motif throughout. 
Then there are the goose-neck down lights of aluminum 
used in the silverware corner. An original Fernandez 
design, they have all the advantage of a table lamp 
without cluttering up the top of the counter. Aluminum, 
used in this way, is lighter, more cheerful, more in 
keeping with the rest of the store than the ordinary 
bronze fixture. 
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As always in Fernandez designed stores, glass is 
used to advantage. All counters are glass-topped. The 
door, not shown here, is the new Herculite glass and 
the panels dividing the offices from the rest of the 
shop are “Bevelite Softone” by the Pittsburgh Plate 
Glass Company. That’s glass over the shadow boxes 
and a glass showcase at the back of the store sets off 
a fine silver tea set to advantage. 

Leatherette is another fabric distinctive by 
this architect’s touch. In off-white, it is used to cover 
the tricky little chairs you see along one side of the 
store. Designed by Mr. Fernandez especially for this 
store, they are an adaptation of the hassock with the 
addition of legs (for height) and a little back-rest (for 
comfort). The counters with chairs in front of them, 
as you can see, are reserved for women’s jewelry— 
rings, bracelets, necklaces, etc., while the counter oppo- 
site is devoted to watches and accessories. Women’s 
justifiable vanity is catered to by the clever mirrors 
built into each of the counters on that side. An original 
design, they are placed at just the right height for 
close examination of jewelry. The little chairs are 
also placed before the two counters at the back of the 
store given over to silverware and miscellaneous gift 
items. This ingenious arrangement prevents the shop 
from seeming overcrowded with chairs while providing 
adequate seating arrangements. 

To further carry out the sectional look there is 4 
silk drape just behind the silver counter which hides 4 
desk. Here customers may write gift cards or discuss 
their purchase plans in privacy. 

The lighting layout, so different from the ostentatious 
crystal fixtures of the past, does not call attention to 
itself, but rather to the store and merchandise it adorns. 
Overhead lights are flush to the hung plaster ceiling, 
with a central fixture giving indirect light. Other light 
sources are in the shadow boxes along one wall, in the 

(Please turn to page 268) 
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AS new as the atomic bomb, and almost as startling 


an innovation in the fashion field, is the new one- 


ear earring. These ear ornaments are designed to com- 
pletely cover the ear from the lobe to the tip, and in 
addition to possessing an intrinsic beauty, they are so 
designed structurally that they are perfectly balanced 
and comfortable to wear in spite of their size. 

Even the hat designers are following this new trend 
set by jewelry designer Carl D. Lindstrom of Los An- 
geles. John Frederics has designed some cheek-to-cheek 
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The new ear ornament worn 

by Constance Moore, star va 
public Pictures, is made in the 
shape of a floral spray and js 
set with diamonds and precious 
colored stones. Worn on one 
ear, it glamorizes the one-side 
effect of Miss Moore's new hat, 


by HARRY R. TERHUNE 


hats which swoop down on one side of the face and 
completely expose the other, so that one can wear her 
one ear ornament with perfect ease and taste. 

These hats, in feathers, furs or velvets are especially 
suitable for these new earrings. The ornament wor 
by Miss Constance Moore, Republic Pictures star, in 
the accompanying photograph, is banded in white dia- 
monds, and has a spray of delicately wrought leaves 
with white and-colored diamonds, together with sapphires 
and rubies as the flowers. 

For the more tailored girl, Mr. Lindstrom has also 

(Please turn to page 270) 
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PAL... 


Birthstone for November 





Rough topaz crystals at left; in center popular emerald cuts, and at right, stones cut 
in India, preserving maximum weight. All stones from Wm. V. Schmidt Co., Inc., N. Y. 


HE mineralogist writing for jewelers but who still 

feels a responsibility for truth and scientific ac- 
curacy finds himself squarely on the horns of a dilemma 
when he approaches the subject of topaz. Scientifically 
there is no problem; there is one mineral topaz, an 
aluminum fluosilicate crystallizing in the orthorhombic 
system and occurring most often in white crystals, some- 
times blue, rarely brown and pink. Then there are the 
numerous substitutes for topaz, always brown or yellow 
which go under the topaz pseudonym, such as oriental 
topaz (yellow sapphire), smoky topaz (smoky quartz) 
and most often “topaz” or “topaz quartz” or “quartz 
topaz,” synonyms for brown quartz. However,. many 
jewelers have become so much more familiar with the 
abundant quartz imitation that they have lost sight of 
the true topaz, and if they know it at all, they sell it 
only as “precious topaz.” 

Rail as we may at this technically incorrect use of 
the fine old names in mineralogy, one of the ancient 
names which we cherish because it does not end in “ite,” 
the battle is wellnigh hopeless against a usage which is 
so entrenched. The very perpetuation of the misuse is 
proof of the greater sales appeal of a long-established 
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by FREDERICK H. POUGH, Ph.D. 


Curator Geology and Mineralogy 
American Museum of Natural History 
Gem Consultant for JC-K 


mineral name in comparison with one which, while scien- 
tifically more correct, is little known. 

It must be confessed that the confusion in terminology 
is no recent thing, for the name topaz was applied even 
by the Greeks to still another substance and one which 
we can recognize by their descriptions of its occurrence. 
They called peridot topaz, and told how it was found 
on an island in the Red Sea. At that time, what we 
today call topaz was known as chrysolite. Boetius de 
Boot, in 1647 considers the two synonymous, while 
Henckel, in 1737 described the modern topaz under its 
present name in an account of the Saxon deposits. From 
that time on, through the works of the classic early 
mineralogists—Romé de L’Isle in 1783, Abbé René Just 
Haiiy in 1801°and Berzelius in 1816—there was a very 
clear understanding of the mineral and no confusio®. 
The present confusion with brown quartz seems to have 

(Please turn to page 270) 
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Diamond cutters aided by Netherlands Government, get shipments 
of rough from London and are working hard to revive the industry, 
Deliveries of cut goods from Amsterdam will start this month 


The end of the war found 
only 450 skilled diamond 
cutters still in Amster- 
dam, most of them being 
over 50 years old, like 
this elderly Dutchman at 
his bench before the war. 


AMSTERDAM BY AIRMAIL: Before the war about 
3,500 people were working in the Amsterdam diamond 
industry. Most of them were Jews of whom the Nazis 
murdered about 80 per cent. By the end of the war, 
only about 900 diamond workers, including the Chris- 
tians, still remained, of whom only about 450 were 
skilled cutters, and many of these are above 50 years old. 

During the war the Germans did everything in their 
power to lay hands on all the diamonds they could. For 
example, they would promise safety to Jews who would 
turn in their valuables and then, as soon as the Nazis 
had these goods in their possession, would immediately 
break their promises. Prices of diamonds soared and 
many Jews seeking to escape the cruel persecution by 
“diving under” in non-Jewish surroundings, sold their 
jewels and other trinkets to pay their living. These 
diamonds were sold in the black market but a large part 
of them came into the hands of the German profiteers. 
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Amsterdam Staging a Come-back 






















An on-the-scene report prepared exclusively for the 


Jewelers' Circular-Keystone by the Amsterdam 
correspondent of “the UTPS, Dr. J. F. VAN OSS. 


The amount of diamonds stolen from Jews either )y 
Nazi officials or by individual Germans is estimated 
20,000 carats. 

Non-Jews also were forced to surrender their di 
monds. These were kept in Arnhem in safes, but durilg 
the battle of Arnhem and the looting of this unbap) 
town the safes were burgled and up to the present ims 
it is not known what became of this large quantity" 
diamonds. 

In September, 1945, the London Syndicate sent s™ 
shipments of rough to 16 of the large shops in lots! 
from £2,500 to £10,000. The total value amounted ! 

(Please turn to page 278) 
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Overy diamond set in our jewelry is cut in our own 


modern Cutting Fachorg 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 
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Diamond Cutters 
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They Do It 
With Mirrors 


4 NE of the most difficult problems in store modern- 

izing is the one presented by the establishment 
with a very small area—especially those whose front- 
age is extremely narrow. It is no easy matter with such 
a store to avoid the cramped shut-in effect that repels 
rather than invites entrance and to give the shopper 
an impression of comfortable elbow-room. 

Yet it can be done. A striking case in point is the 
new store of the Regal Jewelers in Greensboro, North 
Carolina—sixty feet deep, but only six feet wide! Take 
a look at the accompanying photograph of its interior 
and note the impression of open roominess. 

In the words of the old wise-crack, “they must do 
it with mirrors’—in this case, is literally true. The 
entire wall on your left as you enter is an unbroken 
expanse of mirror all the way from the floor to within 
a couple of -feet of the ceiling—higher than a man’s 
head. Note that it is not broken up by moldings, or 
even by the conventional baseboard along the floor, 
with the result that there is nothing to break up th: 
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Confronted with problem ait 
narrow store, Regal Jewelery 
got illusion of roominess 


with a mirrored wall. 


The entire left wall of store is an un- 
droken expanse of mirror reflecting 
opposite wall and showcases and giv. 
ing illusion that store is twice as wide, 





on 
Pieweee Poe the 
Foran Po the 


A Cinderella contest featured the store opening pub- 
licity with a diamond ring given to the woman whose 
ring finger it would fit. Here, the winner is presented 
with ring and a corsage as radio announcer airs story. 


reflection of the floor cases and wall cases along 
opposite wall—and therefore nothing to dispel the opt 
cal illusion of the store being double its actual width 
It’s an exceptionally fine example of the clever use @ 
mirrors to give an air of spaciousness to a small interiof 
The effect is further heightened by the light ones 


of the color scheme. Fixtures and trim are blea he 
(Please turn to page 280) 
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| Baumgold 6 War Hlory 


' 


Now that Victory is won, we at Baumgold can proudly reveal the part 
we played in America’s war effort . . . Baumgold’s War Story. 


Chapter I concerns the Diamond Tool Research Company, peace-time 
suppliers of diamond tools to the nation’s leading industrial plants. 
‘With war — almost overnight 4 new organization sprang into being, 
new techniques were discovered, processes were speeded up to meet 
the fantastic demand of America’s war machine. For their high stand- 
ards of workmanship, their volume output, the men and women of 
Diamond Tool were awarded we yar E for excellence in 
war production. 





_ Chapter II concerris. the Quartz Products Company of New York 
which, starting from scratch, turned out more than one million oscil- 
Jators for high-frequency radios. On every front — in tanks, planes, 
“ships and a these tiny eedeat carried the vital messages 


of war..: 


Chapter Ili — Victory and the Future... poe of the eivuniic x : E 
ment of the American diamond cutting — as ers in 
abe Circle of ee 
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Link Your Store 


to Fashion 
With ,Chains 
of Gold 


MONG the jewelry fashions launched each season 
there are always many excellent sellers, but rarely 
is there an item which we might safely say is destined 
to become a fashion classic. This year, however, there 
is another story to tell. One almost unbelievably simple, 
effective piece, introduced some time ago but only now 
catching on widely, will surely have a secure place in 
the jewelry wardrobe of smart women and on the shelves 
of smart jewelers for a long time to come. 

There are two prime reasons for nominating it to our 
own little Hall of Fame. First, it is so simple, neat and 
uncluttered that it can be worn effectively by the tweedy 
type as well as her more glamorous sister. Second, it is 
versatile—can be combined with clips or brooches, worn 


236 





by RENEE FORBES 


A length of flexible gold snake chain is trans. 
formed into a bracelet with the addition of - 
a pair of handsome clips done in diamonds © 
and rubies. Earrings are of a similar design, | 


4 


Photographs from Jewelry Industry Publicity Be i 
Jewels from Cartier and Black, Starr & Gorham, Ni 


The gold brooch on this choker has the same 
flaring design as the sheer wool dress. Note 
other gold touches in the button earrings an 
the two tailored bracelets worn by the model. 
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as a bracelet or even an armlet (see photograph). It is 
a natural sales builder because it has that “essential” 
look also characteristic of a string of pearls. As a 
matter of fact, we'll take a chance and predict that 
women will be buying gold chokers just the way they 
buy pearls—because they feel they need them to be well 
dressed. 

An interesting and important point that adds to the 
wide appeal of these necklaces is the great variety in 
which they are available. They not only range from 
inexpensive plate to 14 karat gold, but they also come 
in any number of sizes and shapes. Very fine snake 
chains, no more than an eighth of an inch wide, are as 
popular and serve the same function as the flexible, mas- 
sive number shown in the photograph. Equally attrac- 
tive are link chains not pictured here. These vary, too, 
from the watch-chain type to heavy barbaric-looking 
slave links. 

A glance through the important fashion magazines 
will give you some idea of the popular acceptance of 
this style. The dress and suit manufacturers make 
use of them at every opportunity because clothes today 
ery out for the addition of a good looking ornament at 


Tailored yet formal, like the suit it adorns, 
is this flexible gold necklace and bracelet, 
The ring is a wide band of gold on which is 
mounted two rows of matched oriental pearls, 


A gold and topaz clip adds accent to a wide 
band of flexible gold snake chain with ends 
looped for variation. A second, more delicate 
chain is worn casually over milady's glove. 


the throat. 


Most dresses this year have high, ¢ 
necklines, while suits sport cardigan collars and eve. 


ning clothes tend to lack glitter. Vogue, for exam 

shows a teen-age girl wearing a black velvet gown rit 
a tight bodice and bouffant skirt. For color-and aceen 
she wears a necklace not unlike the one sported bj 

our sophisticated lady in the silk suit and feath 


‘hat shown on this page. And here’s what Mademoi ; 


the business girl’s Bible, says on the subject: ‘ 
out wanting to sound dictatorial and pompous a 
we say that you need some kind of choker in yom 
jewel box this year.” And that’s final for half al 
lion smart young women. * 
More variety is afforded by showing the chai 
groups. Tell the ladies to wear them two or three 
time in different gold tones. Or feature the loop 
snake chain shown here. Combined with a massive fi 
or alone, it is a show-stopper. And here’s another ide, 
culled from a Madison Avenue jeweler: twine a longish 
gold chain around a single strand of pearls and ¢#eilt 
something really lavish. Such a chain can also be-tit 
verted into a lanyard, anchoring two colorful clips. Tit 
new top knot—whatever you may think of it esther 
cally—is another spot for one of the thinner bande 
Twist it around the bun to match a necklace. Thi 
ensemble, incidentally, would not be a bad idea for amt 
of the new life-sized manikin heads in your window. 
By now you've probably thought up a few adaptation 
of the style, yourself, so we won’t give you any mor 
variations on this very profitable theme. We'll just 
you to make the most of this new addition to jewelrys 
Hall of Fame. . , 
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This patented method of cutting 61 facets above and 41 
facets below the girdle, in a new and unique design, has re. 


sulted in a diamond of exceptional brilliance and rare beauty. 


MAX FINE & SONS, Ine. 


Established 1890 


20 West 47th Street, New York 19, N. ¥. - 29 East Madison Street, Chicago, Ill. 


FOR NOVEMBER, 1945 





Stone Dealers Association Adopts _ 


List of Preferred Stone Names 


HE Precious Stone Dealers Association, in an ef- 
fort to provide a simple and practical list of gem 
names which will reflect accepted usage in the trade 
and be acceptable to everyone, has officially adopted 
the list which appears below and which is recommended 
for universal use by members of the association and by 
jewelers generally. . 

It has been the aim of the group in preparing this 
code to discourage the use of improper and misleading 
names which have crept into the industry to some ex- 
tent; to clarify the meaning of qualifying adjectives 
such as place names when used in connection with gems; 
to reduce to the minimum possible quantity the number 
of accepted names; and to correlate and organize them 
by logical groups. 

The matter of clarification of place names, it was 
felt, is especially important. For example, in the code 
adopted by stone dealers, the term “Hungarian” opal 
does not necessarily mean an opal which was actually 
mined in Hungary, but one of the type whicl is asso- 
ciated with the old Hungarian production, namely, an 
opal whose body color is predominantly white. Such 
an opal today may come from South America, Mexico 
or other localities. 

Similarly, “Australian” opal does not refer to thé 
country of origin but means a stone whose body color 


is other than white, that being the type that was orig.” 
ally associated with the specimens produced in Austral 

Other examples are ‘Kashmir’ sapphire, “Ceylor 
sapphire, etc., to describe various _— and colors ¢ 
that gem, and so on. 

It is the view of the stone dealers that the country in 
which a gem was mined is of little or no impo ' 
but that it is highly desirable to have a system of nomep 
clature which clearly and unmistakably identifies the 
type of stone referred to. Therefore, as trade usag 
has been to use place names to describe types of stones,” 
it was felt that this method should be standardized ay 
officially adopted. 

Another point is the clear distinction that is d 
between the material of natural color, and that 
is dyed, in the case of several popular stones. 
the term “chrysoprase” in the recommended list is 
plied only to the natural green material, while that whig 
owes its color to dyeing is described as green onyx, 
Similarly, the natural blue material is called chalcedony: 
and the dyed material blue onyx. a 

The complete list of preferred names for gem stoneg 
as officially adopted follows. hermes indicate syno ye 
mous names. The word “etc.” after the name of 4 
stone qualified by color, means ate there are also o 
color varieties. 


Pie, 


Official List of Gem Names Adopted by Precious Stone Dealers Association 


1-A SAPPHIRE Pink Beryl, etc. 
Sapphire (Blue) 
Oriental Sapphire VI—CHRYSOBERYL 
Burma Sapphire Catseye 
Alexandrite 


Ceylon Sapphi 
eaing sae ge 


Montana Sapphire 


{ Opal XIX PRECIOUS TOPAZ 
White Opal Precious Topaz (yellow) 
Hungarian Opal Pink Topaz 4 
Australian Opal Blue Topaz, etc. 


Black Opal 
Mexican Opal XX QUARTZ 


Australian Sapphire 
Kashmir Sapphire 
Cashmere Sapphire 
Yellow Sapphire 
Green Sapphire 
Pihk Sapphire, etc. 


-B RUBY 

{ote Burma Ruby 
Oriental Ruby 
Siam Ruby 

Star Ruby 

Star Sapphire 


1) KUNZITE 

Itt PERIDOT 

IV-4- MOONSTONE 
-B AMAZONITE 


V BERYL 
Emerald (Full Green) 
Aquamarine (Blue) 
Morganite (Dk Pink) 
Green Beryl 
Yellow Beryl 


Green Chrysoberyl, etc. 


Vil LAPIS LAZULI 
Lapis Lazuli 
Lapis 
Russian Lapis 

Chilean Lapis 


Vill HEMATITE 
IX MALACHITE 


X GARNET 

| Garnet 
Bohemian Garnet 
Pyrope Garnet 
Almandine Garnet 

) Almandine 
Demantoid 
Hessonite 


XI JADE 
Jade 
White Jade 
Lavender Jade, etc. 
New Zealand Jade 


XIl OPAL 


Nevada Opal 


XII TOURMALINE 
1 Tourmaline 
Green Tourmaline 
Pink Tourmaline 


Red Tourmaline, etc. 


XIV. SPINEL 
Red Spinel 
Blue Spinel, etc. 


XV ZIRCON 
Blue Zircon 
White Zircon 
Brown Zircon, etc. 


XVI CORAL 
Coral 
Pink Coral 
Red Coral 
White Coral, ete. 


XVII MARCASSITE 
XVII TURQUOISE 


Turquoise 
Persian Turquoise 


Amethyst 
Siberian Amethyst 
Topaz 
Dark Topaz 
(formerly called Spa 
Topaz Quartz 
(poor quality Topaz) 
Rose Quartz 
Smoky Quartz 
{ Crystal 
1 Rock Crystal 
§ Onyx (natural black) 
2 Onyx (dyed black) : 
§ Sardonyx (natural or ded) 
) Carnelian ; 
Sard 
(natural or dyed bro 
Chrysoprase (natural green}, 
Green Onyx (dyed) ; 
Chalcedony (natural be) 
Blue Onyx (dyed) 
Tigereye 
Bloodstone 
Agates 
Jasper 


Species names such as Olivine, Spodumene, Corundum, Felspar, etc., 
are not important to jewelers and should not be encouraged. 
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The Identifieation of Gems 


Reprinted from and with the permission of the 
Journal of the Optical Society of America 


by A. H. PFUND 
Department of Physics, Johns Hopkins University, Baltimore, Maryland 


HEN gem material is presented in its native, 
crystalline form, identification is readily carried 
out by an experienced mineralogist. However, when 
the crystal has been transformed into a finished gem, 
natural crystal faces have been climinated and, in con- 
sequence, identification becomes much more difficult. In 
spite of rather recent contact with these problems, it has 
been found that, by employing purely physical tests, 
it is possible to distinguish sharply between the follow- 
ing types of gems: 
6. Quartz amethyst 11. 
citrine 12. 
7. Tourmaline 13, 
8. Garnet 14, 


9. Turquoise 15. 
10. Opal 16. 


Onyx-marble 
Jade 
Malachite 
Epidote 
Spinel 

Glass 


1. Diamond 

2. Corundum ruby 
sapphire 

3. Beryl-emerald 

4. Topaz 

5. Zircon 


In devising these tests, two conditions were imposed: 
_ first, the gem must not be damaged (this means, no 
hardness test); secondly, a polished facet having one 
dimension of at least 2.5 mm must be available. In ac- 
cordance with these restrictions, the data were collected 
under the following headings: 
1. Wave-lengths of 

(Amax) 

2. Numerical values of reflectance at these maxima (Rmx) 
8. Refractive index (N—mean) 
4. Birefringence (qualitative test) (biref.) 
5. Specific gravity (sp. gr.) 
6. Color 


reflection—maxima in the _ infra-red 


Master-curves of infra-red reflection were obtained 
for about fifty native crystals, identified by mineral- 
ogists. Numerical values for tests 3 and 5 were ob- 
tained either by direct determination or from tables.’ 
When a gem is presented for identification, it is sub- 
jected to the above tests. When all six tests agree 
with those shown by an authentic crystal, identification 
is no longer a matter of probability, but of certainty. 

The infra-red reflection-curves yield information as 
to the chemical nature of the gem. The foundation for this 


1E. H. Kraus and C. B. Slawson, Gems and Gem-Materials 
(McGraw-Hill Book. Company, Inc.), fourth edition. 
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work was laid as far back as 1906, when the writer 
first showed that inorganic salts having the same 
radical revealed reflection maxima at the same w 
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length. The mechanism responsible for this phenomenon 
has since been termed “inner vibrations.”® While the — 
writer worked only on sulphates and nitrates, the work — 


* A. H. Pfund, Astrophys. J. 24, 19 (1906). ; 
°C. Schaefer and F. Matossi, Das Ultrarote Spektrum (Julius. 3 
Springer, Berlin). “ 
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has since then been extended by others* until today the 
wave-lengths of selective reflection bands for most in- 
organic substances are known. Since this is true for 
oxides, phosphates, silicates, etc., the applicability of 
this mode of attack to gem-identification is obvious. 
What may be accomplished by this mode of procedure 
is shown in Figs. 1 and 2. It will be noted that, whereas 
diamond* yields a constant reflecting power, ruby and 





Fic. 3. 


sapphire, emerald, topaz, zircon, amethyst, quartz, tour- 
maline, and glass yield curves which are so different 
that at no time need “close decisions” be made. 

For the: study of infra-red reflection characteristics, 
an infra-red spectrometer (rocksalt prism, vacuum 
thermopile and galvanometer) was employed. All of 
these devices are so well known that a description is 
superfluous. The principal experimental difficulty en- 
countered was the mounting of the gem. Due to the 
small area of the reflecting facet the amount of energy 
entering the spectrometer is liable to be so small as to 
render the entire procedure useless. So as to conserve 
the available radiant energy the optical system in Fig. 
3** was devised. Here A is a platinum helix, coated 
with alundum cement and raised to a yellow-whita heat. 
The radiation falls on the gold-coated concave mirror B 
which forms an image of A (reduced in size to one- 
fourth) on the gem facet at G. This reflects the light 
to a similar concave mirror C which, finally, focuses the 
image of A on the spectrometer slit (D). The mount- 
ing of the unset gem is shown in Fig. 4, where E is a 
metal plate, 8 mm square, containing a central slot (2 
mm high and 5 mm wide) with beveled edges. The 
front surface is painted with black shellac, which when 
dry, is roughened with sandpaper. The spring F with 
a V-shaped groove serves to hold the gem G in place. 
To obtain “reflecting powers,” the gem is replaced by 
a small glass plate upon which a thick layer of gold has 


“W. W. Coblentz, Carnegie Institute of Washington, Publication 
65 (1906). 

* This remarkable diamond has a polished face 9X9 mm; 
the thickness is approximately 1 mm. It is the same diamond 
used by J. A. Bearden in his study of x-ray refraction (Phys. 
Rev. 54, 699 (1938) ). 

**T am indebted to Mr. W. G. Fastie for suggesting this con- 
struction. 


244 


been distilled. The reflecting power of gold is taken 4, 
unity. 

The present mirrors B and C are 5.5 cm in diameter 
and of 4.0 cm focal length. To introduce at G g 
mounted in the center of a brooch with large metal 
petals would occult so much radiant energy that to, 
little would be left over. This difficulty will be elim. 
inated completely when the mirrors will have been ye. 
placed by two lenses of rocksalt. 

The reflection-curves here obtained differ from those 
with which we are familiar for three reasons; First, 
the rather great slit-widths of 0.5 mm had to be useq 
because of the small amount of radiant energy reaching 
the spectrometer-slit; secondly, while reflection measure. 
ments are usually carried out near normal incidence, jn 
the present work the angle of incidence varies fron, 
nearly grazing (ray 1, Fig. 3) to nearly normal (ray 9, 
Fig. 3). That large angles of incidence occasion a broad- 
ening of reflection maxima was first shown by Gorton; 
thirdly, crystal orientation, i.e., if a number of reflec. 
tion curves are procured for the gem whose reflecting 
facet is rotated in its own plane to successive positions, 
then reflection curves differing somewhat in absolute 
magnitudes of reflecting-power are obtained. Since, on 
the other hand, the form of the reflection curves re- 
mains unchanged, this difficulty is not taken too seri- 
ously. This then means that the infra-red reflection 
curves here presentéd are characteristic of the gem as 
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well as of the instrumental arrangements of angle of 
incidence, type of spectrometer, etc. The particular 
spectrometer used is to be reserved for further work 
on gems. 

While refractive indices may be measured with the 
Abbe and other refractometers,® they, as a class, are 
unsatisfactory since their upper limit is 1.8, which is 
too low. In place of this, measurements were here made 
with the Brewsterian-angle apparatus devised by the 
writer.” This instrument, while inferior to the Abbe 

* (Please turn to page 284) 


* A. F. Gorton, Phys. Rev. 7, 66 (1915). 
°F. H. Kraus and C. B. Slawson, reference 1, p. 50. 
‘A. H. Pfund, J. Opt. Soc. Am. 31, 679 (1941). 
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You Can’t Say That! 
--- Or Maybe You Can 


First of a series of articles based on “A Guide for Retail 

Advertising and Selling,”’ issued by the National Association 

of Better Business Bureaus, intended to help jewelers develop " 
a straight-forward sales language to build consumer good-will. 


HE third revised edition of the Guide to Retail 
Advertising and Selling is now being distributed 
by the National Association of Better Business Bureaus, 
Inc. Copies may be secured from your local Better Busi- 
ness Bureau at $1.00 per copy. This Guide is a forceful 
demonstration of the value and effectiveness of volun- 
tary self-regulation of private enterprise. Directed to- 
ward the policy of fair and truthful advertising, it helps 
advertisers to: 
1. Avoid objectionable, misleading or unfair practice. 
"2. Strengthen public confidence in your advertising. 
3. Assist the public to achieve maximum satisfaction 
from advertising and merchandise. 


This book is the composite result of years of study 
by recognized selling, merchandising and legal experts 
in all parts of the country and embodies the various 
standards and recommendations adopted by advertisers 
in cooperation with Better Business Bureaus. Some of 
the standards are based on legal decisions, laws, rulings 
of the Federal Trade Commission, etc., but, most im- 
portant, they are based on investigations which deter- 
mined each standard to be a reasonably attainable maxi- 
mum of desirability. 

One of the most important cornerstones of public 
confidence is a store’s advertising. Consumers are far 
keener today than ever before and resent being fooled 
by deceptive and misleading terms. They want facts 
and accuracy in advertising and the store that main- 
tains such standards in its consumer message will retain 
that confidence, evidenced by a well-beaten path to its 
door. ; 

Jeweters’ Cirncutar-Keystone has culled those facts 
from this Guide which are directly applicable to the 
jewelry field and, in this and succeeding installments, 
presents them for just what they are—‘‘a guide for 
retail advertising and selling.” 

The first subject taken up is that of comparative 
prices. These comparative price standards are based on 
the classification of merchandise in three groups: perma- 
nent markdowns, temporary reductions and special pur- 
chases. 
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FAIR TRADE CODE 
For Advertising and Selling 


Suggested by the National Association of Better 
Business Bureaus, Inc., to give you as a retailer, an 
honest sales language to use in your advertising 
and promotion in order to build and hold consumer 
good-will. 


1. Serve the public with honest values. 

2. Tell the truth about what is offered. 

3. Tell the truth in a forthright manner so its significance 
may be understood by the trusting as well as the ana- 
lytical. 

4. Tell customers what they want to know—what they have 
a right to know and ought to know about what is offered 
so that they may buy wisely and obtain the maximum 
satisfaction from their purchases. 

_5. Be prepared and willing to make good as promised and 
without quibble on any guarantee offered. 

6. Be sure that the normal use of merchandise or services 
offered will not be hazardous to public health or life. 

7. Reveal material facts, the deceptive concealment of 
which might cause consumers to be misled. 

8. Advertise and sell merchandise or service on its merits 
and refrain from attacking your competitors or reflecting 
unfairly upon their products, service, or methods of doing 
business. 

9. If testimonials are used, use only those of competent 
witnesses who are sincere and honest in what they say 
about what you sell. 

10. Avoid all tricky devices and schemes such as deceitful 
trade-in allowances, fictitious list prices, false and ex- 
aggerated comparative prices, bait advertising, mislead- 
ing free offers, fake sales and similar practices which 
prey upon human ignorance and gullibility. 











A comparative price, or a comparative “value,” is 4 
price figure or statement of similar nature, expr 
in comparison with the actual selling price of an article, 
which attributes to that article a former, current, of 
future selling price, or a current “value” or “worth”, 
higher than the. actual selling price. 

In numerous cases the Federal Trade Commission has 
forbidden the use of exaggerated or fictitious list prices, 
price marks, misrepresentation of prices as “special,” 
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“introductory,” “reduced,” “regular,” or other forms of 
misleading, deceptive comparative prices. 
PERMANENT MARKDOWNS 

When any previous price is advertised on perma- 
nently marked-down merchandise, the last previous 
price at which the merchandise was marked should 


be used. If desired, the original price may also be 
included, e. g., “Originally $25, Formerly $20, Now 
$15.” 


TEMPORARY REDUCTIONS 


A temporary reduction is one in which the price 
is marked down only for a limited time, after which 
the selling price reverts to the. regular price which 
was in effect in the advertiser’s store immediately prior 
to the temporary reduction. Thus, the selling price 
immediately before and immediately after the tempor- 
ary reduction should be used as the comparative price 
and is accurately described as “Regular Price” or 


“Regularly.” 
“VALUE" AND OTHER SIMILAR TERMS 
“Value” is determined by the current buying power 


of the dollar and should not be confused with any 
previous price quotations. The F. T. C. has ruled 
that the “value” of an article is no more than the price 
for which the article is customarily sold by the advertiser 
in the usual course of business. “Value” is not a ficti- 
tious figure in excess of the price for which an article 
is regularly sold or can be obtained in the usual course 
of business. 

There are other terms the public construes as mean- 
ing “value” and which are also so frequently abused 
that their elimination is recommended. For instance— 
“Usual Value,” “Selling Elsewhere,” ‘Price In Other 
Stores,” “Selling In New York,” “Instead Of,” “Should 
Be,” “Should Sell For,” “Made To Sell For.” 

Such expressions as “Verified Value,’ ‘Certified 
Value” imply that the value of the merchandise so 
advertised, or the comparative price used, has been 
“verified” or “certified” by an impartial or disinterested 
organization, and should not be used otherwise. 

Such expressions as “Now Only” in describing a sell- 
ing price imply that the article so advertised was higher 
priced and is being offered at a reduction or a new, 
lower price; or that it is being offered at a special price 
for a limited time only. 


COST—WHOLESALE PRICE 


Unless otherwise specifically defined, the words 
“Cost” and “Price” in such phrases as “At Cost,” “At 
Wholesale Prices,” ‘Below Cost,” ‘Below Wholesale 
Cost,” etc., should mean that the merchandise so de- 
scribed is offered by the advertiser at or below his net 
cost. The retail offering of merchandise at “‘cost’’ or 
“wholesale prices” is so open to question that such ex- 
pressions should be avoided or adequately explained 
if used. (The F. T. C. has taken action in numerous 
cases to stop misrepresentation of retail prices as 
“wholesale” prices, or of savings claims in connection 
therewith. ) 


LIST PRICES 


The F. T. C. has ruled that the public interprets 
“list price” to mean a bona fide retail price. List prices 
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not truly representative of the regular or usual 
price, past and/or present, should not be used in rete” 
advertising. Otherwise the advertising of “List Prigg® 
should follow the general standards and rules for egy, 
parative price advertising. 4 

The term “list price” or “discount” should not be 
used to represent that retail prices constitute a di . 
or are wholesale prices, when they are the normal retail 
prices. x 

It is an unfair and misleading practice to: (a) we 
a comparative price at which few, if any, of the articles _ 
so described are sold at retail, and at which such articles 
are marked merely for advertising or sales promotion 
purposes; (b) charge a few customers an exorbit 
price on an article for the purpose of claiming an alleg 
commensurate saving at a lower price at which all, 
most, of the same articles are sold. 










TRADE-IN ALLOWANCES 


Trade-in Allowances should not be based upon fietis 
tious List Prices. Regular retail prices should not be 
raised to cover such allowances. Offering or advert 
ing fictitious valuations on articles to be traded-in, 
the purpose of disguising the true retail price or cre 
ating a false impression that reduced prices are obtai 


able only by having something to trade-in, should y & 
be employed. Reductions in price should not masquer- 


ade as trade-in allowances. 

The offering of a fixed and arbitrary trade-in allot 
ance regardless of the size, type, age, condition or 
value of the article traded-in, for the purpose of dis 
guising the true retail price, or creating a false impres- 
sion that a reduced price or special price is obtainable 
only by such trade-in, is unfair and misleading. 

Such terms as “Double Trade-in Allowance” 


ins, which can be doubled. 


OPEN STOCK PRICES 


An open stock price is the retail price at which cer- 
tain articles (e. g., silverplated tableware, dishes, ete.) 


are usually or regularly sold by retailers in single pieces 
or in quantities other than complete sets. For example) 
the price on a complete set of dishes may be lower than 


if each piece were purchased separately at an open 


stock price. 
If an open stock price is used as a comparative p 


(e. g., on a set of silverplated tableware, or set of dishes, ~ 


etc.) the advertising should clearly indicate that fact 


and that the alleged saving is based upon the difference 


between the price for the set and the total open stock 
price for the same pieces. False, fictitious, or exagget- 
ated open stock prices, and open stock prices estab 
lished merely for advertising or sales promotion put 
poses, should not be used in any way. 
Following are examples of proper use of open stock 
and set prices: 
1. “Total open stock price would be $50;. Price for 
complete set $30.” 
2. “Regular price per set $30; Special price per set 
$25.” 
3. “Total open stock price would be $50; Regular 
price per set $30. Special price per set $25.” 
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WREEN 
ROMANS 


BONDED 
DIAMOND RINGS 


Cardinal Bonded Diamond wedding and 

engagement rings sparkle from the pages of 

leading national magazines. Dramatic full 

color ads compel attention from coast to coast. 

Cash in on our effective sales promotion and 
Full color ads in leading merchandising aids ... our unique new selling 
national magazines plan creates customer confidence, builds 
Window Displays! Counter Displays! sales for you. An actual Bond, given to 
Newspaper ads! Dealer ads! the customer at time of purchase, assures 
Radio Spot Announcements! satisfaction. Write today for further details. 


CARDINAL DIAMOND SYNDICATE 


BAUMAN-MASSA JEWELRY CO., ST. LOUIS, MO. + M. B. BARKAN COMPANY, MILWAUKEE, WISCONSIN 
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CLAIMS OF SAVINGS 

Expressions such as “Savings of 144 to 4%,” “Sav- 
ings of $5 to $15,” if used, should mean that the 
claimed savings are based on the difference between 
current competitive retail prices and the prices in the 
advertiser’s store. If used in any other way, the ex- 
pressions should be prominently qualified to describe 
the basis of claimed savings, e. g., “Savings of 44 on 
Former Prices.” Headings such as ‘Half-Price Days,” 
“Half-Price Weeks,” etc., implying that every article 
in the store is half price, should not be used unless such 
is the fact. Otherwise, reference to “half-price,” etc., 
should indicate specifically the articles or departments 
to which it truthfully applies. 


PRICE PREDICTIONS 


Statements regarding savings should not be based 
upon predictions of an increase in prices because future 
prices are dependent upon conditions over which an 
advertiser has no control. Prices may increase or de- 
crease, or the market may break in certain lines or gen- 
erally; and there may be opportunities in the future, 
as there always have been, to secure merchandise at 
special prices. 

For example, such statements as “Last chance to save 
20% to 33%”, “50% Lower Than Next Season’s 
Prices,’ “Save—Over Future Prices,” or “Savings of 
4 to 14” are based upon prediction and not on fact. 


Statements that merchandise will be marked-up on 
a certain date are construed to mean that the merchan- 
dise will be marked-up on the date named and that 
the marked-up price will be maintained for at least a 
reasonable length of time. Representations of future 
markup are deceptive if the merchandise is not later in 
stock. 


UNDERSELLING CLAIMS 


Underselling claims are usually inaccurate because 
they are impossible of fulfillment, and should not be 
used. It is impossible for any advertiser to have com- 
plete and accurate knowledge of all prices in all other 
stores at all times. The following are a few examples 
of general underselling statements: “Our Price Is Guar- 
anteed Lower Than Elsewhere,” “Money Refunded If 
You Duplicate Our Values,” “We Guarantee To Under- 
sell Quality For Quality Any Other Store In The City 
By At Least—%,” “Never Undersold,” “Never Know- 
ingly Undersold,” ete. 

For similar reasons, claims such as “We Meet All 
Advertised Prices,” or “If You Can Buy The Same 
Article For Less Elsewhere, We Will Refund The Dif- 
ference or The Purchase Price,” or other claims or im- 
plications that an advertiser has the lowest prices, should 
not be used. They create the impression of lowest or 
underselling prices even though such may not be a fact. 
No underselling or lowest price claims should be used. 


“UP TO" AND SIMILAR EXPRESSIONS 

Where the words “Up To” are used to indicate a 
price range, the minimum price as well as the maximum 
should be used, for instance—‘‘Formerly $35 Up To 
$50.” 

Where these prices are used in a reduction, as for 
instance, “Mdse. Formerly $35 Up To $50, On Sale At 
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$29,” the prices used for comparison should be 
prices just previous to the sale prices. 


£ 


Expressions such as “As High As,” etc., in expe 
ing comparative prices, are subject to the same rules 
“Up To.” 4 


TRADE NAMES 


Trade names or terms which are misdescripti 
a product or material content, such as by the conm 
tion of firm name, brand name, names of countries. | 
other names, with the name of a material or a prody 
should not be used. For example, in jewelry such tem 
as American Ivory, French Ivory, Parisian Ivory, etg 
should not be used to describe a composition prody 
which is not ivory. These should be described ag ip 
tation or by a non-misleading name. Also such ter 
as German Silver, Liberty Silver, Silvore, Silye : 
Sterline, Platinel, Platenoid, etc., should not be y 
to describe metals containing no silver or platinum, 4 


L+ 


TRADE MARKS 


Trade marks (brand names or trade-marks) shou 
only be used when applied to the genuine trade mg 
or brand name merchandise. Concerns which regis 
the trade marks or names of their products annoum 
publicly their proprietary claim to such names or mark 


MISREPRESENTATION ILLEGAL 


A deceptive or misleading advertising representati 
regarding such trade-mark or brand name may be 
violation of the advertising law. The public is entith 
to secure the trade-marked merchandise advertised. — 

When a manufacturer markets various grades | 
products, only the grade actually trade-marked show 
be described by the trade-mark name. . 

Misleading use or display of a name or trade-t 
in connection with such an expression as “Made by” 
the Makers of—————,,” in describing an article ® 
which such name or trade-mark does not properly app y . 
is an unfair practice. For example, making such nae” 
or trade-mark prominent in the advertisement when 
does not specifically apply to the item advertised, 
though made by the same manufacturer. 


DESCRIPTION 


All descriptions should be fair and accurate as @ 
source of product, illustrations and as to manufactt 

Aside from the legal requirements governing the dee 
cription of merchandise and services, it is recommend , ; 
that wherever failure to state essential facts concermig” 
the merchandise or service would likely lead to decep” 
tion of the consumer, such facts be disclosed in adverti 
ing and selling. Descriptive statements that are set forth 
as facts should not only be literally true but they should 
lead the consumer to a correct understanding of 
essential facts. 

Countersigns, window cards and other announce 
designed to attract the customer's attention should 
only be accurate but they should be so constructed 
layout and lettering as to lead to a correct understan 
of the facts by the consumer. 

(Please turn to page 316) 
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OVAL RINGSTONES— 
First In The 
Christmas Ring Parade! 


ging by the advance demand, this Christmas, 
as last — rings with OVAL colored glass 
stones will top all others in volume of profitable 
sales! If that sounds surprising, just 
consider the fact that no other stones bear 
such a striking resemblance to the real thing; 
that no others compare with OVAL stones for 
resistance to chipping and scratching, for 
all-around durability. Be wise — plan now to 


feature rings with OVAL-made stones! 


Rings by David Schapiro Co. 


{ OVAL | 


TRUE COLOR, GEM-LIKE, GLASS STONES OVAL IMPORTING CO., Inc. + 212 Union Street, PROVIDENCE, R. | 


OVAL MANUFACTURING CO. + 64 w. 36 St., New York 18, N.Y 
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REGULATION W—PRO AND CON 
(From page 202) 


more contemptible example of utter selfishness and dis- 


regard for the rights and welfare of American citizens? ° 


FALLACY OF REFORM ARGUMENTS 


It makes one uncomfortable to realize that many in 
business labor under the impression that Regulation W 
is a reform measure. They do not know that the reforms 
for which they are willing to barter away the inherent 
rights of business and a large part of the American pub- 
lic are incidental to and accidental with the adminis- 
tration of the scheme of consumer-credit control. They 
do not understand that even now the $10 exemption 
under Regulation W makes it possible for merchants, 
if they want to do so, to advertise “25 cents down and 
25 cents a week.” They do not know that the Federal 
Reserve Board has no control over advertising. Certainly 
they do not seem to understand that the Federal Reserve 
Board has the power to remove all down-payment re- 
quirements and to extend terms over any number of 
months or years. 

Seekers after reforms in business practices will find 
Regulation W only fool’s gold. Business reforms have 
come mainly through self-regulation of business, backed 
by only enough local laws to bring the non-comformists 
into line. 








ONE LOOK AT THE JEWELRY TRADE 


Recently an ardent advocate of strict control of Coe 
sumer credit—-large down payments on instalment Sales 
of jewelry and short terms—said: “Since the advent of 
Regulation W there hasn’t been a business failure amon 
the jewelers of this area.”’ g 

Wartime prosperity is disregarded. Regulation W gets 
all the credit. That makes it pertinent to ask if all 
jewelers in this enthusiast’s area would have prospered 
under Regulation W if there had been no war. Furthey. 
more, it might be well for this particular jeweler ty 
survey his area. Unless reports are misleading, he would 
find that already some of the jewelers of his area are 
complaining that Regulation W makes them lose sale, 
of diamonds and higher-priced watches. 

Sometime ago a jewelry wholesaler, a worshipper gt 
the shrine of “strict control for others,” was credited 
with having said: “Let’s keep Regulation W. For the 
first time in their lives, it has made it possible for the 
retailers to pay their bills.” 

Is this the kind of understanding and relationship 
that makes for a strong healthy nation, for a sound 
jewelry industry, for decency in relations with fellow 
human beings? 

A very high-hat Fifth-Avenue-type retailer is cred. 
ited with having said: “Regulation W does away with 
bad charge-account debts and helps us to make collee- 
tion. We don’t want it changed. We don’t like instalment 
selling.” 





Fancy Cut Diamonds 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 


Call on us for your needs. 


We wish to notify the trade that we buy 


estates consisting of 


diamond mounted 


platinum and gold jewelry and colored stones. 


Vere 


GOS FIFTH AVENUE NEW YORK 


Telephone MEdallion 34822 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 


_DIAMONDS 


Emerald Cut and Marquise 
STAR SAPPHIRES 


RUBIES - STAR RUBIES + SAPPHIRES 
CAT'S EYES - EMERALDS-~ PEARLS 


















We have a large stock of Precious 
Stones— mounted and unmounted from 


which to make your selection. Let us 


‘ chh ei m ef : 4 cooperate with you on your special calls. 
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Is that in the public interest? Is it anything byt the 
kind of selfishness that breeds disunity? 

Hundreds of jewelers say: “Keep Regulation W. I 
makes it easier for us to compete with others.” 

Carried to its logical conclusion, what would happen 
to all free enterprises under this type of dictatorship; 
Socialism and communism combined never held the 
tential power to do such a first-class leveling job. 


t 


TWEEDLEDEE AND TWEEDLEDUM 


Years ago when the medical profession was myg, 
more experimental than at present, the treatment fo 
all ailments was bleeding. If a patient had high blood 
pressure, he was bled; if he had low blood pressure, jy 
also was bled. No one ever tried to keep track of th 
number of people who were killed. 

Nowadays, if the threat is inflation, the theorists’ cur 
is Regulation W. If the threat is deflation, the remedy 
is a larger dose of Regulation W. Business will haye 
to be a robust patient if it survives. 

In conclusion, let’s be optimistic. Eventually the 
American public catches up with tweedledee and twee. 
dledum. When it does, all poppycock is kicked out of the 
window. Regulation W will go the way of all othe 
half-baked schemes and theories. Unfortunately the 
price of experimentation is high and it seldom is paid 
by those who do the experimenting. 





WEEKLY ORDERS KEEP SHELVES FILLED 
by HAROLD MELVILLE PEER 


Regardless of what may be said about merchandise 
scarcity, somewhere there is everything that jewelers 
want. The problem is to find it, which is another way 
of saying, asking for it in the right place at the right 
time. 

Hjalmar Anderson, owner of Anderson’s Jewelry 
Store in Fremont, Nebr., has worked out a little idea 
that has enabled him to keep his store unusually well 
stocked with merchandise. 

His plan is simple. Every Friday and Saturday an 
order is made up for every wholesale house with which 
this firm deals. A specially printed government postal 
card is used with spaces for the date, the items and 
the quantities that are desired. Some of these are 
sent out on Friday and some on Saturday, the idea being 
to have all of them arrive at the wholesale houses on 
Monday morning, first thing. 

This steady practice of sending a weekly order to 
every wholesale house and having it get there every 
Monday morning has resulted, says Mr. Anderson, in 
keeping a steady flow of merchandise coming in all the 
time, and so enabling him to maintain a reasonably 
complete stock at all times. In his opinion, it has proven 
far better than the system of placing larger but less 
frequent orders which were likely to be only partially 
filled. It is easier, for example, he says, to get a few 
watches every week than to place a big order once every 
three or four months. 

Mr. Anderson also makes it a point to call in perso” 
on the nearer wholesalers every two or three weeks 
which keeps up his close contacts and also gives him 
an additional opportunity to pick up needed merchat- 
dise because he is right on the spot. 
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FEATURE WIDE VARIETY IN HOLIDAY ADS 


(From page 206) 


the store, can be more easily sold in less time than one 
sho is “just looking.” 

Naturally, those stores who cater to a high quality 
ientele solely, have an easier job than the regular run 
: ‘welry store in promoting Christmas buying. It is 
ri latter store that has to do a good promotion job for 
his business depends on the average customer whose 
“gift attention” can be—and often is—directed else- 
where. ° 
However, don’t get the idea that by this we mean 
that jewelry will be overlooked by Mr. Average Cus- 
tomer; it is very much on his list for Christmas “gift- 
ing.” Many servicemen recently out of uniform will be 
looking for that diamond engagement ring as a Christ- 
nas gift to his intended. Then, too, items such as 
watches, pen and pencil sets, men’s jewelry to go with 
that new civilian outfit, silverware, glassware and china 
_all things that could not be had in, perhaps, just the 
dyle or pattern the customer wanted during the past 
four years, will be very much on the wanted list. 

It’s up to you to let those prospective customers know 
you have just what they want in the way of Christmas 
rifts by featuring them in a wide choice of selection in 
wnsistent newspaper promotion starting well in advance 
of the holidays and continuing right up to the last shop- 
ping day. Get in there early, keep punching and you'll 
ie far from disappointed in your holiday business. 








MAKE YOUR WINDOW COPY READABLE 


(From page 209) 


One trick that permits a lengthy bit of copy to be used 
quite legibly on a comparatively small card is to have 
the copy typed and a photostat enlargement of this made 
to the desired size and mounted on a card. The stat 
negative which will give you white lettering on black, is 
smart looking, or you can have a positive made which 
will look exactly like the original. For good results, 
the copy should be typed as black as possible. Using 
black ribbon and a carbon paper face up so that type 
appears on both sides of the paper will help. 

Be sure to leave adequate space in your display for 
whatever cards you intend using. Don’t crowd in un- 
necessary cards, but give those you do use a good show- 
ing. They should be a definite part of the display as to 
design, color and placement—not just jammed in as an 
afterthought. 

As to the copy that goes on the window cards—jew- 
elers have an exceptional opportunity in this respect. 
The facts about diamonds, watches and silverware are 
interesting in themselves and the public in general is 
all too unfamiliar with the characteristics which indicate 
quality and craftsmanship. In addition, they are apt to 
be timid in inquiring about such higher priced merchan- 
dise. Concise, informative copy about the merchandise 
will overcome considerable sales resistance before the 
customer enters the store. Such copy does not need to be 

(Please t'rn to page 258) 














Any Diamond... 


Speedy on-approval Service 


Weinberg Diamond Company, Inc. 
580 Fifth Ave., New York 19, N. Y. 
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Distinctive Modern Jewelry in Emerald, Sapphire 


Ruby, and all Semi-Precious Stones 


These three matched pieces 
from our huge stock of 
individual designs are very 
smart, and moderately 
priced . . . Aquamarines, 
Amethysts, Topaz... 14K 
gold mountings. ‘ 


JEAN RITZ-WOLLER COMPANY 


Creators of Distinctive Jewelry 


220 West Fifth Street © Los Angeles 13, California 
Dept. JK-II 
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Can You Help Me? 
My Display Problem |. 
6S, 


by VIRGINIA DIXON 





Readers’ questions about window and inside-store di la 
will be answered in this department each month by Misy Ve 
ginia Dixon, one of America’s topnotch display experts who, 
talents have been brought to a focus on the jewelry fel 
Miss Dizon is already well known to JO-K readers as ty 
author of many stand-out articles on jewelry store display, 


Ppa you tell me what New York City display hou, 
specializes in small plaster window display uni, 
like column heads, scrolls, etc.? I am also interestej 
in knowing of a house that specializes in papier mach 
display units of small size. I am interested in any book 
or pauphlets that would give instruction in making 
papier maché displays myself. Any assistance you ca 
give me would be greatly appreciated.—A. N, J, 


Answer—The best display house I can recommen 
for small plaster units such as you describe is Jas, B 
Williams, Inc., 480 Seventh Avenue, New York 18, Ay 
out-of-town source from whom you might be able t 
order by mail is Modern Displays, 1212 G Street, NW, 
Washington 5, D. C. They have a number of style 
of nicely finished column heads and scroll shaped sup. 
ports for glass shelves. 

For decorative papier maché figures, you might try 
RIP Studio, 15 East 22nd Street, New York 10, and 
Staples-Smith, 222 East 46th Street, New York 17, 

Formulas for making papier maché will be found 
in “Henley’s Twentieth Century Book of Formulas’, 
edited by Gardner D. Hiscox, M.E., and published by 
the Norman W. Henley Publishing Company, 17 Wes 
45th Street, New York. An excerpt from this book giy- 


‘ing a papier maché formula is published in the Sep 


tember 1945 copy of “Display World”, the Display 
Publishing Company, 1209 Sycamore Street, Cincinnati, 
Ohio. 


S it possible to get a heavy tubing which can be eat 

into various lengths for use as display elevations. 
Circular and semi-circular shapes are difficult for 
to build and we would like to get some variation fom 
the box-like shapes we customarily use.—R. L. W. 


Answer—Wallboard tubes are available, are quit 
sturdy, and are excellent for the purpose you mention 
Caps, of course, have to be made for the tops, but cir 
cles of the correct diameter can be cut from beaver 
board or heavy cardboard.. The Mutual Display Man 
facturing Company, 1101 Power Ave., Cleveland 14, 
Ohio, have tubes from 1” to 1614” in diameter and$ 
feet to 12 feet in length. They will also cut thes 
tubes in half lengthwise. Coy Disbrow & Co, 68 
Greenwich St., New York 14, Display Division, stock 
tubes from 114” to 16” in diameter in 9 to 12 foo 
lengths. 


W HERE can I obtain cut-out letters for applyiig 
to posters or window backgrounds?—S. D. 
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Answer—The RediKut Letter Company, 2902 W. 
réth Street, Los Angeles 43, Calif., have die-cut card- 
hoard letters in various sizes, styles and colors. Block- 
art Company, 141 East 25th Street, New York, have 
eat-out display letters and Dennison Manufacturing 
Company; Framingham, Mass., have some sizes in block 
letters. For wood cut-out letters, write to Manhattan 
Wood Letter Co., 151 West 18th Street, New York. 


have giant twelve-inch letters blocked in white, black 


or yellow. 


SHOPPING NOTES 
AST minute Christmas items—Better be sure all 
your Christmas trimmings are ordered right away, 
¢ you haven’t done so already. There are still lots 
of shortages ! 

Timbertone Decorative Co., 15 West 24th Street, 
New York 10, have some extremely beautiful decorative 
papers for Christmas display in frosted, snow and spat- 
ter effects on various color backgrounds and delicate 

insettia and holly patterns on white. Colors are rich 
and subtle and patterns distinctive and unusual. Their 
snowtone blocks would be useful if you want a real 
Arctic setting! All of their papers are of unusual 
“gn-paper-like” texture and quality and are well worth 
looking into for year-round displays. 

Dingleman-Wolff Company, 112 West 42nd Street, 
New York 18, have a nice selection of silver and tinsel 
patterns on paper—nice for Christmas backgrounds— 
stars, holly leaves, bells, trees, polka dots and stripes 


The Art Studio, 280 Willow St., San Jose, Calif., © 


n 26”, 50” and 107” widths of heavy paper in white 
and Christmas colors. They also have large panels and 
20” by 26” cards with colorful tinselled designs. 

Metallic papers, almost impossible to get last year, 
are available to some extent this year. Dennison’s have 
them as well as most of the regular display supply 
houses. 

The manufacturers of Sylk-glass Fiber Floss now have 
a Sylk-glass Art Cloth—the glass fibers woven into 
sheet form. It comes in various thicknesses and colors 
and may be used in a great variety of ways. It has a 
rich sheen under direct lighting and also has an inter- 
esting texture when lighted from behind. It will take 
lettering and other brush work extremely well. Write 
to Radiant Glass Fibers Co., 208 East 27th Street, New 
York 16, for information. Austen Display, 31 West 
31st Street, New York, have a Satin Glass Fibre Mat- 
ting in several colors in 48” wide rolls. Both materials 
are of course fireproof. Austen also has Mirror Stars 
for Christmas ornaments in five sizes and a number of 
colors, both one-sided and double-sided. 

Taffel Brothers, 95 Madison Avenue, New York, 
have a new selection of Christmas patterned ribbon 
which would be nice for gift wrappings in the window 
and for your customers. They recently published a 
booklet ‘““Taffel Tales” showing various uses of ribbon 
in display which is available on request. 





Help Those Who Helped You 
Buy Bonds in the Victory Loan Drive 
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48 WEST 483T4 STREET . 
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MAKE YOUR WINDOW COPY READABLE 
(From page 255) 


confined toethe window, but can also be used throughout 
the store to definite advantage. 

If you have the feeling that writing copy is a tricky 
business for professionals only, remember that advertis- 
ing—and display—copy is first and foremost not writ- 
ing, but selling. Write your copy as if you were talking 
to your customer and the more conversational and 
friendly it sounds the better. The key to effective sell- 
ing copy is generally whether or not it is written from 
the customer’s point of view. Don’t hesitate to write 
long copy if you are telling the things the customer wants 
to know about your merchandise in relation to them- 
selves. .. . How your silverware will make their enter- 
taining more gracious. ... Why your jewelry will make 
them look more fashionable . . . your watches keep them 
on time for appointments . . . gifts from your store give 
them prestige, and so on. Stop writing when you are 
tempted to go on at length from your point of view! 
Length is objectionable when you are not saying any- 
thing of interest to the customer. 

“Reason why” copy is particularly important to estab- 
lish confidence. Simple statements, especially regarding 
price, no matter how true, are not convincing unless they 
are explained. If a price is featured as unusually low 
... tell why you are able to make such an offer. 

Don’t start digging the dictionary for strange new 
words with which to impress your customers. The same 


everyday words you use in talking to them will be 
most forceful. Particularly avoid extravagant ad} 
tives and overstatements of any kind. Understate . 
is always more believable than the cleverest eXaggeration 





CLEAN HOUSE WHILE BUYING MOOD Lasts 
(From page 211) 


that more people than ever, in all income brackets, vill 
be buying other things, such as radios, electric applances 
and various household gadgets. We intend to be in ji 
position to supply their wants. 

Retail jewelry has always been a specialized yertigy 
business, but one’s sphere of activity can be broadened 
without losing sight of the fact the store is primarily jn 
the business of selling jewelry. 

Said Victor Lebor in Harpers Magazine, “After th 
war, any retailer who wants to stay in business will eithe, 
have to offer some specialty to fairly restricted groups 
of customers or adapt his store toward mass distribution, 
l‘or that is the trend in which retailing is headed,” 

No successful jewelry store can be built unless it has , 
foundation of confidence by the public and by its sup- 
pliers. America’s greatness was built on confidence, 
Workers spend their weekly salaries with the confidence 
their job is secure. And it is this continuous spending 
which makes business good. 

The same thing applies to all of us. Here am I, a con. 
parative small fellow, yet I take $20,000 in cash in 1945 
and spend: it for jewelry store fixtures. Friends tell m 





Represented by 
LOUIS M. ROTHENBERG 


_ 
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Diamond Rings and Mountings 
Diamond Cluster Rings 


37 WEST 47th STREET 
NEW YORK 19, N. Y. 
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foolish because they doubt that I can make that 
oie back in the jewelry business now that the war 
#20) However, my own confidence in our city and 
is . is such that I am sure there are still plenty of 
TF aesitics for continuous good business if the operator 
wee to changing conditions. 
: We jewelers will find plenty of competition as mer- 
shandise gets to be available. Mass distribution organi- 
rations will sell many of the basic jewelry items. One 
thing is definite, it would mean economic suicide to fight 
the big boys on a price basis. The only way we can run 
our business profitably and beat the mass buying com- 
tition is to keep our service on the very highest level, 
our stocks complete with dependable merchandise of 
known names and brands, and our policies on a plane 
ghich will continue to warrant complete confidence on 
the part of the buying public. 





CHRISTMAS WINDOWS DESIGNED FOR SELLING 
(From page 213) 


potted firs and clusters of evergreens were placed among 
the gift selections to further the seasonal atmosphere. 

Rings were shown in the majority, with necklaces and 
pins, bracelets and earrings, and an occasional lovely 
photograph frame used to prevent the monotony of a 
single-item display. 

Theme of the window, carried out in small card 
posters, was “Light,” expressed in such phrases as: “The 
Light of the Christmas Star,” “The Light of Your Dia- 
nond,” and “The Light in Her Eyes,” ete. 


Weld & Sons, also of Minneapolis, Minn., by using 
different colored satin floor coverings in light shades, 
with dark velvet, succeeded in accenting each particular 
group of displayed merchandise, thus concentrating the 
window shopper’s attention on one selection at a time. 

Christmas decorations were sparingly used so as not 
to detract from the beauty of the offerings. In the win- 
dows a Christmas wreath, gay with a large scarlet bow, 
and small bouquets of Christmas greens and cones tied 
with narrow scarlet ribbon provided the only seasonal 
reminder. One window had a frosted tree in one corner 
to supplement the wreath; in the other, shown here, a 
small “Child-in-the-Manger” scene with tiny figures of 
the three wise men, shepherds, sheep, etc., was used. 

The J. B. Hudson Company, Minneapolis, featured 
a showing of Christmas cards, as exquisite in design and 
coloring as the precious merchandise generally associated 
with a jewelry store. The cards, some large, some small, 
were shown on plastic standards with a few laid flat on 
the floor of the window. At the center and sides of the 
collection were lovely Madonna figurines of Lenox 
translucent china. Small cherubim heads of imported 
bone china, placed here and there, accented the theme 
as did glass paper weights with blown designs inside. 
The latter in green and red to carry out the Christmas 
color scheme had the word “Noel” prominently in the 
background. Similar displays were arranged in the 
shadow boxes at the entrance to the store from the Day- 
ton Department Store into which it opens. 

Rosenfield Jewelry Company, Oklahoma City, Okla., 


used a color scheme of red and white in their Christmas 











dise sent to us by mail. 


| 10 So. Wabash Avenue 





PEAK DAYs AHEAD 


Important days for your business are immediately at hand 
—your store should be well stocked with highly selected 
merchandise in every department. 


New items which appear on the market are promptly avail- 
able in our stock. You are cordially invited to visit us in 
Chicago and personally make selections from our extensive 
assortment and thereby obtain merchandise that can not be 
satisfactorily obtained otherwise. 


When you are not able to visit Chicago you can safely rely 
upon the careful attention given every request for merchan- 


BENJ. ALLEN & CO., ING. 


FOR EFFICIENT SERVICE AT ALL TIMES 
Silversmiths Bldg. 


CHICAGO 3, ILLINOIS 
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display last year. A selection of rings, costume jewelry 
and glassware was shown in three groupings separated 
by the platform partitions of the display of jeweled 
pins shown in the center section of the window. On the 
top of each of the two partitions was an electrically- 
wired candle wrapped in silver foil. Lighted, the candles 
gave a cheery note to the showing. 

J. M. McEntee & Son, Oklahoma City, showed a wide 
selection of merchandise in their window but it was so 
arranged that it made a real shopper hit and brought 
comment in the local newspaper. 

Standing in the background before a stained glass 
window was a 24-inch figure of Santa Claus. Hanging 
in the center of the window was a lucite fixture with 
small bells of crushed cellophane tied with satin bows. 
Hollowware pieces and china figures made up the ma- 
jority of the showing. 

The Bigelow Kennard Company, Boston, Mass., car- 
ried out its Christmas displays in a color scheme of 
rich red and glistening silver. In one window, shown 
here, an all-silver wreath is set off by a background 
panel of red. Red and crystal glassware repeat the 
theme with two figurines providing form and contrast, 
and harmonizing patterns of china complete the effect. 

The same color scheme was carried out in the store’s 
inside displays as well. One attractive inside arrange- 
ment was a showing of chinaware whose rich patterns 
of gold were set off by the red and silver color scheme 
used in a large circular piece of red with large silver 


leaves. Small figurines gave added life to th 

Stowell’s, also of Boston, used the Santa C] 
in the window display of handbags and je 
large figure of Santa was seen stepping throu 
Christmas greeting card right onto the 
the displays. 

Again in Minneapolis, S. Jacobs Company show ed 
diamonds on two sizes of displayers. The small velvet 
units, each holding one ring with a diamond setting ie 
grouped about the larger ones which held five ire re 

Rare pottery and china figurines and vases from the 
store’s large gift department formed a background and 
added color and individuality to the window. 
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ANNUAL DIAMOND REVIEW NOW AVAILABLE 


The annual review of the diamond industry for 1944 
has just recently come off the presses and is now ayail- 
able for delivery. This booklet, written and compiled 
by Sidney H. Ball, of Rogers, Mayer & Ball, N, y, 
and diamond consultant for THe Jewe.ers’ Cincutar. 
Keystone, is the 20th report of its kind. It contains 
some 25 pages of factual information on the diamond 
industry during 1944, covering production by countries, 
import and export figures, cutting, labor and employ- 
ment, and many other related factors. 

Booklet is available from THe Jewevers’ Circutap- 
KrysTone, 100 East 42nd St., New York 17, N. Y, 
Price is 50 cents per copy. 














¢ ngstone 
pe snopes 





THE JEWELERS’ CIRCULAR-KEYSTONE 








jewe 
of pé 


shoul 
hand: 
and | 
home 


thing 


reads 
copy 


gilde 
tion | 


of Ni 


Adar 
ad is 
mon¢ 
real 








THE TECHNIQUE OF SALESMANSHIP 
(From page 216) 


stores you are coming into contact with a class 
ople to whom dirty fingernails are repulsive. 

of pe fe slouch. Always stand and walk erect, with your 

th back. Never stand on one foot or with your 

shou. our pockets. Never lean on the showcases 


jewelry 


hands in y 
and expect them to held 


home. 
And above a 
thing you wear—your expression. 
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USES POETS TO HELP SELL DIAMONDS 
(From page 218) 


reads one quotation from Tennyson, followed by this 


copy written by Adams: 

“The diamond’s magnificence, like a mountain peak 
gilded by the setting sun, calls forth exclaimed admira- 
tion from those who delight in the unexcelled handicraft 
of Nature.” 

Although some of the selections are rather fanciful 
Adams finds a way to tie-in his paragraph so that the 


sponse from the reader. 


tion from Thomas Moore, reads: 


“While wit a diamond brought 
Which cut his bright way through.” 


but the flash of a witty thought may soon be forgotten 


tion after generation.” 
Another piece of copy tells that: 


“Diamonds and rubies grace his robes.” 


“A radiant diamond gives to a plain costume the high- 
light which adds the grace of accented beauty.” 

An ancient superstition tells that the diamonds were 
gnerated by lightning penetrating the earth. The wise 
men encouraged this belief by offering proof that dia- 
nonds abounded in caves where there were also thunder- 
bts. The poet may have had this legend in mind when 
he wrote : 


“. .. diamond which had drunk the 
lightning’s sheen” 


to which Adams appended: 


pealed to the fancy of the poet, just as it summons forth 
the proud admiration of its wearer.” 

In the upper left corner of his ads Adams has a cut of 
‘diamond with the range of prices underneath. This is 
the only direct reference to the fact that he is selling the 
jewels, 

A bit of digging for the quotations, plus some imagi- 
mation and a careful choice of words, has produced an 
attractive series of diamond ads in a space which keeps 
the advertising cost low, while at the same time main- 
taining the frequency of appearance that is so desirable 
many advertising effort. They are easy to read and 
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“Bright as a diamond aptly describes sparkling wit, | 
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ad is not too “far-fetched.” After all, he says, the dia- | 
mond is a pretty solid fact and to sail off too high in the | 
realm of fantasy would most likely get a negative re- | 


One of the most favorably received ads, with a quota- | 


vhile the light of the diamond shines bright for genera- | 


“The darting light of the diamond has always ap- | 
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With the easing of Navy and Army 


requirements Weksler & Goodman 
are rushing plans for post-war dis- 


tribution. 


We are hopeful that we may soon 
be able to again make prompt ship- 
ments of your ALTON watch re- 


quirements. 


Weksler & Goodman, Ine. 


CHICAGO 3 
ILLINOIS 


5 South 
Wabash Ave. 
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’ remaining capital is distributed as follows: one-fifth i 


leave a pleasing picture. And, they brin 
ers, which is the final test of any advertisi 
“I just had the idea,” said Adams, ‘ 
have a true appreciation of the beaut 
would have a bit of poetry in their m 
be attracted by the ‘flights of fancy’ th 
in their allusions to the stone. 
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FUTURE OF PRECIOUS COLORED Gems 
(From page 220) 


as basic as silver and gold in the jewelry trade fron 
its very beginning. 

Under these circumstances, the present trend in thi 
country for precious colored stones is not a matter ¢ 
fashion alone; it is a natural aesthetic urge which ; 
now being satisfied, and which has been delayed by ecy. 
nomic considerations. The apparently late arrival , 
precious colored stones in this country is due to histor) 
and economic reasons, and not to any differences in th, 
character of our people. The decorative arts flourish 
in times of prosperity, and our forefathers had to builj 
up the country under adverse conditions. The jeweln 
trade in America could, not rise under pioneering conj 
tions. It is now taking its place in the culture and way 
of life of this country just as it has in all other cou. 
tries. 





FACTS POINT UP STRONG MARKET 


Having established the permanent nature of precioy 
colored stones, let us turn to market matters. Certaip 
basic facts should first be noted. They are: a strong 
Far Eastern market, a natural control of supply, ani 
an expanding world demand. 

In Far Eastern countries, where precious colorei 
stones mainly originate, it is customary for people 
put one-fifth of their capital into gems or jewelry. Thei 





















bars of gold and silver, one-fifth in produce futures (cot 
ton, etc.), one-fifth in stocks or real estate, and one-fft 
in currency. This is done not only by private indivi 
uals, but by corporations, organizations and states. 
Maharajah of Baroda, for example, is said to purchas 
approximately one million dollars worth of genuim 
pearls annually for his state coffers. Personal friend 
of my own in India, engaged in various other businesses 
have shown me the precious metals and precious get 
stored in their vaults. Also, women of many Orients) 
peoples are not permitted any possessions that do nol 
belong in common to the family—except jewels. Neel 
less to say, they see to it that they are not left without 
any personal wealth in the event of their husband’ 
death. Gems are, therefore, always in demand in th 
lands of their origin, as ornaments and as investmenls 

The second fact of importance is Nature’s rationing 
process. The gem-mines do not give up a steady streal 
of produce in nicely-proportioned qualities. Quantit 
and quality vary all the time; mines become exhaustel 
and mine-workers demand new working conditions a 
higher wages. There is no artificial control whate 
connected with the marketing of precious colored ston 

During all wars, revolutions and economic upheav#l 
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ave been the main international currency, replac- 
precious metals by virtue of compactness. Once 
3 has been proved. Jewels and stones were the 
commandeered, the last possessions surrendered. 
They have saved countless lives under incredible condi- 
: It is therefore not surprising that, at this very 
a they are commanding good prices in every coun- 
More important, there is a large demand, in legiti- 
mate channels, which cannot be filled. Particularly as 
far as precious colored stones are concerned, very little 
material is available to meet this demand, which will 
increase as government regulations are relaxed. During 
the booming twenties, when enough gems were not being 
mined to satisfy the demand, many private speculators 
released part of their stocks, seeing a chance for good 
profits. Today similar stocks are being held, often 
improved, in preference to currency, and the mines are 
providing very little indeed, Minerats YEARBOOK, 
1940 says: “The increased use of colored stones in jew- 
dry during the past four years has caused concern over 
the source from which supplies are to be obtained in the 
future. With the production of world sapphire mines 


ems h 
ing even 
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small, little new rough stone is coming in the market.” 


3 FACTORS GOVERN MARKET POSITION 


Leaving the United States out of these considerations 
for a moment, it is clear that the position of precious 
colored stones in the jewelry markets of the world is 
determined by these three factors: a permanent home 
market, a limited supply, and an unsatisfied demand. 
This is the position today, regardless of the conditions 


within the United States, and there is no evidence to 
suggest that it will change in the immediate future. 
Indeed, until world political and economic conditions 
become stabilized, the demand is more likely to increase 
than to decrease on the continents of Europe, Asia and 
Africa! 

More precious colored stones have been sold in this 
country during the past few years than in its previous 
history! This, as I have pointed out, is not merely a 
matter of economic prosperity, but also of the establish- 
ment and development of our artistic culture. It is rea- 
sonable to expect an expansion of this trade as our jewel- 
ers react to consumer demand in America—in all the 
countries of the American continent, in fact—and this 
is another factor which will affect world jewel markets. 
It remains to be seen whether Nature will uncover to us 
new deposits of precious colored stones, but in any event 
the demand will exceed the supply until that time shall 
come. This condition assures us that the value of pre- 
cious colored stones should remain very close to present 
levels. Minerats YEARBOOK 1943 says: “The restricted 
production and the phenomenal demand, which are likely 
to continue after the war, point to higher prices in the 
future.” : 

Perhaps this analysis may have been of help to those 
jewelers who have been pondering the question of estab- 
lishing a stock of precious colored stones, or of increas- 
ing present holdings. One thing is worth remembering: 
these gems have an appeal and a prestige as old as His- 
tory itself, and this is the greatest factor in determining 
their economic value, present and future. 
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Aarviy C. Schick, Tue. 


744 Grad St.. Newark 2,1. G. 
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Stas jet and crystal . . . dramatic. 
beauty in black and white. Selected from an 
— exquisite line of Rhinestone chokers, 
bracelets, pins and earrings . . . hand-crafted by © 
_ Kramer of genuine imported stones 
____ jewel-set in sterling silver. Also featuring 
_ > q highly styled group of gold-plated sterling 
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| can importers of Swiss watches began to re-vis 
_ land to renew their personal contacts with their 5 





SEES NO INCREASE IN SWISS WATCH suppty 


Editor's Note: 4/most as soon as the sound 


oF t 
shot on the battlefields of Europe had died q bi. 


way, Ameri. 
at Switzer. 


: Our, 
and to check up on the Swiss watch situation in paid 


One of these,who has recently returned, is Say] Parker 
the Parker Watch Co., who sets forth here his Views on 
the outlook for the next few months, based on his ob 
servations during a stay of several weeks in Switzer. 
land. As the opinion of a recent on-the-scenes obserner 
we believe they will be of interest to every retailer F 
Swiss watches. 


SAUL PARKER 
Parker Watch Co, 





To understand the current Swiss watch situation, per 
haps it would be best to break it down into its fundamen. 
tals and consider first the Swiss system of export quote 
insofar as watches are concerned. To understand th 
export limitations put into effect by Switzerland, it is 
first necessary to know the effect in Switzerland of the 
U. S. freezing of funds on deposit in the U. S. Watch 
exportations from Switzerland to the entire Westen 
Hemisphere are paid for in American dollars, which 
are in turn frozen in this country and cannot be trans- 
ferred to or used by Switzerland. Thus the Swiss in 
effect are exporting their assets and tying up their work- 
ing capital in dollar balances in this country which they 
are unable to use. The Swiss have always had a very 


| carefully balanced economy. Switzerland has compare 


tively few raw materials, and its industry depends upon 
the importation of raw materials which are transformed 
into finished goods and in turn exported. Since pay- 
ments for the goods exported to the U. S. are not mads 
to Switzerland or useful by Switzerland in buying ra¥ 
materials, it can readily be seen that its position be 
comes exceedingly precarious. In an attempt to contrdl 
this, the Swiss have set up quotas upon the volume of 
exportations to the U. S. and other dollar-trading cour 
tries. 

These quotas are given each manufacturer based upon 
the volume of their exportations in certain specified 
years. Until such time as Swiss funds on deposit in this 
country are unfrozen, the export system is likely to te 
main in effect, which will in turn inevitably continue 
limit the volume of Swiss watches which can be brought 
into this country. 

Although the action of the Treasury Department it 
freezing Swiss funds in an effort to block hidden Nasi 
money cannot be disputed, a temporary expedient which 
would materially improve the situation would be per 
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Member American Gem Society 


Trade Mark Registered In 
United States and Canada 


A COMPLETE LINE OF OPALS 


MANUFACTURING JEWELER 


—, 









Manufacturing Jewelers 


2 GARDEN STREET 


‘ ; “WHAT 
Customers think im terms 0 “ 
ru ar 
_ >, new this season US auld for 
and what d gold—the very © d many 
\ styled black id Church has -_ 
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The work of the Lapidary has always required 
the skill of experts. That’s why you should 
seek the services of an established and reliable 
firm, with a background of experience. 


For cutting, engraving, encrusting, 
drilling, or any special orders, consult 





George T. Manning 
the Opal Specialist 

22 West 48th Street, New York 19, N. Y. 
Telephone BR 9-7199 
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71 Nassau Street . New York 7, N. Y. 
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GERWE-BROWN 
COMPANY 


Cincinnatl il cclezy! BUY WAR 
5 BONDS AND STAMPS 


32ND DEGREE RINGS 
For IMMEDIATE DELIVERY 


EXTRA HEAVY 
HAND CHASED 
7Y%> DW. 14K yel. $22.50 


With diamond in white gold 
Triangle Setting Plate 
$45.00 and up. 


14K yellow gold, diamond in 
white gold plate $25.00 


14K yellow gold and white 
gold Eagle set with diamond 
$29 


10K yellow gold with white 
gold Eagle 


HAVE YOUR STOCK READY 
FOR LARGE FALL CLASSES 


Gewe-Y 


18 WEST 7TH ST. *® CINCINNATI ° 


A N Y 


0H1I0 








mission to export to Switzerland funds that oil 
purely in commercial transactions, especially jn 

of the fact ‘that all such transactions are subject 
approval by the Treasury Department, and rina 
commercial transactions are permitted with black-liete 
Swiss nationals or firms. This would permit the Swiss 
to purchase raw materials in this country as wel] a 


manufactured products that they need badly and would 
ployment jg 


contribute to the maintenance of high em 
the U.S. 

The conditions which I have discussed earlier haves 
very obvious effect upon the watch supply situa 
The factories upon which we depend for our produe 
tion and supply are seriously affected by these condi 
tions. Parts manufacturers are unable to take orders 
for delivery in less than 6 to 10 months, and appa 
this has grown worse since my return to the U, §, De. 
livery schedules are now being quoted from 8 ty B 
months. As a result, the American market cannot er 
pect to receive any important increase in its supply of 
watches from Switzerland for a minimum of 6 month 
and for perhaps as long as 2 years. 

Another fact which enters into the situation ig tha 
other European countries from whom the Swiss are 
anxious to purchase raw materials insist upon receiving 
watches in payment. As a result, the Swiss are 
doubtedly going to allocate some part of their wath 
production to some other countries, and since they ap- 
parently are unable to expand their production, they 
will have to make such commitments out of their present 


| production. It is only reasonably to expect, too, that 


the Swiss should want to resume their position in co- 
tinental and world markets from which they have been 
excluded in most instances since the outbreak of tie 
war. 

It is my considered opinion that there is no room 
for excessive optimism, and that the supply of Swiss 
watches is likely to continue tight for a long time. 


WINDOW AISLE MAKES DISPLAY EASIER JOB 


With the demands that are being made upon the 
jeweler’s time and energy by the problems of read- 
justing his business to peace-time conditions, the reduc 
tion or elimination of every possible tedious and time 
requiring operation is now absolutely essential, says 
M. M. Holland, owner of Dee’s Jewelry Company, 
Vicksburg, Mississippi. One of the worst of these, he 
points out, is the painstaking business of trimming the 
store windows. 

When Mr. Holland remodelled his small but modem 
store recently, he determined once and for all to elim: 
nate the aggravation of trimming a complicated window 
in a narrow, cramped space, which requires frequett 
acrobatics, and plenty of patience. Like most jewelers 
Mr. Holland formerly trimmed the Dee windows by 
taking out the back of the window, and crawling through 
on hands and knees to the front, moving backwards # 
the display was built, At that time, the display ides 
was to get as much merchandise as possible into the 
window. Now, with fewer employees, and more butt 
ness, Mr. Holland has made window trimming 4 (or 
paratively easy job by leaving “window aisles” behind 
each window in the remodeling process. 
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CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Gontritoget Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 


Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 


Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 


Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) - 
Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 
Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 


Casting Crucibles 
(Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 
(Table, Pump, Metal & Rubber Plate, Glass Bell Jar) 
Steel Flasks—Carbon & Stainless—Rubber Sprue Bases 


Iinvestments—(‘“‘Cristobalite’’ for Gold & Silver) 
(Saunders for Palladium) 


Waxes—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Flasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


(Suee. to J. Goebel & Co.) Est. 1865 
95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 














_ GEMOLOGY INTRODUCED 
FOR JEWELERS 


"Introductory Gemology,” by Webster and Hinton, is 
the first American book featuring the scientific testing 
of gemstones by jewelers. A comprehensive presenta- 
tion of the fundamentals of gemology; descriptions of 
gem varieties, genuine stones, imitations; instruments 
and their use; descriptive sketches; photomicrographs. 


181 pages October 1945 $2.75 postpaid 


GEMOLOGICAL INSTITUTE OF AMERICA 


(United States and Conada) 
541 South Alexandria, Los Angeles 5, California 
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Each of the Dee windows, which are lined yw; 


T i M 7 TO M O D E R N | Z > blonde wood, and fluorescently lighted, now has ca 


row triangular aisle behind the top display shelf in 
A 


for tier of eight levels—invisible to anyone on the side. 


walk, but furnishing plenty of room for the jewel 


Gre ater S al es to reach any part of the window standing Up. Sacsi 
ficing this space made for a smaller display, but Pe: 

° nated about 70 percent of the ti f Me 
with our smart, modern : foo at a 

a low platform with two steps, the jeweler standing 
S “ O W C A S F S on the top step when he wishes to reach the extreme 


for setting up a window. On the floor of the aisle js 
front of the window. Now, in trimming a display the 
’ 


Get the benefit of their superior display qualities jeweler can carry all window merchandise in, aug 
in pushing your sales to a new peak. on the steps and trim the front section quickly, then 
Clean modern lines. Fine craftsmanship and finish step down to the floor and trim the rear. A smal 
throughout. Your choice of four woods: White Oak, 15-inch door concealed in the woodwork at the rear of 
Maple, Walnut or Mahogany. the window makes it possible to enter standing up, and 


in from 30 to 45 minutes, instead of the two hours or 
so it once required. 


THE UTILITY SHOWCASE | | Det forchy Compe & nil ene 






BEAUTY AND DIGNITY ON A BUDGET 
(From page 226) 


$ 00 wall cases along the other, and in the recess over the 
15: entrance to the back of the store. Fluorescent and 
incandescent are both used where they can do the 
most good. These carefully placed fixtures shed a 
soft, diffused light throughout the store. 

Even the color scheme points up the advantage of 
modern decor, proving that modern colors and woods 


: “ = are as effective in the retail store as they are in the 
ewelry, costume jewelry, leather goods, etc. 70 home. Kobrin’s colors are pure and clear and do not 


ong, 18" deep, 40" high. 2 gla j : 
9 P 9g ane adjustable shelves. overpower the jewelry or the customer with their rich- 
Mirrored eee ee —— Extra Charge ness. Pickled oak walls and cases repeat the neutral 
bn Oo S08 nO wenNeS tones of the chairs and the dramatic linoleum stripes. 


THE MODERN PERFECT SHOWCASE The only other color in the store is blue, but in three 


A practical case that can be used effectively for a 
wide range of miscellaneous items, such as men's 











shades to avoid monotony. The drape is of a modem 
design, repeating the blues and beige of the rest of 
the store. Neutral colors such as these do not vie with 
gems and gold for attention; the beige flatters gold 
and blue sets off diamonds better than any other color. 





MODERN SOLUTION OF NARROW STORE PROBLEM 


Everyone knows that the average shop is too narrow 
and this problem is always in back of a store designer's 
mind. Here you see a typical modern solution—ingeni- 
| ous and good looking. The entire length of counters on 
one side are not showcases but tables. The narrow 
legs allow more visible floor space and actually makes 


‘g 5% 





Ideal for your diamond rings, watches, etc., because the store appear wider. Where a full length case was 
it displays the merchandise at the proper height for necessary, in the watch department, a slight indenta- 
convenient inspection by the customer. 70" long, 40" tion at about knee level also allows more floor space. 
high, 20" deep. 4" recessed panel front adds to ‘its The same principle is used in the display case at the 
attractions. back of the store. Here the case is set on unusual 
PLACE YOUR ORDER NOW! looking legs which allows an unbroken view to the back. 

Cost of Crating Either Case: $7.50 This gives a roomier, less stolid feeling than the tra- 

COMPLETE LINE OF JEWELRY DISPLAYS dition-bound heavy case. 

for your window or showcase Now let’s look at the record. In the matter of 


WILLIAM KORN & COMPANY | economy, beauty, ease of upkeep and general, all 


: : i ver 
Satan ae Ginette a) damiy tiie around attractiveness, modern design has it all 0 


30 West 47th St., New York 19, N. Y. the so-called traditional. In the hands of a good archi- 
tect, Kobrin Brothers will tell you, you just can’t miss. 
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ANNOUNCING 





TRADE cK MARK 





THIS “BECKEN BOOKLET” 
WILL BE DISTRIBUTED DURING 


NOVEMBER, FOR THE USE OF 
RETAIL JEWELERS 


IN EVERY PART OF THE COUNTRY 


“YOUR BIG, GENERAL WHOLESALER 1S YOUR BEST FRIEND’ 
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A NEW NOTE IN EARRINGS 
(From page 228) 


created a one-ear ornament fashioned like a gold bird. 
In this piece the tail of the bird soars upward to cover 
the upper part of the ear. This earring is especially 
chic with the suede hats which are lifted on one side and 
follow the facial contours on the other. 

One need not be limited to the cheek-to-cheek style, 
however, as many hats, moulded to the definite outline 
that the higher creations demand, are still draped 
heavily on one side with veiling or chiffon so that once 
again, only one ear is exposed. 

These ear ornaments are just as smart for evening 
wear without hats. The hair can be dressed with one 
ear exposed, the hair being worn over the other side in 
a page bob or with the very chic Psyche knot, started 
at the back and brought over the ear to coyer it. 


TOPAZ—BIRTHSTONE FOR NOVEMBER 
(From page 230) 


originated in more recent times, probably starting with 
the discovery and sale of brown prismatic quartz crystals 
in Spain, which were marketed under the name “Spanish 
topaz.” 

In the earliest English lapidary, published in 1652, 
Thomas Nicols takes great pains to completely confuse 
the reader. He decides that chrysolite should really be 
called topaz and speaks of three stones: chrysolite (our 
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Every KREUTER custom-strap 
bears this trademark on its pigskin 
lining, and is imprinted with 
the name of the leather used. 


ENGLISH PIG + ALLIGATOR 


peridot), chrysopatius (probably chrysoprase) aud’ 
chrysolite “vulgarly known as topaz” (our yellow es 
phire, citrine, and topaz). Ending this confusing , E 
count he says ‘Thus there are these three Precious ge 
truly and perfectly distinguished, which Pliny m 
speak so confusedly of, that nothing of truth can 
gathered from him concerning them.” We haye aie 
more modern books of which the same might be said. 
In the discussion of topaz, which he calls chrysolite 
throughout the chapter, he speaks of the finest being the 
hard ones from Ceylon (obviously yellow sapphire), 
some less good from Bohemia (the Schneckensteiy 
topazes) and some large ones from Arabia and Indu) 
(probably quartz). 9 
However, even though there is a traditional confusi ; 
about the nature of topaz, there no longer is such com 
fusion in the minds of modern man. Precious topal 
as the true mineral is called by jewelers to distinguish 
it from the quartz variety, is an aluminum fluosilicate 
not infrequently occurring in pegmatites, associated with 
such minerals as beryl and tourmaline. Each of these 
pegmatite gems contains some rarer substance, in this 
case it is fluorine which is the essential uncommon ede 
ment. Fluorine is a gas which sometimes escapes f ot 
igneous sources in simple solutions, changing as it passeg 
the common minerals of the ordinary rocks into topas, 
Such occurrences are not strictly pegmatitic, they repre- 
sent an addition of fluorine to elements already present 
and they may transform feldspar to topaz, or deposit 
topaz crystals in cavities, utilizing silica and alumina 
picked up en route. The famous Bohemian Schnecken- 


... by KREUTER... watch straps created with 
old world regard for fine detail! Specific orders 
taken for leather, width, buckle-type. All 
buckles made with push-pin bars. 


JACK KREUTER COMPANY 
516 Fifth Avenue, New York 18, N. Y. 


CHOICE OF WIDTHS: 


1/2” 9/16” 5/8” 3/4” 


s/o” 7/16” 11/16" 


MOROCAIN + LIZARD + DOMESTIC PIG + CALF | 
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MAJESTIC 
COMPACTS 


Nationally Advertised in 
All Leading Magazines 


M85I1C. Solid sterling silver 
“snuff box” compact. Exquisitely 
detailed. Bezeled mirror, fine puff 
and sifter. Embossed top. Also 
not ill.: M851A, plain top, high 
finish. M851B, scratch wheel fin- 
ish. M851D, monogram center. 
M851E, embossed shell design. 

$72 doz. 


M756/14. Fine brass compact, 
extra deep and roomy, 3 in. diam. 
Precision detailed; bezeled mir: 
ror, large puff and sifter. Smartly 
embossed top in satin gold finish 
comb. with black, red, white, 
pink, navy, light blue, dark green, 
brown, maroon enamel. Not ill.: 
M756/15. Satin gold finish comp. 
with jewel-tones of emerald, 
aqua, sapphire, ruby, amethyst, 
rose. M756/9, all satin gold fin- 
ish. M756/16. Comb. satin and 
high gold finish. 

$21.60 doz. 


M754/1. Thin model brass com- 
pact, 3144” diam., unsurpassed 
quality, fitted with separate powder 
compartment, mirror and puff. 
High gold finish top. Not ill.: 
M754/2. Comb. high finish and 
6 jewel-tones listed above. 


$33 doz. 


M75I1C and M751R. Fine brass 
compacts, beautifully detailed and 
finished ; fitted with separate pow- 
der compartment, bezeled mirror 
and puff. Smartly embossed tops 
in comb. of gold and ten enamel 
shades as listed above. Not ill.: 
M751C/1 and M751R/1, same 
styles in comb. of high gold and 


satin finish. 
$21.60 doz. 


M704. Brass cigarette case. Pol- 
ished gold finish. 3 x 5 inch thin 
model; holds 14 cigs. in spring 
clip. Precision detailed. 


$18 doz. 


M704, not ill.: Cig. case as above 
with perpetual metal calendar. 
Asst. color enamel. $21.60 doz. 


JAY KEL 


JEWELRY CO. 
307 Fifth Ave., N. Y. 16 
Chicago: 36 South State St. 





stein occurrence is such a place, a spot that became the 
source of many of the crown gems of the Saxon court. 

By modern standards, these pale yellow topazes are 
of little value. Common pegmatitic topaz is colorless, 
and sometimes occurs in crystals of mammoth propor- 
tions. A practically colorless crystal recently acquired 
by The American Museum of Natural History weighs 
nearly 600 pounds. White crystals have been cut into 
colorless gems; with its refractive index of 1.62 it makes 
a moderately brilliant stone, but the white material is so 
common and the stones so little different from other 
white gemmy minerals, that its value is little more than 
the cost of cutting. 


BLUE CRYSTALS ARE ABUNDANT 


Next in abundance are pale blue crystals, some of 
which at times rival pale aquamarines, and whose gem 
value is far greater than that of the white crystals. The 
high index makes one of the deepest blue stones a very 
desirable gem, but its prominent basal cleavage means 
that it is a more fragile stone than aquamarine, while 
the higher specific gravity means that weight for weight 
the aquamarine gem will be considerably larger. Many 
blue topazes have been sold as aquamarines, partly be- 
cause there was no demand for blue topaz, due to the 
jewelers’ conviction that topaz is principally a color and 
not a mineral name, and partly because topaz is cheaper 
than the equivalent color in aquamarine. This is a highly 
questionable practice. The distinction with a refrac- 


tometer is easy and the reputable jeweler would be w; 
to acquire and use one of these instruments wh : 
again become available. 

Blue and white topazes are of widespread ocey; 
Russia, Ceylon, Japan, the United States ang Bragil 
have all produced cuttable material. Brown pre. 
topaz, however, like some of its more desirable shades 
such as sherry, salmon, and rose, is exceedingly rate 
and has been found in only two countries, Russia and 
Brazil. 

The Russian occurrences have no significance toda 
and were never to be compared with the Brauilag 
deposits. The Brazilian gems have all come from 4 
single region, in which there have been a numbep d 
workings, in the vicinity of Ouro Preto, ancient canis 
of Minas Geraes. These occurrences are not clés 
understood, they are not pegmatitic, and they may 
similar in origin to the Bohemian rock impregnation 
with fluorine gas, crystallizing in place as the rock 4} 
tered. None of the usual pegmatite minerals is agy 
ciated with them; euclase, a rare beryllium mj 
hematite and quartz are the common associates, 

Because of the nomenclatural confusion and the rej 
rarity of fine gem material, the splendid Ouro Prep 
topaz gems have never received the acclaim that ther 
beauty demands. Many are pale yellow and not par 
ticularly unusual in appearance, but some are rich pink 
browns to red browns, and the color coupled with th 
fire resulting from the high refractive index, gives thep 
a quality not found in any other gem. The nearest ap- 
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This year America celebrates 


peacetime Christmas in 4 years. It will 
be the most joyous Christmas ever, with 
lots of gift giving. 

Persuade the public to give jewelry. 
Acquaint them with your stock. Tell 
them of the new postwar merchandise 
now arriving. 

Mail gift catalogs. Choose from over 
35 pages of merchandise. We will print 
your catalog to order. 

Write for 


FREE SAMPLES 


16, 24 and 32 Page 
CATALOG 


NEWSPAPER MATS 
SELF MAILERS 
CIRCULAR LETTERS 
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7 OUR DOLLARS—and the dollars you turn in to the govern- 
ment when you sell EXTRA Victory Bonds—will thank 
the Yanks the way they want thanks! 





Your Victory Loan dollars will pay for bringing our Yanks 
home again—for the hospital care so many need—make the GI Bill of 
Rights work—help get us all back on prosperous peacetime financial 
footing. 

So, for the last time, join US in buying and selling all the Extra Victory 
Bonds you can! 


259 U.S. TIME Thanks You ... . 


For your patience in waiting for the new watches and clocks soon to roll 
off our production line. Frankly, it has taken longer to reconvert than 
we anticipated. 











We can only say thanks . . . and promise that soon re- 
tooling will be completed at U. S. Time. Then the 
biggest-selling line of watches in the world will be back 


in your store . . . to meet America’s pent-up demands 


for the best in timepieces . . . and to make new profits TIME 


for you. - 


The United States Time Corporation 


INGERSOLL « KELTON + WATERBURY: SAGA 




















World’s Largest Manufacturer of Watches. Sales Headquarters: 
International Building, Rockefeller Center, New York 20, N. Y. 
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proach to stones of this appearance is sometimes found 
in tourmaline. 

Topaz crystals from these mines are different in ap- 
pearance from all other topaz except the similar brown 
crystals from Russia. The crystals are prismatic and 
their surface is vertically striated, usually they are 
marked by cracks which parallel the elongation. Most 
are very small, only rarely are they as much as six inches 
long and two across. Larger crystals are almost un- 
known, and only a small portion of most crystals is 
flawless gem material. Heating has been found to change 
the crystals to pink, and though little practiced today 
it was once a common treatment for these stones, which 
were then set in closed settings with pink foil backs to 
increase the color. Stones of a naturally pink color are 
rare indeed. 


BROWN QUARTZ FROM VARIOUS SOURCES 


Brown quartz comes from various sources and is, of 
course, far more abundant than the rare brown topaz. 
Hence, almost all the topaz sold is actually one or an- 
other of the quartz gems. And, since all November-born 
people could not have a topaz gem even if they wanted 
one, with the modern supply so limited, the brown quartz 
gem has merit as. an approach to the traditional stone. 
In view of the early origin of the confusion between 
these stones, brown quartz is probably as efficacious as 
topaz to cure fevers when drunk as a powder. And it is 
probably equally good for “asthmatic passions.” 


Even though the purists demand the name citrine or 


PATENT PEND. 
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citrine quartz as an alternative term for the Popula 
“topaz,” they cannot think that the name would be “ 
tirely satisfactory. Citrine carries the connotation of 
yellow gem, and few of these brown quartzes are sail 
yellow. The color range of quartz topaz is very vid 
from Spain we have the deep red browns of “Madeina 
topaz” and from Madagascar and Brazil we get brown 
to yellow citrine gems. The use of a single name fo 
this wide color range is undesirable, it detracts, in truth 
from the value of the rich deep stones to be marketed 
under the same name as the tremendous chunks of com- 
mon citrine. 

The original Spanish topaz came from deposits which 
seems to have no counterpart elsewhere. The crystals 
are long and prismatic, and fairly uniformly colored , 
deep rich brown, usually clarified by heating. Afte 
1900 this raw material largely disappeared from th 
market and its place was taken by the heated amethyst 
from southern Brazil and Uruguay. This new product 
developed very similar colors, but is usually recognizable 
by the greater spottiness of the coloration. 

In Goyaz and northwest Minas a natural citrine, 
sometimes a little smoky, but a smokiness which could 
be removed by heat, was discovered in tremendoys 
deposits and this is the principal source of the natural 
Brazilian citrines. Very similar material was produced 
by heat treatment of the Bahia amethysts, but these too, 
showed the bands of color more often seen in amethyst 
than citrine. The north Brazilian citrines are more yel- 
low and lighter in color, and come in almost any size, 
These stones might well be called citrine and nothing 
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Complete with dainty 
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else. The rich deep southern stones really need another 
name; since topaz or quartz topaz will never be entire] 
satisfactory to everyone, jewelers might well be on - 
lookout for a new term to designate these attests 
gems which would not have the stigma that siieaas 
practice bears in the eyes of the informed. “Topazine” 
or some similar and more euphoneous name might satis. 
factorily solve the problem for future generations of 
jewelers and mineralogists who otherwise will continue 
to argue this delicate question whenever they meet, 


AMSTERDAM STAGING A COMEBACK 
(From page 282) 


about £100,000. The smaller cutters, who formerly 
bought in small parcels from the original purchasers 
received an additional direct allotment of £10,000 worth, 
The Dutch Government allowed the import of these 
diamonds on the condition that all of the diamonds yi] 
be exported after cutting. This requirement is due to 
the fact that the country is so very poor, that no lux- 
uries can be allowed for import into the Netherlands fo; 
sale within the country. It is estimated that the total 
value of cut diamonds that these shipments will produce 
for export will be in the neighborhood of £145,000. The 
goods should be ready for delivery in October, 1945. 
The Dutch Government promises to do all in its 
power to revive and stimulate the diamond industry, 
One of the most urgent problems is to increase the 











CO-OPERATIVE AD ANSWERS BUYING HESITATION 





UESTION 


Shall | Buy My Fur Coat and 
Jewelry NOW, or Wait Until the 
Tax [200m Federal Excise) Is Lifted? 


Many of us had anticipated an early repeal of the wartime tax (inv whole or in part) on 
wrony socalled hurries. We had decuded that we would wart a bttle while and save the tas 
money But the daily record of cong ! ubject of 








apothght The eartest 
prospect fer Excise Tax reductions appears to be July of sent year. 





if You Need it This Winter... BUY IT NOW! 


WE SINCERELY BELIEVE THAT THE TAX WILL NOT BE REDUCED 
NOR REPEALED IN THE IMMEDIATE FUTURE 


Leon Gedcheux Clothing Co. The Kroeger Store 


Heusmenn's Mgiszon Blonche Compony 
D.H. Holmes Co., Ltd. Gus Meyer Co, Ltd 
Marks Iseocs Co. Miller Bros. 

Mayer lsree! & Co., Inc. Seers-Roebuck & Co 
Kreuss Co., Ltd. White Bros. 














Rumors of an early repeal of the 20 per cent federal excise 
tax on luxury goods caused many customers to hold off their 
buying in anticipation of saving this money. To answer 
these hesitant customers, a group of New Orleans’ retail 
stores, numbered among which were five jewelry establish- 
ments, banded together to publish the above full-page news- 
paper advertisement in which the facts of the tax question 
were offered as evidence that an early repeal could not be 
anticipated and customers were urged: "If you need it this 
winter .. . Buy It Now!" 
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‘umber of apprentices because the Germans seemed to 
make a special point of exterminating a large number 
of young Jews. The time necessary for educating an 
all-round experienced cutter is about four years, but 
after a year and a half of training, a boy can be con- 
sidered of value for this industry. Girls and women are 
sometimes finding work in bruting, but in Amsterdam 
they are not found in the cutting of diamonds. Some 
experienced cleavers have survived and a considerable 
number of sawyers, because this branch of the trade 
mostly was in the hands of non-Jews. 


Wages will be higher than before the war. The mini- 
mum wage is $20 per week but as an average, $40 must 
be reckoned with. However, in most other countries 
the wages will be even higher, so that probably Amster- 
dam will be able to compete especially in the finer quali- 
ties. 

The diamond industry is specially financed by the 
Amsterdamsche Bank. Also the Government helps this 
industry, because it is eager to stimulate export in order 
to obtain foreign exchange—especially dollar balances. 
Within the next 30 days American jewelers will be able 
to start buying in the Amsterdam market. 

As stated above, the Government will do all in its 
power to help the diamond industry for export. Be- 
cause the Germans have looted this country thoroughly 
and ruined many of its factories of all kinds, new ma- 
chinery and equipment must be provided—most of it by 
imports and the export of goods is the only way in which 













it can be paid for. All leading people of the Nethes 
lands are conscious of this important fact. a 
In Amsterdam some diamond cutters are to be fou ‘ 
who are experienced in cutting diamond tools for het 
metal working industries. Before the war many of the 
tools used in England were cut in Amsterdam and thue 
very accurate work can be done again. It is plang ri 
to revive this branch of the industry, also, and appre } 
tices are to be trained by experienced cutters, in the 
working of industrial diamonds as well as the g 
stones. The latter, however, are getting the Crab 
attention. 


THEY DO IT WITH MIRRORS 
(From page 234) 


oak, the walls are a cool pastel gray and the floor ig. 
alternate squares of buff and mulberry mottled inlaid” 
linoleum. A door of clear “Herculite” glass contributes 
further to the effect of openness. Lighting is by cold | 
cathode-ray tubes suspended from the ceiling. 

Show cases and wall cases, with storage space be- 
neath, line the right hand wall. The office and stock 
room are at the rear, separated by a partition from the 
selling area. 

In planning a stunt to publicize the formal opening 
of the store on August 31, proprietor Abe Cohan dis- 
played the same clever ingenuity that marks the arrange- 
ment of the Regal store. 
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Ruby and Aqua 


luscious pin k-gol | 


Necklace 


Earrings to } 








His advertisements inviting the people of Greens. 
boro to attend his opening offered the ladies a sort of 
Cinderella contest. Only, instead of their trying on 
a glass slipper, an attendant would be stationed at the 
door with a $75 diamond ring that had been selected 
from stock and would attempt to slip it on the 7; 
finger of each lady who entered. The first one whog 
finger the ring fitted would receive it as a gift from the 
store, along with a corsage of orchids. 

No more effective advertising scheme could have beep 
devised. 

Regal’s radio and newspaper advertising scheduled 
the preview for 6 P. M. on August 31. But by 4 Py 
a full two hours in advance, the gathering crowd had 
completely encompassed the sidewalk and overflowed 
into the thick traffic of the street. 

An extra detail of police traffic patrolmen was dis. 
patched from headquarters to safeguard the situation, 
But, despite its massiveness, the 300-pound door of 
Herculite glass quivered from the surging throng. 


Finally Cohan threw open the door. And women bat- 
tled their way to the fifth counter, where Mrs. Cohan 
was in waiting with the solitaire gleaming from its back- 
ground of soft black velvet. 


As the queue of excited women and interested men 
filed past the counter with the velvet pad, the diamond 
ring was slipped on the ring finger of each. 


A very small ring size (size 314) was chosen to avoid 
having the contest end with one of the very first women 
who tried on the ring. (A large ring manufacturer tells 
us that only a fraction of one per cent of the wedding 
rings they sell, are of that size.) 


FITTED ON 229TH ATTEMPT 


Five near-winners tried it, and the interest and sus- 
pense of the contest heightened. But it was not till the 
229th attempt that the “Cinderella” was found—Mrs, 
W. N. Parrish, a slim little bride, whose finger was a 
perfect fit. 

Sam Conrad, an announcer from Greensboro’s WGBG, 
popped in with a mike and began broadcasting im- 





GIVES RADIO TIME TO FIRE PREVENTION WEEK 





The Kay Jewelry Store, Chattanooga, Tennessee, cooperated 

with the fire department by devoting their daily “Man-On- 

The-Street” radio program to fire prevention during Fire Pre- 

vention Week. Announcer Van Campbell is shown here 

quizzzing a passing soldier from a fire truck parked in front 
of the Kay Jewelry Store. 
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13—Wishing Well 
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promptu interviews with first one and then another of 
Regal’s previewers. His program was climaxed with 
a voice-to-voice chat with Mrs. Parrish, the solitaire 
winner. 

More than 1,000 persons entered and double-backed 
through Regal’s modernistic establishment the after- 
noon of August 31. More than double this number 
visited the new store during the evening hours of that 
day. 

The estimates were based on the number of favors 
handed out—roses to the ladies, cigars to the men. It 
was necessary to replenish the supply of favors next 
day, Saturday, September 1, when the store observed 
its actual opening, as there were hundreds of visitors 
on hand from the smaller towns around Greensboro. 


THE IDENTIFICATION OF GEMS 
(From page 244) 


in accuracy, has the great advantage of having no upper 
limit. When the gem-facet is plane, the accuracy is 
about one in the third decimal place; however, if the 
facet is curved the accuracy is about one in the second 
decimal place, but this is usually quite sufficient. 
Strictly speaking, this instrument ought to be used 
only on isotropic substances. On the other hand, we 
have the observation that no difficulties were encountered 
in determining “mean” refractive indices for quartz, 
topaz, zircon, corundum, etc., for which the birefring- 


ence is small. It was then attempted to see what results 
would be obtained with calcite, for which the birefrin 
ence is large: mo=1.658, ne=1.486. When reflection 
took place from a natural cleavage plane, as a rye 
no Brewsterian angle could be found. However, a 
tests were carried out upon rotating the reflecting guy. 
face in its own plane, a position was found revealing g 
very definite Brewsterian angle. Upon examination it 
turned out that the (horizontal) plane of incidence made 
a small angle with the projection of the optic axis op 
the reflecting surface. Quite unexpectedly it was found 
that the Brewsterian refractive index 1.57 was the mean 
of no and ne, for calcite. While the explanation of these 
observations is understood, space does not permit further 
elaboration. 

Since no apparatus for the numerical evaluation of 
birefringence was at hand, only qualitative observa. 
tions were made. The central facet of the gem was 
brought into contact with the inner (horizontal) bottom 
of a small beaker into which CS. (n=1.63) was poured, 
The beaker was placed between twe crossed polaroid 
plates mounted over a frosted tungsten lamp. If there 
was no restoration of light as beaker and gem were 
rotated in a horizontal plane and tilted about a hori- 
zontal axis, the gem was pronounced “isotropic.” 

Specific gravities were evaluated in the usual manner 
(Archimedes’ principle), and color was judged with the 
eye. 

Instead of giving a tabulation of data on all the gems 
studied, it will suffice to show how identification may 
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be carried out in the case of eight “yellow” , 
(Table I.) i 

While these numerical results are quite decisive, ‘ 
difference between the eight gems are even more 8 
ingly brought out by the reflection curves shown i; 
Figs. 1 and 2. 








TABLE I. , 
r R 1 an 
max. max. (mean) biref. sp. gr. glo 
1. beryl 8.0u 30 188 yes 99 cqual 
. 104 40 elles 
2. sapphire > 12.0 -78 1.76 yes 4.0 “i 
8. diamond none (.19) 2.42 no 8.5 Lhe 
7.5 10 j 

4. tourmaline 9.0 31 163 yes 3.1 
98 33 _— 
5 citrine 91 84 155 yes 27 yellow: 
6. topaz 10.6 72 162 yes 85 : 
11.4 71 " —_ 
7. zircon 10.7 A5 1.95 yes 46 yellow” 


8. glass* (amber) 9.1 40 1.52 no 2.7 yellow 


“Character of the reflection curve for glass varies with its 
composition 





—y 


Since the amount of coloring material in rubies, 
emeralds, etc., is so very small, the crystalline structure, 
and hence, the infra-red reflection curves are not affected 
by the presence of such coloring matter. This circum 
stance makes infra-red differentiation between the pairs; 
ruby and sapphire, amethyst and citrine, yellow and 
blue-white diamond, impossible. Likewise, this mode 
of attack cannot differentiate between ‘“‘natural” and 
“synthetic” gems. 

In conclusion the writer wishes to express his sincere 
gratitude to the following: Professor C. S. Hurlbut, Jr, 
of Harvard University and Dr. J. L. Anderson of the | 


crystals; Mr. J. H. Fetting and Mr. Raymond Hughes, | 
Baltimore jewelers, for the loan of many finished gems; 
Mrs. F. F. Prinz and Mrs. M. R. Urist for the loan of 
rare gems. Without the effective cooperation of the 
above this work would not have been possible. 





PROPOSE JEWELRY TRADES TRAINING INSTITUTE 


An act to incorporate “The Canadian Jewelers’ Insti- 
tute” has been presented in the Senate of Canada and 
the objects as well as powers of this Institute have been 
set forth in the following request: 

“The objects and powers of the Institute shall be to 
organize, promote, operate and control a national insti- 
tute for the purpose of providing educational and prac 
tical facilities for the teaching of any or all crafts or 
trades allied to the jewelry industry, and to make such 
program available to discharged personnel of the Ca- 
nadian Armed forces and to work toward the elevation 
of trade ethics within the industry throughout Canada, 
and for such purposes: 

1. To establish grades of efficiency ; 

2. To determine as to the fitness of persons applying 
for membership; 

3. To hold such examinations as may be found ex- 
pedient ; . 

4. To grant certificates of efficiency; 

5. To establish classes of membership; and to deter- 
mine the rights, privileges, terms and conditions thereof. 
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FREE BEAUTIFUL 
10,300,961 People COUNTER DISPLAY... 
° * ° beauty as in the ads—lists 
will see this ad selling “Embraces” nomes soa 
your display now. 


Uriscraft “Embracelets” for you! 


This powerful, big size national campaign is appearing in: True Confessions, Movie Story Magazine, Motion Picture, 
True ‘ees rue Experiences, True Love & Romance, Photoplay, Radio Romances, Modern Screen, Screen 
Romances, Modern Romances, Screen Guide, Seventeen, Army Exchange Reporter, Leatherneck, Our Army, Our Navy, 
Post Exchange, U. S. Coast Guard Magazine. So tie in—and cash in—by displaying Uriscraft merchandise prominently! 


URISCRAFT 


URIS SALES CORP., 222 FOURTH AVE., NEW YORK 3, N.Y. 
WR NOVEMBER, 1945 

















Holiday themes for window displays 
and newspaper ads are at a premium 
during seasonal rush. This round- 

up of ideas used last season may 


help you plan your promotion. 


REAL holiday atmosphere does much to increase 
sales during the weeks just before Christmas 
when every store is striving for the maximum share of 
the lucrative holiday business. Here are some ideas 
that were used to good effect last year by various jewel- 
ers in creating that desirable festive air and that may 
give you an inspiration or two for the approaching Yule- 
tide season. : 

“We called special attention to our quality table- 
wares, and gifts for service men and women,” said H. F. 
Powell, manager of Powell’s, leading jeweler of Laguna 
Beach, Calif., “by arranging near the entrance an extra 
large table set for the holiday feast with a soldier, sailor, 
marine, airman and nurse standing on a globe as a cen- 
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10 Ideas for Christmas Selling 























Arthur A. Everts Co., Dalles 
Texas, devoted each of their 
windows to a showing of one 
type of merchandise. This 
display of watches offered 
customers a wide price range, 


by W. B. STODDARD 














"Gifts For the Home Front" was the label of this display 
by Fenley's, Compton, Calif. A wide selection of gift- 
wares were offered in this distinctive window setting. 


terpiece. On an easel was a large card ‘Put extra -— 
in your holiday table, and invite as many service @ 
and women as you possibly can to share your hospi 
tality.’ Smaller tables holding boxed stemware, fst 
ware, and individual pieces of silver, china or crystal 
one-place sets of china, single de luxe service plateq 
and breakfast tray sets were placed in close proximity 
each with a card ‘A thank you gift to delight any hos 
tess.’ One window, arranged in a series of steps fea 
tured gifts especially appropriate for service men am 
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“Taste” is the touchstone by which Sterling should be chosen. In 
a purchase so important and so permanent, only a pure design — 
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tiny, throughout the years. Lunt Sitversmitus have always appre- 
ciated the importance of permanency of design in Sterling Tableware 
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patterns of timeless beauty and lasting good taste are sound builders 
of future business. Your present-day purchasers of Lunt STERLING 
will be your most enthusiastic customers in the years to come. 
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women. Standing on the steps were little cutout fig- were little lighted houses, and tiny figures in req satin 
ures of men and women in all branches of the service, standing in the doorways. Down front a number of 
and laid out for inspection were many fine watches, small watches and rings in velvet cases were shown, 
leather gifts, pen and pencil sets, and remembrance Too many jewelers stop with the window decorations 
rings. We ran an ad in the paper showing a soldier and but a festive interior does much to add to the holida 
his lady love exchanging gifts—a watch and a pen set, spirit. Over the ledges of the show cases at Parrs, Glen 
both in satin lined cases. The ad was captioned ‘Have dale, Calif., jewelers, were hung long artificial icicles, 
the gifts you want this year—but throughout the nation made of cotton wadding sprinkled with powdered mica, 
many jewelry items are limited in quantity, so come and on top of each case was a 3-foot snow mound, op 
early to see our superb gift selection.’ ” which stood a “snow man,” also made of mica-sprinkled 
Cherrys, Germantown, Philadelphia, had an enticing cotton, beside a tall stick of peppermint candy tied with 
costume jewelry ad headed: “A starry night, modern, red ribbons. Between the several units were a number 
sophisticated earrings for her pretty ears fashioned of of Christmas trees powdered with snow, from whog 
sterling silver and set with flashing gems.” Several of branches were suspended silver flatware pieces tied with 
these were illustrated and priced. red ribbons, and a number of small wrapped boxes, tied 
Anything in motion always attracts those passing by, with ribbons and supposed to contain jewelry. Birth. 
and Harleys, Portland, Ore., jewelers, through their stone and costume jewelry were featured in cases neg 
unique display attracted instant attention to their holi- the entrance, where they could be seen by the people 
day rings and watches. In the center was a snow moun- passing—especially through the glass door at night when 
tain, around the summit of which Santa and his reindeer the store was closed. 
were circling. (Due to the constant motion a clear Said F. B. Jellinek, manager of the Astra Jewelry 
picture of this figure could not be obtained). At either Specialty Shop, Philadelphia, “We featured matching 
side was a forest of snow powdered firs, amongst which sets of pin and earrings, or pin and bracelet in costume 
jewelry, amethyst and topaz being the favorite colors, 
Half-inch-wide bracelets, either jewelled or plain tailored 
gold, were given good display, and proved quite popular, 
Also Indian bracelets set with turquoise. The bracelets 
ran about $15.00; the matched sets, $35.00.” 

A striking half page ad of White Bros., jewelers, 
New Orleans, La., was responsible for many pre-holiday 
sales. It was headed “Keep Christmas Alive with a 
Gift from the Heart.” The ad was blocked off into 
16 squares, in four of which were shown diamond rings; 
and in four, watches. In the others were displayed 
individual bits of jewelry and small leather goods. Be- 
side each was a white heart, quoting the price. 

The Arthur A. Everts Co., Dallas, Texas, devoted 
their entire battery of windows to featuring Christmas 
merchandise. ‘Zach window displayed a different line 
—watches, rings, small leather goods, de luxe china, 


etc.—and in this way they were enabled to show many 
(Please turn to page 828) 


Leon Gordon, of Houston, Texas, took the 
occasion to feature deluxe glassware and 
china. Here, china is suggested for the 
holiday bride under the caption: "Fine 
Dinnerware Every Woman Loves," followed 
by a listing of the many pieces on hand. 





Action was given the window of Har- 
ley's, Portland, Oregon, with a small 
figure of Santa and his sleigh re- 
volving around the snowy mountain. 
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The exterior of the new Bre 
store, of Alabama marble and 
stone, is severely simple iq 
Display windows are small and 5 
at eye-height along front and 
ending at furniture window in 














Leading the Way 
For Peacetime Expansion 


In jewelry department at the right 
of the entrance the showcases are 
interrupted at intervals with small 
individual counters where customers 
can examine jewelry at their leisure. 


NDER construction now is a handsome new home 

for one of the South’s oldest jewelry stores— 
Bromberg & Company, of Birmingham, Ala. Located 
at the intersection of Second Avenue North and Twen- 
tieth Street, which is regarded as the busiest corner in 
Birmingham, the new site is only a short distance from 
the present store at 218 North Twentieth Street, and 
when it is finished the establishment will represent the 
most modern thinking in both structural and interior 
design. 

Known as the Bromberg Store and Galleries, this 
establishment has a history that covers almost 110 years 
in Alabama. The three brothers, Robert H., Frank H., 
and William G. Bromberg, who operate the store today, 
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are great-grandsons of the founder, F. Bromberg. A 
member of a family of jewelers and silversmiths in 
Hamburg, Germany, Great-grandfather Bromberg came 
to this country by sailing packet in 1836, landing at 
Mobile, Ala. He settled there and opened an “empor- 
ium” for the sale of jewelry, silverware, pianofortes, 
musical instruments, and fancy goods. 

The emporium directed its appeal to the families of 
the rich planters living in that part of Alabama, stock- 
ing merchandise of the high quality which has made 
the phrase “A Gift from Bromberg’s” so familiar down 
South. Its center of operations remained in Mobile 
until the turn of the century, when Birmingham began 
to emerge as the metropolis of the South’s new industrial 
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390 Years of Silver Craftsmanship 
Inspired 


Hutldhall 


Authentic Georgian Pattern 








Your customers will be impressed when 
you tell them that GUILDHALL is in- 
spired by, and named to honor, the 
“Worshipful Company of Goldsmiths 
and Silversmiths of the City of 
London." For over eight centuries this 
guild has been renowned for superior 
silversmithing. Thus it is fitting that 
the American silversmiths of Reed & 
Barton, in their second century of 
silver craftsmanship, should create a fine sterling pattern that so 
efectively carries on these great traditions. 


DESIGN 


THE ELEGANCE OF THE PAST .. . an authentic Georgian 
pattern circa 1765. 


CHARACTERIZED by three beautifully blended motifs... 


S 


border 


— 
— 


the English shell 


and the historic English rose 


LOVELY OVAL PANEL at the top of each piece forms a per 
ket setting for any type of monogram. 


CRAFTSMANSHIP 


PERFECT BALANCE of any piece in the hand... in all positions. 


THICKNESS OF SHANK ... more silver than in most flatware 
in area of greatest stress and strain. 


WELL DESIGNED SUBSTANTIAL TINES .. . spaced properly. 
gracefully tapered. 


) KNIFE HANDLE... balanced so that blade never touches cloth. 


SUPERB FINISH . . . highlights this stately pattern 


REED & BARTON SILVER POLISH — Made by Silver Experts 
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Bromberg & Company, Birmingham, Ala., set the pace for peacetime 
expansion with their new five-story store now under construction 
that will earry everything from floor coverings to home furniture 


empire. F. W. Bromberg, grandson of the founder, de- 
cided to move there and open a new store, and for close 
to a half-century this establishment growing with the 
years, has been a vital part of the city’s community life. 

Jewelry, watches, and silver have always, of course, 
dominated the Bromberg lines of merchandise. But as 
the phrase “Gift from Bromberg’s” indicates, there are 
many other departments, too, and the new building has 
been devised not only to take better care of all of these 
but to permit a generous expansion. The building now 


department, for example, the various lines of flatware 
are shown in continuous wall cases which lift the mer- 
chandise to a height offering easy visibility to a stand. 
ing customer. A clear space is left in front of th 
cases, permitting a close and unimpeded inspection of 
the patterns. 

On the opposite side of the department, the display 
cases are broken into small, three-sided booths each 


equipped with a counter at which the customer may 
' (Please turn to page 326) 
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occupied by the store is three stories high, and it was 
originally planned to erect a new building which, while 
covering considerably more ground space, would be of 
the same height with foundations heavy enough to permit 
the additions of two more stories later on. But with 
the end of the war and the consequent easing up of 
building restrictions, the Bromberg brothers decided 
to go ahead with the entire construction, and it is ex- 
pected to be ready for occupancy about the first of 
April, 1946. 

Miller, Martin and Lewis, of Birmingham, are the 
architects constructing the building, which will be L- 
shaped and severely simple in style, with exterior. walls 
of Alabama marble and limestone. Two giant windows 
are spotted at the corner of the building, and placed at 
eye-height, a series of small show windows punctuate 
the walls across the front and side, ending in a huge 
furniture window at the rear. 

J. Gordon Carr, New York architect, who did the 
interiors. of the Tiffany and Company store in New 
York, has worked out the design for the interiors of 
the new Bromberg building, and he has developed a 
number of interesting display ideas. In the silverware 
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In silverware department the ling 
of flatware are shown in continuoy 
cases which lift the merchandiy 
to a height offering easy visibility, 
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Crystal and stemware section is located on second floor. 
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Superb examples of the superior craftsmanship which characterizes 
"Sterling by Frank M. Whiting & Company," these traditional crea- 
tions have demonstrated a tremendous appeal for hostesses of 


discrimination and discernment. Authentic expressions of a happier 


era . . . interpreted with all the finesse and consummate skill of 





master craftsmen . . . extensive advertising in carefully selected 


media is still further enhancing their acceptance. 





© Frank M. Whiting & Company 
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I CAN'T LOOK away from your eyes, John. 
If | did, you might disappear, the way you 


do in dreams. 


Let me just sit here and remember how 
your hand feels on my arm. 
curls up when you smile. . . how wonderful it 


is to be heartbeat-close again. 


Tell me it’s really happening, John. It must 
be real. I can touch the stripes on your sleeve. 
I can hear the clock tick. ] can see my reflection 
in your eyes, But if it isn’t real, darling, I don’t 
want to find out. 

This is the one thing I've ever wanted, 


really wanted. . . for you to come back. 


It’s too late now to wish I'd said yes before 
you went away. But this time I'm ready. Ready 


. how my heart ~ 





«\\ 


% 


with my heart, and my mind... and with 
what, in the old days, would have been called 
my dowry. 

1 don’t have an awful: lot, darling. Just 
Grandfather’s desk, and some linens, and 
(please be impressed).enough International 
Sterling in our pattern to give us that fine 
starting -out- with-the-best feeling. 


Maybe the kind of house we'll be able to 
afford won't live up to our sterling for a long 
time. But owning beautiful solid silver like 
International...ever notice how it gives char- 
acter to a home? How it makes other people 
look sort of respectful? 


I want so terribly to be a good wife, John. 
Do you think I show signs? 





STel me tts really happening... 


IF YOU, too, are choosing your “family 
. ask your jeweler to show you Int 
Sterling's beautiful artist - designed : 


Even now, when production is still imi 
you can start your set with basic place s¢ 
in your pattern. ..and the more special pi 
such as iced-tea spoons, etc., later on, 


Remember, in this lifetime choice, that 
the best can give you true pride and s is 
tion. With beautiful, shining Intemati 
Sterling on your table, you have the d 
day-out pleasure of knowing you've th 
with your dreams, ii A 


TUNEIN to The Adventures of Ozzie and 
Sunday evenings, 6: oop.m.,E. S .T.Ca 
Broadcasting System. 





Copyright 1945, In 


aperastions 














STICK TO ESTABLISHED LINES 
by ROBERT A. LATIMER 





although there is plenty of opportunity at present 
Yuild up low stocks with this and that ‘temporary 
the farseeing jeweler will do well to adhere strictly 
‘his old established lines and wait for them to catch 
;with the market.” 

what's the way Rex Carter, partner at Carter Jewel- 
5 Fresno, California, looks at the postwar market, 
4 the way he intends to meet it. Currently overload- 
ith customers anxious to fill in sterling flatware pat- 
ys, buy good watches, and spend their war-time sur- 
is on worth-while jewelry, Mr. Carter feels that oper- 
mal conduct of the jewelry store now, will mean a 
st deal in the future. 

here is no question that we can sell far more jew- 
ty in almost every line than we actually are moving,” 
explained, “since apparently every one includes 
selry of some type in his postwar buying plans. Cus- 
rs tell us that they have waited long enough to 
y whatever item is desired and usually show dis- 
ointment if we cannot supply it immediately. 






















There’s the temptation which is a bit dangerous for 
reputable store,” Mr. Carter said. “Because with 
huge number of new sources of supply springing 
p, it is, on the face of it, simple to augment low stocks 
ith these new brands—most of them equally un- 
familiar to customer and jeweler alike. Logically, we 









cannot sell such lines with the same assurance and 
guarantee as we would our well-established lines. Then 
if the item proves unsatisfactory for any reason, fric- 
tion is bound to result—the type of friction which re- 
sults in the loss of valued customers and some deleterious 
effects on the store reputation.” 

Therefore, Carter Jewelers are going ahead on a 
“waiting basis’”—allowing stocks to build themselves 
up slowly to normal, and 100 per cent composed of 
established lines which were featured before Pearl Har- 
bor. The only exceptions are entirely new lines such as 
leather: goods, handbags, etc. This means of course that 
the store is on a quota-shipment basis for the most part, 
and that frequently it is impossible to sell the customer 
what is wanted for some time. There are no “off-brand” 
watches, fountain pens, sterling, silverplate or gift- 
wares to be found in the stock anywhere. 

“We have found the best policy in connection with 
this long range problem is simply to explain to every 
customer that we want his goodwill not now, but in the 
future as well,” Mr. Carter said. “Pointing out that 
while it may be possible to get him something like what 
he wants, it isn’t good business for either of us. The 
average customer appreciates the soundness of this idea, 
and I believe that most of them have actually postponed 
buying until later. We take their orders, of course, 
where the merchandise will be procurable soon from our 
regular sources, and in that way mollify the customer 
who demands his merchandise immediately.” 








{tv’ll happen millions of times over ... 
this homecoming scene. 


And millions of couples will sit together 
talking for long hours; planning the homes they never had; 
discussing the things they'll buy. 


Many a girl is choosing International Sterling for her 
family silver because of ads like this one. 

Now that more International Sterling is being made, 
the urge to buy is being strengthened. 


Your customers will read the good news in 
Life, House Beautiful, and Bride’s. Expect them in! 
(See page 342.) 


% 





TUNE IN to The Adventures of Ozzie and Harriet, starring Ozzie Nelson and Harriet Hilliard. 


Sunday Evenings, 6:00 p.m., E.S.T., Columbia Broadcasting System. 


fk Novemper, 1945 
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NCE again the American people working hand in 
hand under a free system of government have 
accomplished victory over those who would destroy that 
freedom.. It was a hard-fought and costly war that 
called for some measure of contribution from everyone. 
Many gave their lives; others their blood to achieve 
this peace. To others fell the job of forging the 
weapons; to all, the lending of their money through 
the purchase of War Bonds to help defray the tre- 
mendous cost. 
We are now working to convert the tools that accom- 
plished the war production miracle to turning out the 
products of peace, and we are looking forward to a 
return to peacetime activity in our businesses as well 
as our regular lives. But there is still the bill to be 
paid; a bill that is as much mine and yours as the 
fellow’s next door. 
October 29th saw the start of the eighth bond drive 
—this one termed the Victory Loan Drive—its purpose 
to get American dollars to work in paying off the cost 
of the war. This Victory Loan Drive is the final effort 
in this direction and will run through December 8. 
Again, the jewelry industry among others, is being asked 
to devote their splendid efforts of the past seven drives 
in helping to put this one across. 
The retail jeweler, through his close contact with 
the people in the street, is especially urged to feature 
this Victory Loan Drive during the period from Octo- 
ber 29 to December 8, in his windows as well as inside 
-store promotion. To aid him in this work, the Retail 
Stores Section of the War Finance Division of the 
Treasury Department has consolidated a series of sug- 
gestions picked from successful promotions used. in re- 
tail stores throughout the country in past drives. They 
are offered here as an aid in helping to put the drive 
across. Perhaps one could be worked out successfully 
in your community. 

* * & 
What are you doing for the ladies with a perfect at- 
tendance record in your Bond Booth? Providence, R. I., 
war finance officials award a model of the city’s founder, 
done by a local sculptress, to each lady with a no-miss 
tally of three months. 
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might work out in your community. Jewelers are asked to 


cooperate as they have in the past in this final Victory Loan. 


Victory Loan Tips for Retailers 


Here’s some ideas used successfully in past bond drives that 


For an entirely different theme to characterize your 
store’s campaign you might adopt this one-—“You Owe 
G.I. Joe. .. .”” Ads, window, radio could keep us a steady 
barrage of specific civilian debts to soldiers still to be 
paid. For instance, “John Smith, average (name of your 
city) still owes some soldier a prosthesis for the arm lost 
at Iwo Jima’; or, “John Smith started to fight for de- 
mocracy at 18, now 22, he needs the schooling he 
missed”; or, “John Smith caught malaria in the swamps 
at Guam and you owe him medical treatment for an 
other six months;” etc. Army and Navy hospitals+pear 
you can provide the necessary specifics. 


* * * 


Here’s an idea for cooperation between a group of re 
tailers and a group of florists. Allied Florists of Seattle 
and vicinity supplied 10,000 gardenias for a one-day 
promotion worked out with the eight local department 
stores. Gardenia Bond Day saw Seattle women as staff 
at store Bond Booths while sub-debs and majorettes car 
ried baskets of gardenias through the stores soliciting 
Bond purchases. As a variant, one store posted Coast- 
guardsmen and Spars to sell Bonds ‘at every entrance. 
Purchasers of $1,000 or bigger Bonds got instead of a 
gardenia, an orchid, 150 of which were provided by Al- 


lied Florists. 
% * * 


In many rural and farm communities, interesting local 
characters can lend a human interest appeal to Bond 
activities by telling their own experiences. Indian 
Charley, well known, colorful figure in Oregon’s Hood 
River Valley, sang old tribal melodies at a Bond rally 
and told in good English about his farm and how he 
served in the last war. Why not line up the interesting 
people in your town and feature them on a particular 


day at your store? 
* * * 


Authorities seem pretty well agreed that personal con- 
tact is necessary to sell Bonds in rural areas, yet dis- 
stances are often great and farmers are busy. If your 
store is located in a farming district, why not commis- 
sion a traveling booth to make a farm-to-farm canvass 

(Please turn to page 328) 
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They’re New 








@ Designed to eliminate the problem of carving at the table is this 
Carving Aid, an exact replica of an old English joint fork. It is of 
diver plate, 9!/2-inches in length and comes attractively boxed to re- 


toll for about $15. From the Gerity-Adrian Mfg. Corp., Adrian, Mich. 





@ Sterling Snuff Box compact, beautifully made and 
detailed, fitted with bezeled mirror and puff and sifter, 
to retail for about $12. From an extensive line of qual- 
ity compacts at Jay-Kel, 307 Fifth Ave., New York. 


@ This ladies’ ring is one 
of a new series made in 
either 10 or 14K gold and 
designed in modern styling; 
set with genuine or syn- 
thetic stones. A_ similar 
series for men is set with 
synthetic stones or onyx. 
From Keystone Jewelry and 
Mfg. Company, 10! Maiden 
Lane, New York 7, N. Y. 
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@ Two variations of the Thorens lighter are shown 
here. The one on the left opens and lights with a 
push on the button; the other has a slide button 
opener. Both in chrome plating. The push button 
type retails for $5; the slide button type for $6. 
From Rexon, Inc., 295 Fifth Avenue, New York City. 





‘ 
a 


@ Strikingly designed double-head Hemetine 
engagement and friendship rings for men and 
women, in either 10K or 14K gold. In the for- 
mer, rings retail from $35 up; in the latter 
from $50 up. From the Remembrance Ring 
Company, | West 47th Street, New York City. 





@ This Victory bracelet is designed as a gift from 
the service man to his sweetheart. The ringed chain 
is 1/20 12K gold-filled on sterling; the charm is 
gold-plated on sterling. Price is $15, Keystone. 
From Urie F. Mandle Co., 411 Fifth Avenue, N. Y. 16. 
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They’re New 











@ With the end of the war, the Bron-Shoe Company, 
269 East Broad Street, Columbus, Ohio, is offering a 
new "Solid-lzed" feature for the service man's army 
shoes to be used as door stops or ornaments, at $12.50 
per pair. They are continuing their baby shoe "Solid- 
Izing” at $3.95 a pair, also available mounted on onyx 
as bookends, ashtrays, paperweights and ink stands. 





@ Ladies’ fancy ring in 10K yellow gold and 
set with genuine and synthetic colored stones. 
The ring retails for about $25 and is sold 
only through wholesalers. Made by Rothman 


ts i : 
& Schneider, Inc., 2 West 47th Street, N. Y. @ Lapel ornaments in 14K yel 


low gold, the dogs’ eyes are 
set with genuine rubies. The 
Doghouse and Scottie with 17J 
Swiss movement, is priced at 
$320; pair of Scotties, $150, 
and the Cocker Spaniel, $75. 
All prices are Keystone ist. 
From H. Strauss, 655 Fifth 
Avenue, New York 22, N. Y. 





@ Diamond set ring and earring ensemble, both 
with synthetic colored stone centers, are avail- 
able in various styles to retail at $750. From 
Stone & Company, |! West 47th Street, New York. 


@ You can plug your radio set 
into this new Switch-Alarm and 
instead of the alarm going off 
it will turn the radio on at a 
pre-determined time. This is 
one of Telechron's new alarm 
clocks that will appear on the 
market around the first of the 
year. From Warren Telechron 
Co., Ashland, Massachusetts. 





@ Navajo costume jewelry of sterling set with 
turquoise. Bracelet retails for about $9.00; 
earrings for $8.00, and ring, $7.00. From the 
Lyle Mfg. Co., 228 W. 4th St., Los Angeles 13. 
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eauly bonanza... 


In the single month of August, 8,966 young 
readers sent us their photographs in response 
to Glamour’s offer to enlist Charles-of-the-Ritz 
to re-do tired hair-dos by mail. Page Boy Bobs 
were converted into Ballet Buns, Pompadours 
into Feather Cuts as mail sailed in 













from 48 states — plus Canada, Cuba, 
Nova Scotia, Bermuda, Mexico, 
Philippines, Hawaii, England and 
Alaska. All of which proves a world- 
wide-awake audience that explores 
every page of Glamour—and acts 
on what Glamour says. For pulling 
power of real proportions... use 


GLAMOUR 


the magazine for the girl-with-a-job 
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Unique Methods 


Build Unique Business 


NUSUAL merchandise calls for unusual merchan- 

ing methods. That’s the theory on which S. & G. 
Gump Co., San Francisco, began featuring fine Oriental 
jewelry and art objects back in 1906, and it’s still the 
basis on which the store continues to operate after 39 
years. That the idea is a sound one is proven by the firm’s 
record of unbroken success throughout that time. 

The advertising done by the organization is not heavy 
but the amount that is done is so different that it places 
Gump’s advertising in a class by itself. Daily news- 
paper advertisements are reproductions of a page from 
a memo pad, with scribbled reminders of a luncheon date 
at the Town Club and a dentist’s bill of thirty dollars, 
mixed in with a notation to buy a June bug brooch at 
Gump’s or buy Paul that pair of 14 kt. gold cuff link 
that Gump is featuring. 

Hotel and travel publications are an important part 
of Gump’s advertising program. The reason behind the 
use of such media is to reach and remind out-of-town 
resident’s that Gump’s is the world treasure house of 
fine arts and jewelry and whether the reader is in 
New York or San Francisco or Thailand, it’s Gump's 
for the finest. 

A weekly radio program carries out the same adver- 
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The Oriental department at S. & G. Gump Co. features delicate 
modern lines with a Chinese touch in keeping with merchandise. 
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Gump's newspaper adver- 
tising is unusual as witness 
these ads which are repro- 
ductions of pages from a 
memo scratch pad, drawing 
attention to various items 
to be seen at the store. 
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HE’S young and vivacious. She’s im- 
pulsive — readily responsive to an 
appeal that reaches her heart. 

And Cosmopolitan brings her a 
wealth of emotional experience. It’s 
packed with the fiction of Rita 
Weiman, Faith Baldwin, and a host of 
the world’s greatest writers. 

Great writing makes great reading. 
It lifts the spirit. It opens up bright 
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Rita Weiman has her feeling sociable . . . 


vistas in a world of dreams. It makes a 
woman want for herself and her loved 
ones the luxuries of life. 


Do you see how that affects you, 
Swank? Her mood’s just right to hear 
why gentlemen prefer your smart ac- 
cessories. Tell her again that the man 
in her life will rave over cuff links and 
tie clip — styled by Swank. Tell her, 
too, that Swank wallets are a miracle 


[‘osmopolitan 


GREAT WRITING MAKES GREAT REACING 








of convenience for men or ladies. 
She’s been through the exciting 
world of Rita Weiman. She’s been 
stimulated by Temple Bailey, Louis 
Bromfield, and all the other great 
fashioners of fiction in Cosmopolitan. 
So remember, Swank! Emotion 
makes wars. Emotion makes marriages. 
And, emotion makes sales! 
* An advertiser in Cosmopolitan since 1943. 








v 
Emotion makes Wars 
Emotion makes nee 
Emotion makes Sales 
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tising theme. It features Deane Dickason, world traveler 
who discusses his unique travel experiences through 
various parts of the world. The reason for the choice 
of such a program is clear when one considers the asso- 
ciation it brings to radio listeners of a world traveler 
and the vastness of the market upon which Gump’s 
draws for both its merchandise and its customers. 

The promotional efforts to foster goodwill are both 
extensive and dignified. Because Gump’s collection in- 
cludes pieces of jade and jewelry -that are actually 
priceless and because their collection is one of the finest 
in the world, many travelers make it a point to visit 
the collection. The Gump store encourages such visits 
and provides a guide to explain in detail each piece ob- 
served. Word of mouth advertising is a direct result 
and such goodwill cannot be bought at any price. 

Informative leaflets on jade color and the history of 
jade published and distributed by Gump’s are another 
excellent means of fostering interest and goodwill. A 
magnificently illustrated fourteen page booklet entitled 
“Jade Hunt” by A. Livingston Gump is cordially given 
visitors or customers. “Jade Hunt” is written in 
such an interesting narrative and contains many un- 
known facts about jade that it will be continually passed 
from reader to reader. 

The business card of Gump’s Oriental department, 
in addition to giving the address and name of the or- 
ganization, is printed in a three tone color with oriental 
background and_on the back side lists all the Chinese 
dynasties with their dates. Such a card would be kept 
for two reasons: its beauty or its informative dates of 
dynasties. 

The store’s window displays are created by W. H. 
McDougall with the thought in mind that simplicity is 
beauty and that beautiful merchandise needs no extra 
adornment. Thus, all displays at Gump’s are rich in 
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Window displays at 
Gump's like this show- 
ing of jade at left, are 
kept as simple as pos- 
sible with the thought 
in mind that beautiful 
merchandise needs no 
added window dressing. 
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their simplicity. Usually one large jade piece is sit 
rounded by several smaller pieces of jade jewelry. Many 
of the pieces of mounted jade jewelry are original 
Gump designs. The beauty of the pieces of jade and 
jewelry chosen for display and the arrangements are 
so unique that many San Franciscans make it a point 
to watch with regularity the Gump change of windew, 
The Oriental department itself is designed for com- 
fort and beauty. It features delicate modern lines with 
Chinese overtones. Low ceiling and indirect lighting 
brings the wrought iren grill work and specially cor 
structed wood walls and showcase. into focus. The 
Chinese scroll is much in evidence on the showcase and 
also an entire portion of the wall. Comfortable modern 
istic leather chairs are placed throughout for the con 
venience of customers. All articles of merchandise are 
shown at great advantage by being displayed on a white 
velvet pad placed on the counter by the saleslady. 
Each bit of promotional work is done with the thought 
in mind that the customer or prospective customer is 
served and in serving them, Gump’s is serving itself. 
* World renowned, Gump’s continues to cater to those 
interested in the unusual and thus continues to pull 


from a world wide sea of potential customers. During 
(Please turn to page 331) 
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FLOODLIGHT OR 


OTLIGHT? 





A gentle over-all glow has its uses. 





But sharp illumination on a definite 
spot casts better light on the subject 
any day. 

Throw your selling spotlight on the 
group with power to move mountains of 
merchandise — the readers of MADEMOISELLE. 

Are there trillions of them? No. Billions? No. 
Millions? Maybe. Class circulation? Well, it's 
a strange class circulation, for it acts like mass. 
Did you ever hear of a class magazine selling so 
many $8.95 baby items* (items you might not 
even have expected to see in MLLE at all) 
from a June ad that the manufacturer didn’t 
finish filling orders until January? That's 
1. MADEMOISELLE. See what we mean by spotlight? 
MLLE readers have influence far beyond their 
statistical numbers. You can't make statistics 
out of the fervor that actuates our readers to 
rush out and buy and recommend the good 
things between our covers. 
When you're in a buyer’s market again, and 
when space is available again, throw your spotlight 
j on the readers who always have bought and 
will continue to buy, at a terrific rate, the worth-while 


merchandise advertised in MADEMOISELLE. 


*name on request 


BUY 
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Women In The 
Jewelry Industry 


In every line of endeavour, there are those who, through their work in or 
for their particular trade, become outstanding for their achievements. 
Numbered among these personalities are many women who have carved 
their niche in the fields of a profession, finance or trade. Of these the 
jewelry industry can claim a full share. 

In this and succeeding articles, Jewelers' Circular-Keystone will tell the 
stories of outstanding women in our industry, women who we are proud 
to claim as being part of the same trade from which we gain our livelj. 
hood. We feel that you should know them better, if only through the 
medium of the written page. 

Our first choice is a woman who could be proclaimed the "first lady of 
the jewelry industry." Mrs. Addie Fisk Goodell w&s born to the jewelry 
business through her father, F. P. Fisk, who owned and operated a jewelry 
store for many years at Epping, N. H. Mrs. Goodell succeeded her father 
and today, in addition to owning and operating a successful retail store, 
she is president of the New Hampshire Retail Jewelers’ Association, the 
only woman who heads a state or national organization, and to the best 





ADDIE FISK GOODELL, President 


New Hampshire Retail Jewelers’ Association 





of our knowledge, the only woman who ever did so. 


HE Romans had a word for it—‘‘multum in parvo” 

—which, as any high school sophomore will be 
glad to air his knowledge by telling you, means “much 
in little.” 

There are no records to indicate that the Roman 
augurs had any advance knowledge of Addie Fisk 
Goodell but if they had known her and had labored to 
coin an epigram to describe her, they could not have 
hit it more neatly. 

Mrs. Goodell is one of those little women whose out- 
ward appearance masks a tremendous store of energy 
and determination—two characteristics that have always 
marked her career. Today, in addition to operating 
a successful retail store as owner and manager, she 
is president of the New Hampshire Retail Jewelers 
Association—the only woman who heads a state or 
national jewelry industry organization—and to the best 
of our knowledge, the only one who has ever done so. 

Her election to this office, two years ago, was a 
thoroughly deserved recognition of the years of service 
that she had rendered to the asociation as its secretary 
and treasurer beginning in 1928. The secretary- trea- 
surer traditionally is the organization member who 
does the work but somehow Mrs. Goodell found time 
to carry it on and to keep the affairs of the organiza- 
tion in first-class shape, while at the same time con- 
ducting her own business. 

That she did a good job of it is attested by the fact 
that the attendance at the New Hampshire State con- 
vention showed an increase each year of her office up 
to 1942 when war restrictions prevailed, and the further 
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fact that throughout all that time the financial affairs 
of the organization were kept in healthy condition. 

Mrs. Goodell was born to the jewelry business, her 
father, I’. P. Fisk, having owned and operated a jewelry 
store in Epping, N. H., for many years, and established 
his own store when Addie was a very small child. 
She did not, however, actively enter the jewelry busi- 
ness herself until middle age, although she worked in 
her father’s store while in high school and during vaca- 
tions when she was later attending Watson Academy. 

Two years after her graduation from the latter, she 
married Percy H. Goodell in 1895. In June 1920, Mr. 
Fisk was injured and died a few days later, whereupon 
Mrs. Goodell, who in the meanwhile, had been left 
a widow, resigned from the teaching position which 
she had occupied at Simmons College and came back 
to New Hampshire to take over the store and help her 
mother who died five years later. 

“It had been 25 years since I worked in the store,” 
says Mrs. Goodell, “and I felt quite at sea. However, 
I was fortunate in having a clerk who had been in the 
store for nine years and she stayed with me seven years 
longer until she was married. So I just made the best 
of it, learning the ins and outs of the business by ex- 
perience as I went along. 

“My father had been a member of the New Hampshire 
Retail Jewelers Association and as the notices continued 
to come in, it occurred to me that perhaps being 4 
member of this organization would help me in getting 
set. So I joined and made it a point to attend every 

(Please turn to page 834) 
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Department of Commerce 


Pledges Greater Aid to Business 


Program to provide business and government with more direct 


and effective services so as to permit closer cooperation 


between the two. outlined by Secretary of Commerce Waliace. 


ECRETARY of Commerce Henry A. Wallace has 
announced a new operating and organizational 
program for the Department of Commerce, which, he 
says, ‘calls for a vigorous expansion and strengthening 
of the Department’s facilities to enable it to discharge 
its statutory responsibilities during the period of re- 
conversion and postwar adjustment.” During the war 
years, he explains, while domestic and foreign trade 
were subjected to wartime controls and regulations, the 
major facilities of the Department were necessarily de- 
voted to essential war activities, but now that the war 
is over, the Department must be prepared to pull its 
weight in the program of the Administration to assure 
full profitable production and full gainful employment. 
“We intend,” he continued, “‘to provide business and 
Government with more direct and effective services, to 
strengthen the Department’s top policy and economic 
and promotional personnel, and its field services, so as 
to enable it more effectively to present the needs of 
business in the councils of government and of govern- 
ment in the councils of business. 


TO IMPROVE SERVICES TO BUSINESS 


“The new program will enable the Department not 
only to improve the volume and quality of its services 
to all business but, in addition, will definitely recognize 
the needs of small business and will be designed to help 
small business to get established, to prosper and to 
grow,’ he stated. 

Under the program, the Department will undertake to 
provide: 

1. A revitalized foreign trade service to foreign trade. 

2. A strong, balanced statistical service. 

3. Up to date analyses of the economic situation and 
business outlook. 

4. Greater technological and management aids and 
services to business, especially small business. 

In the case of foreign trade, it is announced that the 
aim will be two-fold: First, to provide all possible assis- 
tance to exporters and importers; and second, to in- 
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crease the supply of dollars in the hands of silver na- 
tions, on the theory that to increase our exports we must 
also increase our imports of foreign products. 


PROJECTS FOR IMMEDIATE FUTURE 


The enlarged statistical program would consist prin- 
cipally of expanding the work of the Census Bureau. 
Specific projects for the immediate future which are 
mentioned in the announcement include: a full scale 
census of business (including retail and wholesale 
trades) for 1946; a sample census of population for 
1946 to provide up to date information on the shifting 
of markets; a consumer income survey to provide indexes 
of purchasing power, and quicker release of detailed 
import and export statistics. 

The long-run program would include: full scale cen- 
suses of business every five years; complete censuses of 
population, housing, etc., every five years to provide 
information on local markets; a series of annual con- 
sumer income surveys; analyses of particular industries 
and trades, including both current reports and longer- 
term analyses; and analytical reports aimed at par- 
ticular problems of business, such as distribution cost 
studies, ete. 


RESEARCH ON INDUSTRIAL PROBLEMS 


Under the heading of technological aids to business, 


the Department plans to provide general research on’ 


widespread industrial problems, particularly those affect- 
ing the smaller manufacturer; individual research work 
for individual enterprises, or groups of enterprises on 
a cost basis; and distribution to industry of scientific 
and technological material developed during the war. 

As a guide to management, the program includes: 
basic analyses of markets and market potentials; studies 
of trade regulations; analyses of the causes of business 
failure; supplying of lists of business establishments; 
studies of business costs and operations, and the like. 

(Please turn to page 331) 
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Planned For The 


Disabled Veteran 


A group of students at ; 
the shop. Note the nee 6 
wheel chair at extreme right 


A completely equipped 

bench like the one Ge ape 
vided for the individual use of 
each student. Every conceivable 
tool is within the man's easy reach, 





--- The Bulova School of Watchmaking 


F all the projects that have been started in the 

jewelry field for the vocational training of the 
disabled veteran, the Bulova School of Watchmaking in 
Woodside, Long Island, is probably the outstanding 
example. 

Housed in a handsome new building especially de- 
signed and equipped for the sole purpose of instructing 
students in the watchmaking craft, it is difficult to 
imagine any respect in which the school’s facilities could 
be improved, while a staff of trained instructors in the 
ratio of one teacher to every four students provides indi- 
vidualized supervision and guidance. And as the crown- 
ing touch, the whole thing is absolutely free. Neither 
the student veteran nor the Government pays a cent for 
tuition or any other expense. The entire cost, including 
the original investment in land, building, and equipment 
is borne by the Bulova Foundation. 

Officials, however, indignantly reject any suggestion 
that the school is a charitable activity. “On the con- 
trary,” they insist, “it is just plain good business. Hav- 
ing competent watch repairmen in the jewelry stores of 
the uation to provide proper service and maintenance of 
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our watches is of vital importance to us,” they say, 
“and therefore by helping to insure that an adequate 





Howard L. Beehler, Dean of the Bulova School and former 
president of the Horological Institute of America, 
plains parts of watch to an ex-Army Air Force student. 
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Sterling Silver Cast Charms! 
Fine Details! Superb Finish! 
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number of these trained men will continue to be avail- 
able we are simply helping to assure the future well- 
being of our own business.” 

Whatever the motive, the result is one to inspire 
admiration. 


NEEDS OF VETERAN FIRST CONSIDERATION 


Even the physical facilities of the building have been 
carefully planned with an eye to the special require- 
ments of the disabled veteran. As the visitor walks up 
the steps to the entrance, he notices at his right a gently 
sloping ramp up which the student who is confined to a 
wheel chair or must use crutches, can easily ascend in- 
stead of being faced with the difficult task of mounting 
the steps. Even the opening of the door is simplified 
for him by the fact that it is controlled by an electric 
eye so that he does not have to wrestle with a latch and 
a heavy door. 

The interior of the school is entirely floored with 
resilient cork tile to avoid risk of slipping or falling, 
and a trained nurse who is constantly on duty during 
school hours, is seated unobtrusively in a rear corner of 
the main study hall where she is always available but 
without thrusting under the men’s eyes a constant re- 
minder of their physical handicaps. 

Even the elevator which connects the main floor of 
the building with the recreation and study halls in the 
basement is so arranged that a wheel chair student rolls 
his chair through a door on one side of the elevator on 
one floor, and then on the other floor emerges through 
a corresponding door at the opposite side, so that he 
never has to turn his chair around nor go through any 
awkward movements in the elevator. 

The greater part of the main floor of the building, 
which incidentally is a handsome structure whose archi- 
tecture is somewhat reminiscent of Independence Hall 
in miniature, is occupied by a large, well-lighted, and 
magnificently equipped class room and workshop. Each 
student is provided with his own individual bench, equip- 
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Instruction at the Bulova Schoot 
is in small groups. Here Instruc- 
tor Max Epstein, with blackboard 
and chart, explains a Point in 
watch assembly to four students. 


ped with its own individual lathe and a complete assort- 
ment of tools of every conceivable kind. A close-up of 
one of these benches showing this arrangement, is in- 
cluded with this article. To place his hands on any 
desired tool, all the student has to do is to open a 
drawer. He never has to move from the bench. 

A staff of eight instructors supervised by Howard L. 
Beehler, former President of the Horological Institute 
of America, who is dean of the school, gives personal 





A watchmaker with only one arm may sound incredible but 
Ralph Padavano who lost his in overseas combat is making 


excellent progress. Here he is demonstrating his skill 
to Princess Gladys de Polignac, of the French Red Cross, 
which is planning to set up a similar school in France. 


guidance to the students during their practice hours at 
the bench along with their classroom lectures and dem- 
onstrations. And, as the ratio is only about four students 
for each instructor, this guidance can be highly indi- 
vidualized and suited to the particular needs of each 
student. 

It is expected that the school, which is now just get- 


ting into operation, will ultimately accommodate about 
(Please turn to page 835) 
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PR ICED FOR FRUIT CART 
ALL (MOVABLE) 
Number 283 
$18.00 Doz. 
WAFFLE IRON 
(MOVABLE) 
Number 271 
LADDER FRIGIDAIRE $12.00 Doz. 
(MOVABLE) (MOVABLE) 
Number 280 CIGARETTE LIGHTER Number 273 
$12 00 Doz (MOVABLE) $12.00 Doz 
DEEP SEA DIVER Sin oan.. 
(MOVABLE) 
Number 277 
$12.00 Doz. 
TABLE LIGHTER 
(MOVABLE) 
Number 284 
$12 00 Doz 


ROLLER SKATES 
(MOVABLE) 
Number 247 
$12.00 Doz 







RON HORSE 
\OVABLE) 


MEAT GRINDER lumber 294 

( (MOVABLE) 18.00 Doz. 
\ Number 239 
= $12 00 Doz. 
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OLD OAKEN BUCKET 
(MOVABLE) 
Number 290 
$10.80 Doz 


BOOTS & SPURS 
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() Number 44 

ar \ $10 80 Doz 
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MOVABLE) 
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$12.00 Doz. 
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(MOvABLEY SY” BABY SCALE 
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pate i Number 100D (MOVABLE) 
Number 57 $9.00 Doz. Number 49 
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(MOVABLE) 
Number 1008 
( $9.00 Doz. 
VIOLINIST 
PLANIST (MOVABLE) 
. Number 100C 
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Number 100A (MOVABLE) DRUMMER SAXApHONIST $9.00 Doz. 
$9.00 Doz. Number 100F pony Number 100€ 
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Charms of distinction—unusual, new—to thrill collectors 
and gift-seekers! Cleverly designed, exquisitely detailed 
—all sterling silver, of course. Add them to your line of 
quality charms—add them by the gross for bigger profits! 
Every one of the“new twenty-five” will be a lucky charm 
for you! Plan now for Christmas — order early to allow 
for possible delivery slow-downs. 





Send for our illustrated catalog; with price list, of ap- Ss iS 
proximately 300 proven best-sellers. DIV. JEWELRY CORPORATION OF AMERICA 
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PLATINUM REFINING DOWN IN JULY 
Refining of platinum in July, this year was 36 per 
cent less than in June and the smallest since April, 1944, 
according to the latest figures released by the Bureau 
of Mines, Department of the Interior. The July total 
was 49 per cent less than domestic consumption; how- 
ever, consumption declined 36 per cent from June. 


Stocks of Platinum Metals Held by Refiners, Dealers, and 
Importers in the United States, June 30 and _ 
July 31, 1945, in Troy Ounces! 














June 30 July 31 
Iridium, Iridium, 
osmium, osmium, 
Form Platinum | Palladium | rhodium, | Platinum | Palladium | rhodium, 
and and 
ruthenium ruthenium 
Pure metal...... 75,699 90,058 19,307 71,093 79,557 18,448 
In alloys........ 24,127 27,110 8,007 25,292 27,596 438 
In virgin materials 821 340 434 754 315 281 
In scrap materials, 1,688 626 444 722 301 487 
In process of 
refining.......| 27,633 18,699 10,595 23,396 15,926 10,518 
In other form.... 9,847 3,407 1,936 9,163 3,647 2,208 
139,815 | 140,240 40,723 | 130,420 | 127,342 40,377 























1 Excludes United States Government stocks. Figures cover 
refiners, dealers and importers which in 1944 held 83.6 per cent 
of the total platinwm stock, 88.2 per cent of palladium, 97.2 
per cent of iridium, 99.4 per cent of osmium, 99.9 per cent of 
rhodium and 99.7 per cent of ruthenium. 


As in June, the deficit in refining of platinum in July 


was met entirely by withdrawals from refiners’ and 
dealers’ stocks and by release from government stocks, 








' 
p 
t 
* * 


316 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. + New York Office: Suite 507, 1 West 34t 


as there was no imports of refined platinum during the 
month. 

Although refining of palladium continued at 4 low 
level and again was substantially less than sales, there 
was no supply problem, because stocks are large. Sales 
of palladium, however, were 34 per cent less than jy 
June and were smaller than in any other month this 
year. 

The supply-demand position of the other platinum. 
group metals continued satisfactory. 


YOU CAN'T SAY THAT! 


(From page 250) 
FIRM NAMES 


Geographical names should not be used in the name 
of a firm or otherwise, so as to indicate that the firm 
operates in two or more countries or sections or imports 
its product from some foreign country or countries yp- 
less such is a fact. 

The term “Diamond” should not be used as part of 
a trade name unless a substantial part of the business 
consists of the buying or selling or dealing in diamonds, 
or if it gives any misleading impression as to the nature 
of the business. (See also F. T. C. S-03211.)  Simi- 
larly with any other term which would give a mislead- 
ing impression as to the nature of the business. 


LENGTH OF TIME IN BUSINESS 


Misstatements should not be used as to the length 





















Our first post-war year’s production of 
golden-hued Dirilyte flatware and hol 
ware is being allocated to our old dec 


to fill their many advance sales. But sit 
we have already expanded our output 
2¥2 times any pre-war year, we hope to bi 
able to accept some new accounts for 1 
We invite preliminary inquiries. : 


The domestic demand for Dirilyte is so great that 
feel we should restrict export until dealers here ha 
had a chance to build up their stocks. However, 
response to urgent requests, we have appoint ¢ 
agencies, for 1947 shipments, for Mexico, Central 
South America, Cuba, Jamaica, Philippines, Honolu 
Europe, Egypt, South Africa, Rhodesia, India an 
Middle East. Call or write us for more info 
on the domestic or foreign field. We will gladly 
you a copy of our fine color brochure on | 


" Ditilyte. Reg. U.S. 
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Sterling Silver Charms 


Due to expanded manufacturing facilities and improved production 
methods, Lyle Sterling Silver Movable Charms are now 
specially priced for the Holiday Season. 


MOVABLES 


6.19 


PER DOZEN 


No. 65 No. 69 
STORK and BABY HELICOPTER 





No. 67 
AMERICAN CLIPPER 





@ FORMERLY 
Dor 90.75 Per Dozen 


HEH 


Illustrated here are a few examples of the 69 numbers tor your selection. Order by No. 
2. PELICAN 16. MEXICAN OH A MULE 31. CHAPS 47. BALLET ICESKATER 


; 2. CACTUS 48. BALLERINA 
3. BURRO 17. DIVING GIRL 33. SHERIFF : ORGAN GRINDER 
g 4. STIRRUP 18. UNCLE SAM 34. HOLLYWOOD WOLF 50. BOWLING GIRL 
5. BINOCULARS 19. JOCKEY 35. COWBOY 52. FENCING MASTER 
6. DUCK = pn <n + Sram ease 53. WATERING CAN 
7. COVERED WAGON . : 54. BABY ON POTTY 
8. SAILOR 22. COWBOY BOOTS 38. SOLDIER WITH PACK 55. CAT AND FIDDLE 
9. TURTLE 23. BABY SHOES 39. GRAND PIANO 56. CAT AT PIANO 
‘ 24. FRENCH PHOWE 40. COWBOY HAT 7 
10. ARMY JEEP 25. SAXOPHONE 41. PEKINESE DOG 57. CAT AT MIKE 
26. . CAT WITH CLARINET 
27 
28. 
29. 








NOW *4 





11, BASSINET 58. 

12. POINTER DOG [ Gaeene fens = +g aaa 58. CAT WITH DRUMS 

13. STATUE OF LIBERTY. . INDIAN HEAD 44. TEA POT 60. CAT WITH TRUMPET 

14. WESTERN SADDLE . TRUMPET 45. SCOTTY 61. CAT WITH GUITAR 

15. INDIAN ARROWHEAD 30. TROUBADOR 46. ENGLISH BULLDOG 62. CAT WITH SAXOPHONE 
63. CHESHIRE CAT GA. LIBERTY BELL 


STERLING SILVER CHARMS — IMMEDIATE DELIVERY 


Genuine Navajo Indian Jewelry 


Now available . . . a full line of handmade Navajo Indian items of exquisite beauty. Made of 
Sterling Silver with turquoise stones. Made by the Navajos. Send for a sample assortment on 
memo. Keep the numbers you want—return the balance for credit. Return postage at our expense! 











DISPLAY CARD Ye 


si," 27° 253 S. WESTERN AVENUE = sae 


GRATIS WITH $| 1.25 


$50.00 ORDER | LOS ANGELES 4 





I YELVETEEN LYLE MANUFACTURING CO. prem | 











IMPORTANT NOTICE 


All merchandise shipped open account. Terms 2°/, 10 days—30 days—NET. Upon receipt of shipment, you 
are privileged to return any items you desire for FULL CREDIT. Return postage at OUR EXPENSE. 
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of time a concern has been in business. For example, 
a statement such as “Established in 1887” or “Estab- 
lished over 80 years’ should mean that there has been 
an unbroken continuity in the commercial life of the 
enterprise ever since the time indicated. 


USE OF UNITED STATES FLAG 


It being unlawful in all of the States to use the 
United States flag for advertising purposes, the Bureau 
recommends that— 

1, Illustrations depicting the flag of the United States 

shall not be used in advertising. 

Because of the difference of opinion as to whether the 
state laws prohibit illustrations of the flag in advertise- 
ments designed to sell the flag itself, flag stickers, or 
ornaments or decorations depicting the flag, it is further 
recommended that— 

2. Advertisers contemplating the use of illustrations 
of the flag in offers to sell the flag or reproductions 
of the flag in the form of pins, stickers, buttons, 
etc. shall consult their attorneys as to the legality 
of such intended use of the flag in advertising. 


GEOGRAPHICAL NAMES—ORIGIN 


Geographical names should not be used to describe 
merchandise to indicate origin unless such article did, 
in fact, originate in the country, state, city, or region 
so named. 

Foreign words and terms indicating both quality and 
origin should not be applied to domestic articles. The 
term “Sheffield” applied to silverplate means silver- 


plated ware made in Sheffield, England, and of a quality 
and type like that of the plated ware originally mag. 
under the Sheffield process. 

If foreign terms are used to designate a “type” of 
domestic article it is necessary to make clear in equally 
conspicuous letters that the article is “Made in U, S.A” 


DESIGNS, PATTERNS, STYLES 


Geographical names, if used to describe design, pat- 
tern, or style, should be so used as not to be deceptive 
and so as to refer clearly to design, pattern, or style, 
e. g., “Dresden-Pattern China,” or “China, Dresde, 
Pattern.” 


ACCURATE ILLUSTRATIONS 


When an illustration of an article of merchandiy 
appears in advertising, the illustration should accurately 
portray the merchandise to be sold as to size, quality, 
quantity, design, substance, price and all other parts, 

Misleading illustrations or layouts of any nature 
which show merchandise in a, false or misleading rel) 
tion to the price, or in exaggerated proportions, should 
not be used. [Illustrations of merchandise which are 
not representative of the merchandise in stock or adver- 
tised should not be used. 

If, in advertising a group of articles of the same 
kind, an illustration of one of those articles is used 
which is not representative of all the articles in the 
group, the advertising should indicate that fact by a 
clear and prominent statement. 

When an article illustrated in an advertisement is 
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‘JUNGLE 
GODDESS” 


igh finish in pink or 
a ow gold plate or silver 
finish on brass base. CHO- 


KER No. 607...$18 doz.; 
BRACELET No. 504.... 
$6.75 doz. 


“CAGED 
TIGRESS” 


Beautifully hand polished 

pink or yellow gold plate 

or silver finish on brass 

base. BRACELET No. 502 
...$18 doz. 








WE'RE BEATING 
THE DRUMS FOR 





ANOTHER STAN-FEL first... 
ANOTHER STAN-FEL 


exclusive! 
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ett 


Exquisite pink or yellow 
gold plate or bronze finish 
on brass base. CHOKER 


a. eee $90 doz.; 
BRACELET No. 525 . 
$24 doz. 
“SLAVE GIRL” 
Rich hand finish. Pink or 
yellow gold plate or silver 
ie finish on brass base. CHO- 
ie KER No. 608... .$54 doz. 
iH “JUNGLE VINE” 
Plated in two-tone pink ORDER 
and green gold on brass 
base. CHOKER No. 611 
ees ERAUELET BY STYLE 
No. 514. ....+. $6.75 doz. NUMBERS 
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Jungle Jewelry! Jungle Jewelry! Jungle Jewelry! Hear 
it beat out that rhythm .. . of steadily mounting sales . . . as 
across the nation, wave upon wave of America’s fashion-wise 

women take up the rising, swelling CALL FOR JUNGLE 
JEWELRY! It’s sensational! It’s sell-on-sight merchandise 
because it’s so fine and finished so beautifully by hand. 
Stan-fel is FIRST with it! Place your orders now. 


tan-fet 


JEWELRY CREATIONS 
MANUFACTURING DISTRIBUTORS 


DETROIT LOS. ANGELES 
9th Fl. David Stott Bldg. * 312 Consolidated Bldg. 
el 
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not the model to which the advertisement principally 
refers, then the selling price of the illustrated model 
or article should be listed in prominent and legible 
figures directly beneath, or in close proximity to the 
illustration, by some such statement as “Model illus- 
trated sells for $0.00.” In such case, deception would 
be avoided if the selling price of such illustrated article 
were as conspicuous and in the same size type as any 
other price in the advertisement. 


STYLE OR DECORATIVE ILLUSTRATIONS 


When illustrations are used simply for decorative 
purposes or to indicate style, care should be taken that 
they are not misleading, or would not create a false 
impression as to the merchandise advertised. 


LAYOUT 


When illustrations and prices are used, the layout 
of the advertisement should be so clear that there is 
no possibility of misunderstanding. The actual selling 
price should occupy a -position nearest the article to 
which the price refers and should not be placed where 
the reader could misconstrue it to apply to other 
merchandise at a different price. In one case involving 
an advertisement of goods at a range of prices, e. g, 
$39.95 up to $99. the advertiser stipulated with the 
F. T. C. to state the maximum price in immediate con- 
nection with and in equally conspicuous type as the 
minimum price. 

The practice of illustrating an article or model or 
advertising a trade-mark or brand name in such a 


manner as might create the impression that an adver 
tised price applies to it, when such is not the fact, ‘. 
unfair and misleading. The article available at: . 
advertised price should be clearly and definitel, 
indicated. : ; 


ARTICLES SOLD IN SETS 


When articles are sold in sets only, the price of the 
entire set should be the featured price. In such case 
it is improper to advertise or display a price on eqch 
piece of the set, if, in fact, the pieces are not sold 
separately. 


ENLARGED ILLUSTRATION 


Advertisements frequently include enlarged illustra. 
tions for the purpose of clearly showing the style or 
details of a small article. Such illustrations may create 
an incorrect impression as to the actual size of the 
article illustrated or of its component parts. 

Where such illustrations might create an incorrect 
impression as to actual size (e. g., in illustrating dia- 
mond rings and other articles of jewelry) the adyer- 
tisement should indicate clearly, near the enlarged 
illustration, that the illustration has been enlarged, For 
example, “Enlarged four times,” “Enlarged to show 
detail.” The proportions of the component parts in 
such enlarged ‘illustrations should be accurate. 


FANCIFUL OR UNCOMMON NAMES 


There are many fanciful or uncommon names which 

















Liew: 
FY, Z 
GY ’ 


Vv 


fam Ous Hills in History 
mas 





Monastery 
Hil.....a 


Birthplace of the Benedictine 
monks —used as a fortress 
by the Germans—torn from 
enemy hands May, 1944. 











Hill & Company...... 


: E oday J wholesalers of quality jewelry 


5 NORTH WABASH AVENUE ¢ CHICAGO 2,.ILLINOIS ¢ 16TH FLOOR 
NOVELTY JEWELRY * WATCHES © WATCH MATERIALS * JEWELERS’ SUPPLIES 
LOS ANGELES OFFICE—707 $. BROADWAY, LOS ANGELES 14, CALIFORNIA 





—— 
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STERLING SILVER AND 


J. A. MEYERS & CO., 


1031 WEST 7th STREET, 


LOS ANGELES 14, CALIFORNIA 


SiLvER 


STYLE PER DOZ 


Anchor U.S.N. $4.50 
Bomb 4.50 
Cross 4.50 
Helmet 4.50 
Paratrooper 4.50. 
Arrowhead 6.00 
Baby Cup 6.00 
Baseball Player 6.00 
Bear 6.00 
Bomber 6.00 
Boot 6.00 
Boy’s Play Wagon 6.00 
Brassier 6.00 
Bulldog 6.00 
Cactus 6.00 
Camel 6.00 
Cannon 6.00 
Cat 6.00 
Chap 6.00 
Chow 6.00 
Clown * 6.00 
Cocker Spaniel 6.00 
Covered Wagon 6.00 
Cowboy 6.00 
Daschund 6.00 
Diving Girl 6.00 
Donkey 6.00 
Duck 6.00 
Elephant 6.00 
Fan Dancer 6.00 
Fawn 6.00 
Frying Pan 6.00 
(gq Frying) 
Giraffe 6.00 
Goat 6.00 
Gondola 6.00 
Greyhound 6.00 
Gun (Western) 6.00 
Hat 6.00 


1OKGOLD 
Eacn 


$3.25 


2.50 
3.25 
3.00 


4.50 
3.25 
4.25 


3.75 


3.00 
3.75 
3.25 


3.75 
3.75 
3.75 
4.25 


3.25 
3.75 
3.00 
3.75 


3.75 
4.50 
4.25 
3.00 
4.25 
3.00 


4.75 


3.25 
4.50 
3.75 


No, 2430 Sterling Silver . . 
No. 2466 Sterling Silver . . 





* 


*— 


Now that silver is available we are | 


This is CALIFORNIA 


position to service more accounts 


the line you nave heard 
‘o get 


probably unable 
* 


STYLE 


Hula Dancer 
Hula Hut 

Husky 

Indian 

Indian Headdress 
Indian Warrior 
Iron 

Kangaroo 

Keys (Two) 
Knife 

Ladies Shoe 
Lariat 

Love Birds 
Majorette 
Masonic 
Mexican 

Monkey 

Opera Glasses 
Outrigging Canoe 
Palm Tree 

Pig (With Cane) 
Police Dog 
Prospector 
Rabbit 

Saddle 

Sailboat 

Sailor 

Sandal 

Scotty 

Skull and Bones 
Spur (with Chain) 
Star of David 
Statue of Liberty 
Steer 

Stirrup 

Stork 

Terrier 
Tomahawk 


SILVER 


PER DOZ. 


6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 


6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 
6.00 


1OK GOLD 
gacn 


3.00 
3.75 
3.00 


3.75 
3.00 
4.50 
4.25 
5.00 


3.75 


3.00 


4.25 


3.00 
3.00 
4.50 
3.25 
3.75 
4.50 
3.00 
3.00 
3.75 


3.75 


3.75 


4.50 
3.25 


—~yuntil 








CHARM BRACELETS 


9.00 Doz. 
13.50 Doz. 


No. 2423 10K.Gold . . . 
No. 2424 10K.Gold .. . 


of but you were 


now 





MADE IN 


ESTABLISHED 1912 


STYLE a= Sa 
Tommy Gun 6.00 3.25 
Totem Pole 6.00 3.25 
Trojan 6.00 3.25 
Trumpet 6.00 3.25 
Uncle Sam 6.00 3.00 
Vest 6.00 3.75 
Violin 6.00 
Water Pitcher 6.00 4.25 
Wing and Prop 6.00 
Bronco 7.20 4.50 
Drunkard 7.20 
French Telephone 7.20 475 
Guitar Player 7.20 4.25 
Ice Skater 7.20 3.00 
P-38 (Full Model) 7.20 3.75 
49'er 7.20 
Service Cap 7.20 3.75 
Baby Shoes (Pair) 9.00 5.50 
Chair 9.00 3.75 
Grand Piano 9.00 3.75 
Mule (long Ears) 9.00 
Scissors (Moveable) 9.00 475 
Wed. & Eng. Ring Set 9.00 4.50 

(Stone in Eng. Ring) 
Angel 10.80 4.50 
Anti-Aircraft 10.80 5.75 
Jeep 10.80 5.75 
Jitterburgs, 10.80 
Tank 10.80 575 
Telephone 10.80 4.25 
Violin & Bow 10.80 5.00 
Bomb (Large) 12.00 
Coffee Pot 12.00 5.50 
(Moveable Lid) 
Knife, Fork & Spoon 12.00 
Morman Temple 12.00 6.50 
Tea Pot 12.00 5.50 

(Moveable Lid) ” 
Roller Skate 13.50 
Stork and Baby 13.50 5.50 

(Moveabie Wheels) 
4.50 Each 
7.50 Each 














However, wherever a fanciful name fails to give essen- 
tial facts to the consumer as to material content or 
nature of the merchandise, and wherever the absence 
of such information would be likely to deceive the cop. 
sumer, it is recommended that such fanciful trade name 
be accompanied by other descriptive words that wil] 
adequately explain its meaning. 


DISPLAYS (WINDOW OR COUNTER) 

When merchandise is displayed in connection with 
or close to a sign which quotes a price and refers to 
that merchandise, all the merchandise in that display 
should be obtainable at the price mentioned on the sign, 
The merchandise in the store, thus advertised, should 
be of the same kind, price and quality as displayed with 
the sign, provided, however, that if any of the merchan- 
dise displayed in connection with the sign is of higher 
quality or of higher price than that quoted on the sign, 
the sign should indicate clearly that all the merchandise 
in the display is not obtainable at the price quoted op 
the sign. 

All displays shall be made in good faith and mer- 
chandise displayed shall be shown and offered for 
sale in good faith without the employment of “bait” 
methods. 

Goods should not be displayed in a window unless 
they are for sale—and when the stock is depleted the 
items displayed in the window should be removed. Win- 
dow displays and signs shall be designed so that they 
are not misleading and will not have the capacity or 
tendency to mislead. 

On a price sign, the words “from,” “up,” “as low 
as,” etc., shall not be considered an adequate or proper 
qualification if the price on such sign might be under- 
stood as applying to the merchandise displayed there- 
with, when such is not the fact. If,.in connection with 
a display, it is desired to indicate the price range of 
articles of the type displayed, it shall be done in such 
manner as not to be misleading; and it is recommended 


> 66 





LOWER: UPPER: that minimum and maximum prices be quoted without 
ate fi — misleading display of the minimum price. 

— > i No specific price shall be displayed in connection 

veel Display Box with an article unless that article is obtainable at that 

4) ° price. When any sign is used in a display quoting a 

by ttcactive price which does not apply, but might be understood 


EXTENSIVE LINE OF COSTUME JEWELRY as applying to the merchandise displayed, the price of 


the merchandise displayed therewith should be clearly 
Gold-filled . . . Plated on Sterling shown. 


Gold-filled and Sterling Chokers and Bracelets HAND-MADE, ETC. 

Use of the term “Hand-Made,” or any other word 
Watch Bands rane . 

or words of similar tenor, import, or substance, to des- 
a oe cribe articles not entirely made by hand, is incorrect. 
Sterling Silver Cigarette Cases The term “Hand-Fashioned” should mean the same 
Baby Jewelry © Lockets © Crosses ¢ Anklets. as ‘““Hand-Made.” 
The term “Hand-Finished” is an indefinite and mis- 
leading term and should not be used unless in conjune- 
tion with it the advertiser gives the specific hand finished 


ACTIVE NOVELTY KOUSE oe 


nie) 120) °9-0449) The term “Hand-Carved” should only be used when 
ee the work has been done by hand. It should’ not be used 
JE* NEW YORK 16,N. Y. to describe molded, stamped, or machine work imitating 


hand-carving. The same-rule applies to “Hand-En- 
graved.”’ 
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HAND-TOOLED (LEATHER) 

The terms “Hand-Tooled” or “Tooled” should be 
applied only to that leather engraved or embossed by 
hand with hand tools. Leather embossed or stamped 
by machine should not be described as ‘“‘Hand-Tooled”’ 


or “Tooled.” 


DECORATING METALS 

As a decoration on metals, “Engraving” means the 
cutting of designs into metal by means of a sharp tool. 
“Plat Chasing” is made by impressing or countersink- 
ing @ decoration into a metal by hammering it in by 
small tools and punches, ‘‘Repousse Chasing” is a raised 
pattern on the outside by hammering on the inside. 
“Bmbossing” is a process similar to chasing, but is done 
from the underside of the article—by striking or im- 
pressing metal into a die with force. The term “Ham- 
mered” designates a form of decoration resulting from 
repeated taps on the surface of the metal with a light 
hammer. 

Etching decorations on metals is the producing of 
an engraved effect by applying the design with a chem- 
ical so that the metal is eaten rather than cut away. 

Engine Turning is the process of decorating metal 
by means of a cutting tool controlled by a craftsman 
following a design applied to the metal by stencil, gen- 
erally on toiletware and novelties. 


GILDING 
The process of putting a layer of gold (gilt) on an 
article. 


DESIGNS 


Some designs and models are copyrighted or patented 
or otherwise controlled and cannot lawfully be used 
by other than the owner of the copyright or patent or 
without his permission. Aside from this it is unethical 
for one business concern to appropriate the original 
designs and models of others. 


“REPLICA"—"REPRODUCTION" 


“Replica” should mean a true reproduction in ali 
characteristics. ‘Reproduction,’ ‘Reproduced’ should 
also mean a copy, not merely in pattern or design but 
in all particulars, such as material, workmanship, etc. 
If a “style” or “pattern” is reproduced, that may be 
stated, e.g., “Reproduction of Indian Style,” ‘“Repro- 


duction of Colonial Style.” 
(To be continued in December issue) 


10 IDEAS FOR CHRISTMAS SELLING 
(From page 290) 


varieties of each without crowding. A watch window 
had a panel of black velvet and at the top a cluster of 
silver foliage and white frosted bells, with electric bulbs 
for clappers. On steps covered with black velvet was 
an array of watches for both men and women at a con- 
siderable range of prices. Inside the store, down the 
main aisle, were placed a series of gift tables, each 
showing a collection of items at a single price. This 
main aisle is directly in line with the glass doors, and 
the interior can be seen by night as well as by day. 








hands on. 


An Open Message to Jewelers Everywhere 


| AM IN URGENT NEED 
OF SET AND UNSET 
DIAMONDS 


I am faced with a serious shortage of set and unset diamonds. As a result, I am 
prepared to pay top market prices for virtually every diamond I can lay my 


For your confidence, I would normally — upon the reputation I have earned 
during thirty-eight years in the jewelry 


usiness. However, the immediacy of 


TS OS 





my present problem is such that I am including in this advertisement certain 
information for those who may be unacquainted with me: 


I am a Member of The Jewelers Board of Trade and of the Fifth Avenue Asso- 
ciation. Bank references furnished. 





If you can use my cash as much as I can use your surplus diamonds . . . send the 
diamonds by American Railway Express, insured. Include your asking price. 


Remember, because of my present shortage, the sooner I get your merchandise 
the higher my price will be. 


IRVING SACKS, INC. ° Dept. J-K . 264 Fifth Avenue, New York 1, N. Y. 
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Millers, Detroit, Mich., ran a quarter page ad, show- Two small windows were devoted to featuring ching 
ing a laughing youngster, captioned “Something for the and crystal respectively. The former suggested ching 
Baby.” Especially featured was a 3-piece baby set— for the holiday bride. Standing on a pedestal Was 4 
plate, bowl and cup—in ivory tint semi-porcelain, deco- bride in white satin. An art card suggested “Fine Din. 


rated with little nursery figures. It sold at $2.00, and nerware Every Woman Loves—Royal Doulton, Wedp. 
brought many into the store. Once in the baby section, wood, Minton, Royal Worcester, Haviland and Lamber 


surrounded with gifts of silver, birthstone rings, and ton.” Wedgwood and Haviland plates, cups and Saucers 
toilet articles, many changed their mind and bought were shown. An adjoining window had an interest; 
higher priced gifts. The store also installed a special display of Duncan Sandwich Glass. A third windoy 
baby window, wtih a silver framed, tinted photo of a with blue glass background and glass shelves displayed 
winsome baby, surrounded with gifts to please both the specimens of Rock Sharpe, Fostoria, Seneca, Tiffin ang 
youngster and his parents. Down front the baby set Duncan crystal. : 
advertised in the papers, was displayed. At Rhodes, in Los Angeles, one window showed , 
FEATURES CHINA AND GLASSWARE stepped up fixture covered with white satin, on which 


were laid Christmas bells cut from velvet, alternately 
of red and green, with a ring displayed on each on. 
In the center was a turntable, also filled with diamond 


Leon Gordon, Houston, Texas, took occasion to fea- 
ture deluxe china and glass. “Everyone knows we are 
headquarters for fine silver,” said the manager, ‘and 


we want the public to know that we carry china and rings. In the other window was a two-foot figure of ; 
glass of equally high quality, so our holiday advertising laughing Santa, in ermine and red velvet with a display 
and display paid much attention to dinnerwares. Our of watches grouped around his feet. This window was 
ad of china and glass illustrated a number of cups, plates decorated in white, with panels of red, upon which were 
and stemware. It was headed ‘Let’s Go to Gordon’s for superimposed stylized Christmas trees of cardboard and 
China. If you have ever been served by a hostess with clusters of red poinsettias. 


tea from her Wedgwood or Haviland service, you have 


seen the pride she took in presenting the cup of hos- CT RES Cee Sates 


pitality, the loving way she almost caresses the dainty In the windows and in several of the show cases were 
china cups. There is no gift that quite approaches a small boxes, wrapped in red or green cellophane and 
woman’s heart like the most beautiful china you can tied with silver ribbons, decorated with bells or other 
offer. She will treasure it and pass it on to her children novelties. Said the manager, “We find that these artis- 
as her mother’s finest pieces were given to her.’ ” tic gift wrappings often clinch a sale, for a popular 

















PRICED TO ATTRACT 
NEW CUSTOMERS 
tO YOUR STORE 














FOR IMMEDIATE 


y. WRITE FOR 
DETAILS 


READY 
DELIVER 








HOLMES JEWELRY CORP. 


220 FIFTH AVENUE ° NEW YORK, N. Y. 
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rice gift, deluxe wrapped, looks more important; while 
nothing is too good for a quality gift.” 

The Rhodes store is very long and narrow, and to give 
ita wider appearance both walls are mirrored the entire 
length. Along the top of these mirrors was stretched a 

arland of holly. Crystal, silver and china were shown 
on the shelves and reflected in the mirrors opposite, 
taking on an added charm. 


$4200 BRACELET AD BUILDS STORE TRAFFIC 


How advertising a high-priced item — so expensive 
that it might not even be expected to sell—can bring in 
business for run-of-the-mill jewelry is demonstrated in 
the experience of White Brothers of New Orleans. 

The item in question was a platinum diamond brace- 
let, which was priced at $4200. Coupled with it in the 
newspaper ad was a two-carat diamond ring for $2700. 
They were not items as sell in any great volume. Yet, 
for a week after a large five-column newspaper ad plug- 
ging these two items ran in the Sunday Times-Picayune, 
White Brothers was deluged by a stream of customer 
trafic such as few ads for smaller, more inexpensive 
items ever drew into the store. Newspaper readers 
who saw the ad came to examine if not to buy the $4200 
diamond bracelet and $2700 diamond ring. In the proc- 
ess of examining them they also bought such a quantity 
of other jewelry that the ad was as pronounced a suc- 
cess as if it had advertised inexpensive merchandise for 
immediate selling. In fact, it was even more of a suc- 
cess than average, according to Benjamin White. 





Diamond Bracelet 


Designed for a Queen 
+4200: 








THE HOUSE OF FINE GEMS, JEWELS AND WATCHES 














This newspaper ad for a $4200 bracelet and a $2700 dia- 

mond ring brought one of the biggest dollars-and-cents re- 

sults ever produced by a White Brothers ad. Although it 

did not sell the items advertised, and was not expected to 

do so, the store explained, it brought such heavy store traffic 

at other jewelry items of every description sold like sirloin 
steaks without points. 


“The expensive merchandise was advertised mainly 
for prestige,” he explains. ‘But it also brought us such 
an avalanche of immediate business—through the store 
traffic that it engineered—that it ranks as one of our 
most successful ads. 

“We had no idea of selling the merchandise when we 
advertised it. We were right; we. didn’t sell it. But 
our purpose was to build prestige, and to build some 
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Failure to encourage peo- 
ple to turn their old gold 
in for cash or credit to 
apply is to help your com- 


petitor. 


BUY OLD GOLD. 


This means increased traf- 
fic, increased sales and 


added revenue. 


Jewelers all over the coun- 
try are buying discarded 
jewelry in all forms. They 
find that it pays to ship to 


(ee J. 


DEES CO. 


cious Metals 
REFINERS MANUFACTURERS 


S$ E WASHINGTON STREET, CHICAGO = 














ares 





demand for the merchandise so that it will sell at 
Christmas, which is when we expect to move it off the 
counter. The net result of the ad was a tremendous 
job of store prestige-building—plus one of the most 
successful immediate selling results we’ve ever had as 
well.” 

In addition to the volume of traffic which the ad drew 
from the city of New Orleans, it also drew from the 
surrounding trade territory an enormous volume of mail 
order inquiries. Letters were still pouring in after a 
week. But more important than the letters, it brought 
country customers into the city and into White Brothers 
to see the merchandise. Many made a special trip to 
New Orleans for that purpose alone—and bought other 
merchandise at the store while they were looking. 





LEADING WAY FOR PEACETIME EXPANSION 
(From page 294) 


be seated to make her choice of silver in semi-isolation. 
This arrangement was devised largely for the con- 
venience of the bride, who spends so much time and 
thought on those important first selections. Not far 
away from this counter is to be a small stage, complete 
with theatrical arrangement and lighting, where a single 
— and frequently changed — table setting will be 
dramatized. 

In the jewelry department, too, the showcases are 
interrupted at intervals with small individual counters 
where the customer may examine the merchandise at 


leisure. Behind these counters, the wall space ig broke, 
with a series of tiny, brightly-lighted niches fo, the 
display of single units or small groupings of pieces, 4} 
one end of this section is the diamond room wher 
again, privacy is assured by partitions of opaque 
decoratively etched glass. 

Both of these departments are on the main floop af 
the store, together with the displays of watches and 
clocks, leather goods, and photographic equipment 
Bromberg’s is one of the first jewelry stores to make 
a special feature of this photographic department, anj 
it is to have a prominent place in the new quarter, 
The optical and the hearing-aid departments will Oceupy 
the mezzanine. 

The second floor will be devoted to displays of ching 
glassware, gifts, lamps, artware, and terrace furnituy 
Along one wall of the china and glassware departmen, 
is to be an unbroken series of display cabinets in th 
form of shallow, incurving bays, while from the opposit 
wall, long-tiered display fixtures jut out into the room 
A combination of incandescent and fluorescent lighting 
is being used for the always-difficult displays of glass, 
with intense spotlights placed for emphasis at strategic 
points. 

Furniture for the living room and dining room vil 
be shown on the third and fourth floors, together wit) 
draperies, rugs, and floor coverings, and on the fifth 
floor will be electrical appliances, radios and house 
wares. Much of this merchandise is new to the Bromberg 
store, and indicates its widening scope. 





returned express prepaid. 


JULIUS 


JuLius GoopDMAN 


P ATTERNS change and jewelers have in stock Sterling 
Silver for which they may never have another call. 


These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. 


We will pay the expressage when you ship the merchan- 
dise to us and if our offer is not acceptable it will be 


GOODMAN & -SON 


77 Mapison AVENUE e Mempuis 1, TENNESSEE 


OO OO LO OO EO SEO Vs iE EO OO OO BOON LOT Os 


We Can Move Your Inactive Pattern 


wt» STERLING SILVER 


Core 


We are interested 
in purchasing 


ANTIQUE 


“AND 
USED JEWELRY 


to any amount 


JosePpH A. GooDMAN 


Reference: THe Jewe.ers’ Boarp oF TRADE 
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okey BUSINESS URGED TO SET SIGHTS HIGH 


t thi — Retailers, wholesalers, and other American business 

7 engaged in distribution are urged by the Chamber 

here of Commerce of the United States to set their sights on 

aMe,| postwar volume of business from 30 to 50 per cent 

her than the prewar maximum. Nothing less than 

t otf pis, the National Chamber warns, will maintain the high 
? ° * . . 

and} jevels of employment in both distribution and produc- 
nent} tion essential to future prosperity. 
uake In a report prepared by a group of leading business 
and men working under the sponsorship of its Domestic Dis- 
ters, tribution Department, the National Chamber suggests 
, number of practical measures to facilitate the future 
operations of the individuals and organizations in dis- 
tribution who must find markets for this increased vol- 
tet me of goods and services. Upon their success will 
nem depend the continuity of employment, not only of their 
the own staffs, but of millions of production workers as well. 
_ This report, published under the title “Distribution— 
son Key to High Employment,” draws a sharp contrast 
ting between the reconversion problems of producers and dis- 
tributors. Manufacturing volume, it points out, reached 
egic . : ‘ \ 

unprecedented high levels during the war; the reconver 
| sion problem of the manufacturer is to shift to peace- 
will time products without losing momentum. Distribution, 
rith on the other hand, was adversely affected. “The goods 
- available to civilians were handled by distributors with 
little need for the exercise of their normal promotional 
ert. coal , ‘ 

instincts. To the distributor, reconversion will be a 
—| chance to exercise his all-pervading instincts to sell, pro- 
ex | mote, and distribute the maximum products of American 
industry.” 

To prepare themselves to meet the needs of the future, 
the National Chamber suggests that distributors explore 
» | the possibilities of the proper selection and training of 
personnel, including both present and prospective em- 
jloyees; develop their fact-finding, or market research ; 
alert to opportunities for improvement in distribution 
practices and possible reductions in the cost of doing 
business; and try to develop understanding by other 
business men, government officials, consumers, and the 
general public of the essential function of distribution 
in bridging the gap between the producer and the con- 
sumer. 

In the field of merchandising, which includes all ac- 
tivities between the factory door and the actual display 


it is recommended that distributors pay more attention 
lo the selection of goods, the maintenance of stocks, 
pricing practices, and relations with vendors whose 
packaging, advertising and sales policies exert much 
infuence upon the final sale of merchandise. 

Advertising and sales promotion are termed the dis- 
tributor’s counterpart of the machine in production. 
They apply mass methods—magazines, newspapers, 
radio, ete.—to multiply sales messages, thus permitting 
distributors to reach a great many more potential buy- 
ers than could be interested by direct personal contact. 
“Much of the responsibility for stepping up sales to 
new levels will fall, therefore, upon advertising and 
sales promotion—perhaps the greatest part of this re- 
sponsibility. The miracle of production that has already 
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welcome change, a chance for major expansion, and a | 


of goods at the point of sale to the ultimate consumer, 




















































AUTHENTIC ‘*EUROPEAN"’ 
OR *‘SOUTH PACIFIC’’ 
COLORS ON STERLING 
SILVER OR 10-KT. GOLD 


No. 525: S/S European Theater and 
Purple Heart. 
No. 225: In 10KT gold. 


Reproduced with 


pectual 
Colors 





CLOISONNE 
ENAMEL 


A "Cloisson-Art”’ origi- 


No. 522: S/S European Theater or 
South Pacific. 
No. 222: In 10KT gold. 


nation in authentic rib- 
bon colors. Wherever 
rings are sold this ring 
is a sensation! The 





perfect gift for our 


No. 520 S/S European Theater or 
South Pacific. 
No. 220: In 10KT gold. 


returning heroes . . . 
Sweethearts, husbands, 





fathers, brothers, sons 
. . All who have 
earned service ribbons 


appreciate a gift of a 





campaign-ribbon ring. 
No. 523: S/S European Theater or 
South Pacific. 


‘Patent & Copyright Pending No. 223: In 10KT gold. 


“CLOISSON-ART” creations include Lockets, Crosses, 
Crucifixes, Masonics, Lodge Emblems and Rings. 





MANUFACTURERS 






CALIFORNIA 


430 SOUTH BROADWAY 
LOS ANGELES, CALIFORNIA 












» Authentic replica ofan 
old English joint fork 
Circa 1800-1815 
Actual size 
9% inches long 


1-454) 
ing My 


Fila WM 


scarce fine silverplate was last Christmas and how 





You know how 


short it will be this Christmas too; particularly in 
gifts for men. 

Here is a brand new item in the finest of silver- 
plate—Carving Aid by Gerity. Just the thing 
for men who do their own carving. Its beauty as 
well as its usefulness will appeal to both sides of 
the family. One of those pieces people display 
with pride and talk about. Orders are now being 
filled as received. Rush yours today. 


GERITY-ADRIAN MFG. CORP., ADRIAN, MICH. 


In rich, full-color 
gift package 


$ 00 
PER DOZ. 
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taken place in our factories must be su 
a miracle of distribution.” 

Another factor stressed in the report is the im 
tance of good personnel relations as a means of sail 
an alert, efficient, and cooperative staff to cna 
maintain good customer relations. “Top manag 
must frankly recognize that staff morale is as vale 
an asset as stocks of merchandise and physical cull 
ment.” The report carries many specific cunsealil 
for attaining the desired results. 

Copies may be obtained by: addressing the Chamber 
of Commerce of the United States, Washington, D, C 


pplementeg br 





VICTORY LOAN TIPS FOR RETAILERS 


(From page 298) 


during the forthcoming Victory Bond Campaign, Yo 
could call it ““Name-of-your-store Bondmobile.” 


* * * 


Stores often seek a way to feature Bonds and babies, 
Why not build a display around the special Walt Disney 
certificate obtainable at your local War Finance office. 
Most states give these certificates with a Bond purchased 
in the name of a child. A replica of a boy or girl ina 
beautiful bassinet or sitting among toys or whatever 
merchandise you most wish to exploit could be featured, 
Your sign could say simply “I’m a Feller With a Future 
My Folks Buy Me Bonds.” 


* * * 


Florists of Indianapolis, Ind., contributed roses for 
two days during the last drive and helped boost sales 
considerably. Every purchaser of a $25 Bond received a 
dozen roses; purchasers of $100 or larger Bonds re 
ceived three dozen roses. Such a promotion could be 





— 


PLATED FLATWARE BACK ON DISPLAY 








What is undoubtedly one of the first window displays of 
plated flatware to appear in any jewelry store for several 
years was shown last month by the Michaels store in Meriden, 
Conn. As every jeweler is all too painfully aware, plated 
flatware has been completely off the market, and the few 
stores which were fortunate enough to have some inventory 
of it, so far from promoting its sale were trying to stretch 
out their stocks to last as long as possible. To see a display 
like this again is news—like the first robin in the spring. 
Shipments are still being made on a quota basis, of course, 
but similar windows will no doubt begin to appear from now 
on as jewelers once more begin to go after business in this 
class of goods. 
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taged in cooperation with your local florist or a group 
? them. Head of your store and head of the flower shop 
vould be photographed presenting a bouquet to the first 


haser. 
pure * * * 


Are you planning a Victory Bond rally for a Satur- 
day night when farmers are in town for their week’s 


shopping? 


* * * 


If your store is in a rural area, why not organize a 
Bicycle Brigade of solicitors for Victory Bonds. Nothing 
can beat the personal solicitation! Start off the Brigade 
with a parade through town after you've decorated the 
bikes in red, white and blue and—of course—the name 


of your store. 
* # 


If there’s a Gamma Phi Beta chapter near you, you 
might tie in with their “Bonds Buy Mercy” campaign. 
It’s got a mighty timely appeal. 

* * * 


To do something really different, set up a “Phone-A- 
Bond-Booth” for women volunteers and provide tele- 
phone service in comfort for solicitors. Rhode Island 
women tested this scheme successfully in the last drive. 
Your store will get some real publicity in local news- 
papers and your sales of Bonds will zoom accordingly. 
Probably, the phone company will assign a special num- 


ber for your booth. 
* * * 


Have you considered a Victory Bond contest honoring 


A 
B{ Made in widths from 

Cr 2MMto1l0MM,aswell @& 
; as various heights. H 
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Rope design comes in 3, 3%, 
5, and 64MM widths. 


Made to specification in 
all dimensions. 


The NIASH REFINING COMPANY 
takes pride in its fine reputation... 


local servicewomen? War Finance Committees in Syra- 
cuse and Onondaga County, New York, found such an 
approach successful and there’s every reason why a 
single store or several stores together could work it out 
Each $25 Bond purchase, singly or in multiples, allows 
the buyer to cast a vote for a favorite servicewoman. List 
local servicewomen’s names on an honor roll; include 
those in Wac, Waves, Spars, Marines, Army and Navy 
Nurse Corps, and Red Cross Overseas Field Service 
Workers, all are eligible for election as “Victory Ser- 
vicewoman.” Prizes in Bonds of $1,000, $500 and 27 
smaller denominations go to the winners. Can’t you see 
all the newspaper features stories coming your way 
from such a promotion? 
* * # 


In Logan County, West Virginia, the women asked lo- 
cal retailers to slip a Pin Money Bond stamp album in 
every new purse at the time of sale. The idea is spread- 
ing and you might consider using it to reach your women 
customers with a visible reminder that it is high time to 
start saving toward that extra Bond for the Victory 
Loan. Your local war finance chairman or women’s 
leader can supply details. 

* * # 

Timely, heart-warming! Daily, post in your window 
or over your Bond booth during the campaign the total 
in Bonds sold to date and say “So far, that’s enough for 
hospital care for 0000 servicemen and women for 0000 
days.” Army and Navy officials released the fact that it 
costs about $5 a day for hospital care. 






‘ALLOYS AND SOLDERS 





Niash Alloys and Solders 
are the finest in the business, 












created by our metallurgists 
for jewelers who demand qual- 
ity. Our line is complete for all 


colors‘and karats. 











Consult us on 
your wire problems 
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Available to all state war finance chairmen is the 
name of a returned Army or Navy nurse, in some in- 
stance a decorated individual, but in all cases a person 
with interesting experiences. Call on your local war 
finance office for the name of the lady in your state for 
an appearance at your Bond rally or store special event. 


> + @ 


Here’s a picture idea. It’s practical for an ad or a 
window. Line up photos with names of Gold Star 
Mothers in your community. Your streamer headline 
might say, “We Gave Our Sons, Won’t You Lend Your 
Dollars? They Finished Their Job—Let’s Finish 


Ours.” 
* * * 


As a real attention-getter on your store-sponsored 
radio program, why don’t you adapt a knock-on-the-door 
as your theme identification during the Victory Loan. 
The announcer could explain that it is the knock of 
your community’s Bond canvassers for the Victory Loan 
and that your store urges people to respond. 


* @ 


Here’s an easy way to tie your store into local Victory 
bond activities. Get permission from the “city fathers” 
of your community to use the sidewalks in front of your 
store. Then ask some outdoor poster people about 
water glass poster solution. Usually, a poster treated 
with this mixture can withstand foot traffic for several 
days. Where do you get posters? A variety are avail- 
able from your local War Finance Committee. 
























Why not run an ad at the beginning of the Drive o 
just before to help recruit women volunteers fo; 
Victory Loan? Auerbach’s, Salt Lake City, Published 
pictures of district drive heads with their names and 
addresses and a little story about the kind of Persona] 
activity each sacrifices in order to sell Bonds. The ad 
said prominently, “These Busy Women Give a Moni 
and a Half to the Loan Drive. . . . Will you Give 9 
Days?” 

* * * 

When your town’s outstanding hero is about to re- 
turn, you could arrange to stage a “Welcome” event jn 
which purchasers of Bonds may affix their Signature 
to a “Welcome Book” to be presented during the ugyy| 
speeches. 


1944 DIAMOND EXPORTS FROM PALESTINE 


Exports of polished diamonds from Palestine in 1944 
totaled 78,593 carats, valued at £3,292,837 (£1- 
$4.02 in U. S. currency) according to a report published 
in a recent issue of Foreign Commerce Weekly, pub. 
lished by the Bureau of Foreign and Domestic Com. 
merce, Department of Commerce. 

Of the total quantity exported, the ‘United States pur. 
chased 69.82 per cent, accounting for 71.47 per cent 
of the value. India, the second ranking purchaser, 
bought 25.32 per cent, accounting for slightly more than 
23 per cent of the total value. Smaller purchases wer 
made by Canada, Egypt, Iraq, Iran, Turkey, and the 
Netherland Indies. 
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17 JEWELS, CHROME CASED 
STAINLESS STEEL BACK 


Phone, write or wire for prices, etc. 


SURREY TRADING CORPORATION 
« NEW YORK, N. Y. 


220 FIFTH AVENUE : 


urrey Trading Corporation 


presents a line of watches 
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UNIQUE METHODS BUILD UNIQUE BUSINESS 
(From page 306) 


e recent San Francisco World Security Conference, 
representatives from all the countries in attendance, re- 
uested and followed through on a visit to the Oriental 
department at Gump’s. 

Thus, predominating the merchandising, advertising 
and promotional efforts of “The Treasure House” is the 
gnusual. The unusual in merchandise and the unusual 
in their association and contact with the public. Yet, 
at no time is the presentation of this theme without the 
quality of refinement. The very word Gump’s has come 
to mean all that is fine. This reputation has been care- 
fully built through years of planning and adhering to 
policy: Gump’s market is not San Francisco, not Cali- 
fornia—but a world market established through a pro- 

am of carefully coordinated merchandising advertis- 
ing and promotion. 


th 


PLEDGES GREATER AID TO BUSINESS 
(From page 310) 


To carry out this ambitious program, Mr. Wallace 
plans an extensive re-organization and expansion of the 
Department. 

The first step will be to appoint three new Assistant 
Secretaries of Commerce, in addition to the present 


room for plenty of profits for you! Don't wait . 





arrange now tor work in the following departments: 
Jewelry Repairs, Stone Setting, supplying Precious, Semi® 


precious stones, Birthstones and Mountings. 


When repairs “get you down"—Try ALMA! 


HLMA SeAVIGE COMPANY 


DISTRIBUTORS 


WALKER 5-5512 


WHOLESALE REPAIRERS 


12 BOWERY 


RESIDENT BUYERS MANUFACTURERS 


NEW YORK 13,N.Y. e 
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N 
If you haven’‘t, you should! 
. . for ALMA can erase that 
worried, doleful look resulting from repair problems. ALMA can speedily and 
satisfactorily repair everythingea jeweler sells—and—prices leave plenty of 
. . get into the habit of calling 


on ALMA—for ALL your repairs! We are as near to you as your postoffice! 


PLEASE NOTE! Because of the coming busy season, we suggest that you 






Under Secretary, and one Assistant Secretary. Each 
of the four Assistant Secretaries will be placed in charge 
of some one major group of activities—one for air com- 
merce and related services; a second for international 
trade; the third for matters having to do with the in- 
dustrial economy; and the fourth to supervise activities 
related to small business. 

Certain business promotion functions now in the Bu- 
reau of Foreign and Domestic Commerce will be trans- 
ferred to the Assistant Secretaries, to be incorporated 
in the over-all program, and a substantial expansion 
of the field operations of the Department is contem- 
plated. 

“We hope eventually to have a local field office in 
every important metropolitan and industrial area,” Mr. 
Wallace said. “The services which the Department has 
to offer should be available through those field offices, 
and the men in the offices should work very closely with 
the business men and industrialists in their respective 
areas. We want a decentralized operation in which as 
many of our services as possible will be brought to the 
business man in the area where he operates.” 

Closer liaison with trade associations and with such 
national business organizations as the National Associa- 
tion of Manufacturers, the U. S. Chamber of Commerce, 
and the Committee for Economic Development, is 
planned. 

The program is an ambitious one, and business will 
undoubtedly be watching its development with unusual 
interest. 









































THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


—_ 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 
Case “Repairing 
Recasing & Dialing 


Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 
Engraving 
Plating 
Gold. . . All Colors 


Silver—Palladium 
Chromium—Nickel 


Holloware and 
Flatware 


Optical Repairing 
Silverware Refinished 
Pens and Pencils 
Cigarette Lighters 
Electrical Appliances 

Radios - 
Luggage 
Cameras 
































ANNOUNCEMENT 
To Watch Importers 


é 





In addition to our Watch Repairing Depart- 
ment, we now have a complete Watch Casing 
Service. 


All watches cased by us are timed for 48 hours 
before they are returned to you. Minor 
adjustments made without additional charge. 
We will also attach all types of Watch. 
Attachments. 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th STREET 
NEW YORK CITY 





STAR WEARS FIRST ATOM BOMB JEWELRY 


The beautiful sea-green substance resulting from th 
fusing of the desert sand under the terrific heat and 
pressure of the first atom bomb test in New Mexico hy 
been termed “atomsite.” It is said to resemble mal, 
chite, the semi-precious stone found in Russia. 

This new material may or may not ever be commonly 
used in jewelry but recently, as a stunt, Harry Klen. 
fuss general manager of National News-Features Syndi- 
cate, who had collected samples of the substance, ca 
missioned the Handley Jewelry Co., of New York, ty 
fashion a piece of jewelry using this “atomsite,” which 
was presented to Miss Oberon. 





Merle Oberon, well known Universal Pictures star, wears first 
piece of jewelry made from “atomsite", the substance formed 
from sand fused by explosion of atom bomb during first test. 


The pendant worn by Miss Oberon, in the accompany- 
ing photograph, is the result. The design is in gold and 
crystal with the raw substance imbedded in the center 
of the round decoration. Gold filigree in the design of 
radiations from the center of the atomsite complete the 
design. 

Later, Mare Koven, well known designer of Koven 
Freres, New York, was commissioned to design and cre- 
ate a set consisting of a brooch and earrings, using the 
atomsite, and mounting the greent stone in palladium. 

Designer Koven sought to symbolize the nuclear 
theory in his cage-like design of the brooch. Curving 
elliptical and concentric bars of palladium surround the 
inch-and-a-half oval shaped atomsite suspended on pal- 
ladium prongs in the center. The piece may also be 
described as a jeweler’s conception in miniature of at 
actual atomic explosion, mushrooming skyward atop 4 
pillar of cloud, leaving glassy green devastation behind. 
The palladium earclips are conventional in design with 
the atomsite cut in teardrop form. 

The jewelry was shown for the first time in. publie 
on the night of October 4, during the national “Night in 
Paradise” fiestas for the National War Fund, under the 
sponsorship of the United Seamen’s Service. In New 
York, the “‘fiesta” was held on the lawn of the late J. P. 
Morgan’s home. Models wore jewelry employing the 
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| atomsite in rings, brooches and necklaces. 
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According to Army authorities, atomsite is harmless 
and Miss Oberon wearing the substance helped to dis- 
rove the Japanese claim that the atomsite is radioactive 


long after an atomic bomb explosion. 


HANDLE WATCH WORK TO BUILD CONFIDENCE 
by JAMES CLYDE PORTER 


In many jewelry stores when a customer comes in 
to inquire about a watch that was left for repairs, he’s 
likely to be asked what kind of watch it-is, when he 
brought it in, and then have to wait fifteen minutes or 
o while the repairman looks it up, only to be told that 
it isn’t ready yet. Such a procedure certainly doesn’t 
build confidence in the store—to say nothing of the 
way it wastes the watchmaker’s time. 


L. G. and G. S. Fort, owners of the Fort Jewel Shop 
of Emporia, Kans., are determined that neither of those 
things is going to happen in their store. To prevent it 
they have devised a little system that enables them to 
tell in a few seconds if a watch left with them for repair 
is finished or not and when it will be finished. 


When a watch is brought into this store for repairs 
a card is made out at once. Regular stock 3 x 5 filing 
cards, horizontally ruled, are used. On the card is 
entered the name and address of the customer, his phone 
number, if any, the date when the watch was brought 
in, and the date when delivery is promised. These cards 
are then filed in alphabetical order in a small filing 











Earrings To Match 
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PENGUIN GHATELAINE™ 





cabinet. A tag is put on the watch with the same 
information on it. 

When a watch is finished and ready for delivery, the 
card is taken out of the file and put into another drawer 
of the file, also indexed alphabetically. 

Then, when a customer calls and asks if his watch 
is ready it is a matter of only a few seconds to ask the 
name, look in the finished,file and see if his card is in 
it. If it is, the watch is finished and ready for delivery. 
If it isn’t then the watch is still in work. If the custo- 
mer asks when it will be ready, it is again a matter of 
just a few seconds to look for the same name in the other 
file and by reference to the date promised, give the 
customer a pretty good idea when the watch will be 
ready. The whole process takes only a moment. 

Every morning all the repair jobs that have been 
completed the previous day are laid out and the card 
for each job taken out of the file. If there is a phone 
number, then the customer is called by phone and told 
that the job is finished. If no one answers the phone, 
one or two later attempts are made. Then if the custo- 
mer cannot be contacted by phone, a specially printed 
government postal card is filled in and mailed, advising 
him that his watch or other repair job is ready. In 
cases where there is no phone number the card of course 
is mailed immediately. 

According to the Forts, this little system works won- 
derfully well and is building confidence on the part of 
the public in this store—a confiderfee that will be worth 
real money in the post war world. 














H. WTADIMAN 


82 BOWERY. New York 13, N. Y 
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WOMEN IN THE JEWELRY INDUSTRY 
(From page 808) 


meeting, where I didn’t hesitate to ask questions and 
in every way learn all I could from the more experienced 
people in the field. The association was a wonderful 
help to me and my interest in association work is still 
just as keen as ever. e 

“This is my second year as president and while due to 
wartime restrictions, we could not follow the active 
program that I had planned, I hope to make up some of 
it this year.” 

Knowing Mrs. Goodell, we’re betting that she does. 

Besides her jewelry trade association work, Mrs. 
Goodell somehow manages to find time for a lot of other 
public spirited and civic activities and still not let her 
business suffer. She is a member of the Esther Chapter 
of the Order of the Eastern Star of which she is a past 
matron and is now treasurer, having held that office for 
the past 10 years. She is also an active member of the 
Epping Women’s Club, the local Garden Club and has 
been secretary and treasurer of the Town Water De- 
partment since 1926. 

Where this delicate looking little woman finds the 
‘time and energy to carry on these activities is one of 
those mysteries that will probably never be solved. The 
point is, that she does it—and does it well. 

Widely known and admired in the trade, her host of 
friends are unanimous in hoping that she will continue 
to carry on for many more years to come. 


WATCH REPAIR SYSTEM GETS BETTER PRICES 
by STEPHEN PORTER LATHROP 


Too often the watch repair department is a neglecta 
side line that fails to do the business and earn the profi 
that it could and should. 

Not so with the watch repair department of the Roat 
Jewelers of La Junta, Colo. This firm, owned by Roy 
W. Roath goes after watch repair business along a ney 
line and gets plenty of it with good profits, too, 

Whenever a watch is brought into the Roath store 
for repair, a price is never given at the time. Ins 
the customer is asked to leave the watch so that it my 
be thoroughly examined, and to return later when a 
estimate of the cost will be given. 


In the meanwhile, the watch is taken down, car. 
fully inspected to see exactly what is needed, and the 
various parts put in a separate box. Then, when the 
customer returns he is shown how thoroughly his wate) 
has been checked, and is told exactly what should be 
done and what it will cost. 


Mr. Roath reports that with this convincing evidepe 
before him the customer invariably OK’s the job and ig 
really pleased with the thoroughness with which his 
watch has been examined. Not only does this method 
produce more work because of the thorough examina. 
tion given every watch but higher prices are obtained, 
which makes this jeweler’s repair department a real 
revenue producer instead of just a little side line. 





Complete stocks for every 
calibre and make. Any 
amounts and selections of 
staffs, main springs, and all 
watch parts and supplies. 


a 
reInDrOS TOOLS: 


Complete range and wide 
selection of watchmakers’ 
and jewelers’ tools always 
in stock for immediate de- 
livery. 


Platinum, 14K. gold, yellow 
and white, loose diamonds, 
sets and mountings. 


* 


WATCH : 
MATERIALS: 


FEINSTEIN BROS. 


GRATEFULLY YOURS 


@ We are grateful to®all jewelers who have 
cooperated with us during the trying war years. 
It has been our policy to keep our friends sup- 
plied with merchandise dnd materials on a 
loyalty-rationing basis. No order was too small 
to fill. Thanks to your loyalty we are now in a 
position to serve you even better. We have 
expanded our quarters, where under one roof 
the jeweler can now have a complete and wide 
selection of all his needs. 


You'll find it a profitable and practical habit 
to order all your watch materials, supplies, 
watches, watch cases, and costume jewelry 


from FEINSTEIN BROS. 








FreinDrOS WATCHES: 


Yellow top, gold filled, 
solid gold, cocktail, ruby 
and diamond. J-B watch 
attachments, pearls, nylon 
and leather straps, and 
leather goods. 


i BOXES: 
Plastic, velvet, and metal 
boxes. Watch and ring 


boxes. 


* 
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Jobbers * 5 South Wabash Chicago, Ill. 
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PLANNED FOR THE DISABLED VETERAN 


(From page 314) 


150 students at a time and it is planned that the teach- 
ing staff will be augmented correspondingly as the stu- 
dent body grows, so that the feature of individualized 
instruction will be retained. 

In addition to the practical work at the bench, the 
eurse embodies not only the conventional lectures and 
reading but also a new departure which impressed your 
reporter who inspected the school as especially note- 


worthy. 
MOVIES SUPPLEMENT INSTRUCTION 


Adjoining the main work room is an auditorium with 
a screen and booth for the projection of motion pictures. 
Here, by means of movies, the construction and opera- 
tion of the mechanical features of a watch movement 
ate shown. By using the techniques of drawings, slow 
motion, ete., in the movies, the points to be brought out 
are made crystal clear. Also, in case there is anything 
that students do not grasp at first, they may have the 
same film run repeatedly either for groups or for indi- 
vidual students until they have thoroughly mastered the 
particular angle that the film is designed to demonstrate. 

According to the instructors, this method has pro- 
duced amazing results in giving the boys a clear and 
thorough understanding of the subject they are study- 
ing and avoids the “blind spots” which are sometimes 


found in a student under the older methods of instruc- 
tion. 

For instruction through the printed page, the school 
contains a handsomely furnished comfortable library 
with several hundred volumes on horological and other 
related subjects, the collection being in charge of a 
trained librarian and an assistant. 

The course of instruction which lasts for one year, 
consists of 30 hours of school work per week. Of this, 
bench work occupies 20 hours, related theory four hours, 
seminar work three hours, drafting one hour and library 
and reference work two hours. 

However, the official total of 30 hours per week is 
exceeded by many of the students of their own volition. 
For example, classes in shop work officially stop at 12 
o'clock each day, but most of the boys ask permission 
to stay at their benches and carry on their work for an 
additional half hour or more. Similarly, although rest 
periods are provided in the middle of the morning and 
the afternoon, most of the students prefer to keep right 
on working, although there is no- obligation on their 
part to do so and the instructors urge them to take a 
rest. 


VAST QUANTITY OF MATERIAL 


One of the features which distinguishes the school is 
the immense quantity of material which is provided for 
the students work, such as a stock of escapements run- 
ning into the hundreds and other things in proportion. 

The program of instruction is also unique in that in- 
stead of starting with a complete watch and trying to 
















Retail list 


$9.00 


to dealers $4.30 ea. 
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Carmody Products Ltd. 


19 WEST 44th STREET, NEW YORK 18, N. Y. 





N 0 W. - «Carmody Products Ltd. takes pleasure in 
presenting “S | R G A LA H A D” 


THE SENSATIONAL NEW STAINLESS STEEL 
EXPANSION TYPE, FLEXIBLE LINK 


BRACELET FOR MEN 


@ Sells on Sight 
@ Non-Corrosive 
@ Waterproof 
@ Stainproof 
@ Guaranteed 
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find out what is wrong with it and repair it, the student 
begins with the individual parts which he learns to 
handle, repair and reassemble, and so gradually works 
up to the complete movement and the finishing opera- 
tions. 


It is Mr. Beehler’s belief that this approach provides 
a clearer and more thorough understanding of the sub- 
ject and does it in less time. 


TESTS GIVEN TO APPLICANTS 


Students are obtained through means of announce- 
ments of the program through the Veterans Administra- 
tion. Boys who are interested in adopting watchmaking 
as a profession are invited to apply for admission after 
which they are given mental and physical aptitude tests 
and those that are accepted are then entered in the 
school. 

A supplementary program has recently been started 
in the Walter Reed Hospital in Washington for boys 
whose physical condition has not yet reached the stage 
that .permits him to attend a regular school. In this 
way, not only do they get the ground work before hand 
which helps to make their later studies easier, but also, 
according to hospital authorities, the activity is of 
marked value in the direction of morale building through 
occupational therapy. 

The school is at present open only to veterans of the 
uniformed services but it is expected that the program 
will continue on this basis for about ten years. At the 


end of that time, it is the present plan to open the schoo} 
to civilians with preference to the physically disabled 
but that is still in the future. 

Meantime, the school is doing a splendid job in the 
re-training of physically handicapped veterans anq < 
suring them of employment at the end of the trajpj 
period. For not only does the school supply Vocations} 
education but goes on to arrange for jobs for its gray. 
ates in jewelry and watch repair shops. Some 1499 
prospective employers have already put in bids fo; the 
employment of these men, with the result that every sty. 
dent that the school can train for a long time to com 
is assured of a job as soon as he‘is ready for jt, 

As an example of practical patriotism by intelligent 
business, the Bulova School of Watchmaking deserve 
high rating on any list. 





JEWELERS NOTIFIED ON VET TRAINING PLAN 


Announcements of the Helfer plan of job training ty 
fit returning veterans for positions in the retail jewelry 
business (see August and Sept. issues of JC-K) pe 
being sent to every retail jewelry outlet in Pennsy} 
vania by Leonard D. Helfer, president of the Pennsyl- 
vania Retail Jewelers Association. 

The plan has been tried out during a definite test 
period of about six and one-half weeks and has proved 
successful with students actually on the job in several 
stores in the Pittsburgh district. The plan has met with 
the endorsement of retailers, wholesalers and_ others, 





The perfect watches for account openers 


and 
promotions 


OSKOPE 


7 and 15 Jewel 
cylinder and 
pin lever watches 


Now is the time to advertise these watches 
— low-priced leaders that will bring new 
customers into your store. Available for 
immediate delivery. 





WESTMINSTER SILVER CO. inc 


QUALITY AT A PRICE! 561 FIFTH AVENUE ° NEW YORK, N.Y. 
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Singapore Koroseal* Straps are 
so attractive that they sell on 


i 

_fAsight—so comfortable and dur- 
able that users sell new buyers. 
In %” size only at present — 
attractively packaged, 6 on a 
counter display card. Jewelry 
store quality—sold through the 


jewelry trade only. 


UNUSUALLY COMFORTABLE 
PERSPIRATION PROOF 
SERVICEABLE — WASHABLE 
BEAUTIFUL — IN CRYSTAL, 
NAVY BLUE AND BROWN 












TAILS AND SAMPLES, 


A miracle of chemistry — a pure 
Sells Fact syntnetic that looks like glass and outwears leather. 
Resists flexing. Sweat-proof and moisture- 
Ee proof — ink or grease wipes off with a damp 

Pb cloth. Amazingly comfortable because it changes! 
temperature with your skin. Your jeweler has, or 
will have soon, Singapore Koroseal* straps again 
*JOBBERS in crystal and colors —both plain and perforated 
FOR FURTHER DE- styles, Ask him to fit one to your watch. 





# A trade-mark of The B. F. Goodrich Co., Akron, Ohio 


SINGAPORE 


STRAPS FOR WRIST WATCHES 


WRITE MADE ONLY BY AKRON LINEN PRODUCTS CO., AKRON 4, OHIO 











ON DISPLAY IN OUR SHOWROOMS 


JEWELRY RELIGIOUS GOODS 
Wire Hoop Earrings, 10K Rosaries, sterling silver, 
and 10K wires gold filled, silver plate and 


Baby Lockets and Chains, gold plate — 
gold filled Crystal Rosaries 


Anklets, gold filled, sterling, Children’s Rosaries 
10K - 


Crucifixes 
Neck Chains, 14K, silver and Fonts 
gold filled Sick Call Sets, opened and 


set-up 

St. Christopher Miraculous 
Medals and Chains (ster- 
ling silver, gold filled and 
10K gold) 

Luminous Glass Domes 

Holy Water Bottles 

Shrines and Altars 

Statues of Jesus, Mary and 
Infant of Prague 


Stone Rings, men’s, ladies’, OTHER ITEMS 
girls’, misses Distinctive 3 piece dresser 
Signet Rings, men’s, ladies’ sets (comb, brush and 
Masonic Rings mirror) 


STREAMLINED LIGHTER 


The Product of a Famous 
Manufacturer—Just Reconverted 
to Civilian Production 


RELIABLE & FULLY GUARANTEED 
TO SELL AT RETAIL FOR $3.95 


Identification Bracelets, 
heavy, men’s and ladies’; 
silver and gold filled 

Friendship Rings, silver and 
gold filled 

Hand-Clasp Rings, silver; 
Hands Apart ($1 seller) 

Rings, men’s, ladies’, 
misses’, babies’, 10K solid 
gold 


























ULRICH ASSOCIATES 


32 WEST 46th ST. 


(Between famous Fifth Ave. and Sixth Ave. 
—now known as the Avenue of the Americas) 


New York City 19, BRyant 9-0944 
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By the time this report goes to press it is expected 
that about 30 men will be embarked upon a program 
of training in jewelry establishments in this district 
under the Helfer plan. © 

Firms already approved by the Pennsylvania Depart- 
ment of Public Instruction on recommendation of the 
Association for operation of the plan are the W. J. 
Clapper Company; William J. Kappel Company; Big- 
gard & Company; Triangle Jewelry Company; Grogan 
& Company; Helfer’s, Inc.; Helm & Hahn, all of Pitts- 
burgh; the Crown Jewelry Company, New Kensington; 
Morrow Jewelry Company, McKeesport; Kraus Jew- 
elry Company, Ambridge and the Eger Jewelry Com- 
pany, Aliquippa. 

Other jewelers recommended for approval by Presi- 
dent Helfer are J. Shupink, Jr., Homestead; John C. 
Grau and Martin M. Kramer of Pittsburgh and Klein’s 
Jewelers and Opticians, McKeesport. 

Now that the plan has been tested in actual opera- 
tion and found to be practical from the standpoint of 
both the employer and the veteran, Mr. Helfer has 
pledged the aid of the Pennsylvania Retail Jewelers’ 
Association to any other state or local association in 
providing information which may be necessary to enable 
other groups to set up appropriate schedules for their 
own localities. 

The procedure which is recommended is as follows: 

1. Advertise for Ex-Veterans to take vocational train- 
ing in your store. Make your own selection of help. 

2. Determine with the applicant through your local 


Veterans administration exactly how much yocg 
training the ex-soldier is entitled to. 

3. In processing the ex-soldier, the Veterans Admin. 
istration will also determine whether the applicant fall 
under the G. I. Bill of Rights Public Law No, 1¢ 7 
Public Law No. 346, 

4. If he is placed under Public Law No. 846, he vill 
receive an outright payment of $50 monthly (if single) 
or $75 monthly (with dependents) for approximately 
one year plus the time equal to his period of seryic, 
Payments are made directly to the ex-serviceman by 
the Veterans Administration. In addition he receives 
a minimum wage of $25 weekly which is paid by th, 
jeweler. 

5. Under Public Law No. 16, which applies to yg. 
erans receiving pensions under the Veterans Rehabil; 
tation Plan his pension can be’ increased up to $9) 
monthly (if single) or $103.50 (married) or $1083 
(married-one child). For example: A 20% disability 
case now drawing $23.00 a month can be increased t 
the above figures, under the Retail Jewelers Training 
Plan with the approval of the Veterans Administratioy 
Under this plan the jeweler also pays the ex-serviceman 
a minimum wage of $25 weekly. 

6. This plan has been worked out and is presented 
so that you, the jeweler, will have an opportunity to 
train new personnel in your own store under your per- 
sonal supervision. The plan as approved will provide 
for a training period of approximately two and one-half 
years, 
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~ ALUMINUM 
Cigarette Lighters 


Cylindrical and square 


type models with self-contained 


NS 
\\ 


Terran 


screwdrivers to adjust flint. 


Square type has round 





indentation suitable for initials. 





Changing wick on cylindrical 
| type is simplicity itself because — 


‘of “straight line”’ design. 
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THE KING 


ALL STAINLESS STEEL 

WATCH ATTACHMENT NOW 

AVAILABLE FOR CIVILIAN USE 
Also Manufacturers of 


¢ Gold filled watch attachments 
¢ Ladies expansion bracelets 
e Ladies expansion watch attachments 


ALL WATCH ATTACHMENTS UNCONDITIONALLY GUARANTEED 


Watch for our ad in 
the December issue 


ENEL MANUFACTURING CO. 


884 COLUMBUS AVE., N. Y. 25, N.Y. © TEL: UN. 4-1440 








| t ed 


WILL PURCHASE PARTNERSHIP SELL US YOUR 


OR 


ENTIRE PLANT BUSINESS 














If you have a well-equipped small fac- 
tory and are capable of manufacturing a REALIZE every cent it is worth in 


quality product, my experience and follow- SPOT CASH. We are expanding 
ing will interest you. and will pay a fair and just price for 
additional outlets. 65 years of reli- 


Wedding rings and mountings are my ability backs this firmly established 
present specialty, though other interesting Jewelry Organization, operating 
timely products can be as easily merchan- stores in various states. Firms pur- 
dised amongst my wholesalers and other | chased (names on request) will attest 


large users. 


to our satisfactory dealings. Ask your 
bank for reference. 


Am well known in the trade with many WRITE, WIRE OR PHONE MA 3-2987 
years of practical experience as to the type Ask for Mr. Busch or Mr. Sargent 
merchandise that will sell. If you are 
equipped with excellent mechanical ability MMMM CUCU 

, lan 
and your factory can produce quantity and -DiScH SONC 
quality, this may be our opportunity to get <i BUSCH Ie)! NS} 3) 
together. : Wel rs 
y/ . 
Write Box “C., 2380” | y Est 188, so. 


100 E. 42nd St., New York 17, N. Y. 875 Broad St., Newark, N. J. 


MT 
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JEWELER BUILDS PROFITABLE SIDELINE He believes that service of this type in the jeweln 
store succeeds easily because of public confidence jy 
good watch repairs and fine merchandise. His shop fy, 
radio service and other repairs interferes - in NO Way 
with his jewelry business, and to date has been 
“profit lifeline’’ which requires no advertising oy over. 
head‘ other than the mechanic’s salary, 


A few years ago when Fred Hadinger, owner of the 
Hadinger Jewelry Company of Fort Atkinson, Wis- 
consin, found that his sales were falling off slight twice 
a year when local industries closed down for seasonal 
layoffs, he added a complete line of midget radios to 
his stocks—at prices averaging around $25, low enough 
that men who couldn’t afford to purchase jewelry and ——_ 
silverwear at these times could buy radio sets instead. 20-FEET LONG AND ALL STERLING 
The idea worked out well; Mr. Hadinger selling around 
75 radios during the summer months, and more than 100 
during the Christmas season. 

Radios were displayed in the store windows, on a 
central table, and spotted along the jewelry display 
cases. Soon they were selling well enough that cus- 
tomers were bringing the sets in after a year’s use to 
see if the jewelry store could service them—such as 
changing tubes, repairing shorts, etc. For awhile Had- 
inger turned down all such requests. During the war 
when it became evident that fewer radios would be 
available, and people would have to get longer use from 
their present sets, Mr. Hadinger added a large radio 
service shop and an experienced radio mechanic—pro- 
viding a sideline that brought him a steady flow of 








business. 
“We are getting approximately 50% of our present 
volume from radio and appliance sales and service,’ Mr. Guests at the recent wedding reception of movie star Shirley 
Hadi lained. “Of I ‘er intended to Temple and her husband, Sgt. John Agar, Jr., crowd around 
pntiyagleevd — ” cama a . = ‘ dily to look at this 20-foot long table, filled with sterling silver 
set up a trade of this type, but we on Sone it stea wd wedding gifts. This was only a fraction of the gifts which 
profitable and a source of much more jewelry business.’ the actress received. 
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Per Dozen 
No. 1W145 $00 Your ines Cost / 
1 Dozen on Boxed Display Card D 


Now a new stainless steel snap-on 
watch band priced to break sales 


WRITE FOR NEW record. Comparable in quality and IMMEDIATE 


workmanship with much higher 
1946 CATALOG priced eg Adjustable to hold DELIVERY 


PAKULA AND COMPANY ~ 54. Wabash Ave. - chicago 2,1 
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| WANTED --- An Assistant to 


| WATCH MERCHANDISING MAN 


We want a young man—say about 26 years of age—who has had some 
experience in the watch industry to help style, produce and assemble a nation- 
ally advertised watch line. 


The man we need should be acquainted with watch styles, watch cases, dials, 
attachments, precious stones, etc. In other words, he should have a general 
knowledge of all the component parts required for a modern line of wrist 
watches with the exception of the movements themselves. The work will be 
in New York and the position is available now. 


A modest salary will be paid to start with, although the opportunity is great 
for an intelligent, energetic and ambitious individual. 





When writing be sure to give your age, educational background, past and 
present employers, and all other details. Persons in our organization know 
of this advertisement. 


Address “XYZ, 2366” Jewelers’ Circular-Keystone 


100 EAST 42ND ST., NEW YORK 17, N. Y. 








A REGAL PRODUCT | EWE | f f \ Sell Schools, Clubs, 


Hospitals, Lodges, ete. 


IMPORTED ENGLISH STRAPS 


1. Guaranteed to wear three months 

2. Imported exclusively by this firm 
3. Complete yellow, white buckles | 
4. Extra long and extra short | 
5. Orders on gross put in display book | 





Hazel — Glazed — Natural Pigskin | 
Black and Tan Morocco | 

Suede — Blue Gray Calfskin | 
Fine domestic shell cordovan $5.00 dz. | 


H. SEGAL 


93 Nassau St., N. Y. C. 7 
DIRECT IMPORTERS 


Established 1890 - Worth 2-5419 
Write for our treasure book of emblems. Samples sent 
FEATURE SPECIAL on memo. Most complete line of grade and high school 


i. ° jewelry. Thousands of designs. Make your store the 
Cellini bangle Marquisette style headquarters for the scholastic trade. Safety and service 
sterling silver bracelets $6.00 dz. etc. Mfrs. for over 30 years. 


awards, religious medals, bronze advertising specialties, 
All style crowns and stabi hooks THE METAL ARTS CO., Inc. Rochester 5. N.Y. 
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The Girl in the Ad on Page 296 


Meet the leading lady of this month’s International Sterling ad— 
blonde, green-eyed Denise Hadley, of St. Albans, Long Island. 

Two years ago, when she was voted Best-Looking in her graduat- 
ing class at Andrew Jackson High School, Denise got up her courage 
to go to New York and have an interview with Harry Conover, 
medel agent. 

For reasons which are obvious in the picture, Denise was ac- 
cepted and has been modeling ever since. She wants to keep on 
with it, too—even to the extent of turning down flat a promising 
movie offer. 

However, Denise prefers the kind of work that takes a little 
acting ability; the story-type of photograph, as this one is. 








Two lovely patterns ...both historically correct 
. +. authentic in detail— superb in execution 


FRANK W. SMITH, INC. GARDNER, MASS. 
SILVERSMITHS FOR OVER HALF A CENTURY 


EDWARD 
Vil THREAD 
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HISTORY OF THE FINGER RING 


Rings Through the Ages, by James Remington McCarth 


by Harper & Bros., 1945. 202 pages: 6 full page ister a 


— ae goree — | one publisher, or from the Book 
aaa org be vo _ ers’ Circular-Keystone, 100 East 42nq &t, 
T is strange that amid all the books that have been 
published in recent years on various jewelry topics 
not one should have appeared on the subject of jewelry; 
most important single item—the finger ring—since Dr. 
George Frederick Kunz’s monumental volume, “Rings 
for the Finger,” which came from the press way bac 
in 1917. 

Perhaps aspiring authors have felt that so complete 
and definitive a work as Dr. Kunz’s left nothing furthe, 
to be said on the subject, but Mr. McCarthy has plunge 
in with a fresh viewpoint and treatment and has emerged 
with a highly readable and factual book that reflects , 
great deal of new study and research, and that brings 
the history of the ring—especially the engagement an( 
wedding ring—right down to 1945. 

He traces the history and significance of the finger 
ring from the earliest records and legends, telling of 
the early superstitions, the beginnings of the betrothal 
and engagement rings, religious rings, signets, token, 
fraternal and friendship rings, poison, memorial, and 
“posy” rings, and famous rings of history and legend, as 
well as the ring in modern times. 

The jeweler will find that this readable little volume 
will suggest many new and interesting angles and themes 
for his advertising and selling of rings, as well as pro- 
viding a valuable source of material when he’s looking 
for data for a lecture. 


INTRODUCTION TO GEMOLOGY 


Introductory Gemology, by Robert Webster, with revisions for the 
American edition by Virginia Hinton. Published by Gemological 
Institute of America, 541 So. Alexandria, Los Angeles, Calif., 194. 
181 pages: 54 drawings: 8 full page plates: cloth bound. Price 
$2.50 postpaid, anywhere in U. S. A. 

OR all practical purposes, this volume is simply an 
American reprint of the work by Robert Webster, 

which was originally published in Great Britain in 1941 

under the title of “Practical Gemology.” 

A few revisions and additions have been made by 
Miss Hinton for this American edition, but they are 
relatively minor and, as the original book was reviewed, 
at some length in these columns at the time of its pub 
lication (JC-K for December, 1941) an extended dis- 
cussion of it here would be merely a duplication. 

In brief, the book is an excellent and authoritative 
treatise on the fundamentals of gemology, and its te 
publication in the United States will undoubtedly serve 
a useful purpose in making its information more readily 
available to American students of the subject; but it 
must be looked upon primarily as a reprint and not 4s 
an original contribution to the literature on the subject. 
However, jewelers who do not have a copy of the British 
edition, will find “Introductory Gemology” a useful addi 
tion to their libraries. 
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GROWTH OF A WATCHMAKING CITY 


ter’s Part in the World’s Watchmaking Industry. A paper by 
John J. Bowman presented before the Lancaster County Historical 
Society. 62 pages: paper bound. Price 50 cents, from the Lan- 
caster Historical Society, Lancaster, Pa. 

ERE is a little book that will be of keen interest 

to every student of the history of watch manufac- 
turing in America, containing as it does, a wealth of 
factual material that to the best of our knowledge has 
never before been published. 

Mr. Bowman speaks from a first hand and intimate 
knowledge of his subject that is probably possessed by 
no other living man. Not only has all his own life been 
spent in horological work in Lancaster, but his father, 
the late Ezra F. Bowman, was one of the pioneers in the 
manufacture of watches in that city and helped to make 
the history which his son relates. 

The birth and struggles of the Adams & Perry Watch 
Mfg. Co., the Bowman Watch Co., The Lancaster Watch 
Co., the Dudley Watch Co., the Fulton Watch Co., The 
Keystone Watch Co., and the development of the Hamil- 
ton Watch Co. to its present day position are all vividly 
and entertainingly told. : 


ARMY TRAINING FITS VETS FOR JEWELRY WORK 
by Sgt. ERNEST W. FAIR 


“Veterans will make good jewelry trade employees— 
their experience in the Army and Navy has been such 
as to fit them readily to these civilian jobs.” 

Doesn’t sound quite right, does it? The truth is that 
the statement cannot stand up when applied to any and 
all veterans; but it is more than true when applied to 
certain groups and classes of ex-soldiers and sailors. 
These men have received specific and specialized train- 
ing that will fit them to many of these jobs. 

Never before in the history of warfare was the aver- 
age soldier given as much and as thorough a training 
as he received in this war; the army had no other 
choice; it had to train thousands and thousands of spe- 
cialists and it had to train every last man in certain 
fundamental mechanical principles, else we would have 
lost this war! 

All of this training can be utilized by every employer 
within the jewelry trade from the smallest to the largest 
institution. 

Naturally not every veteran is so readily adjustable 
toa job in the trade. The key to the selection of just 
the right man is there, however. In the paragraphs to 
follow are summarized insofar as our limited space per- 
mits, just who these men are, what they did in the army, 
what training they received, and how they can be 
adapted to civilian jobs in every branch of the jewelry 
field to the greatest mutual benefit of employer and 
employee alike. 

For our purposes, the veteran’s army experience and 
training may be divided into those fields in which his 
work closely paralleled work he would be doing in civil- 
ian jobs in the jewelry field or those in which he has 
been doing closely related work. The other covers those 

having no direct comparable job between army and 
ivilian work, but in which he has acquired valuable 
experience or schooling that may be used in our field. 

By their MOS’s you shall know them! _ 


FOR NOVEMBER, 1945 

















QUALITY SERVICE 
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Since 1926 


DIAL REFINISHING 





CRYSTAL FITTING 


trom coast to coast 
AN OFFICE TO SERVE YOU 


IT WILL BE A PLEASURE 
TO GIVE OUR CUSTOMERS 
once again 


Service, they can count on 
Quality, we are proud of 


Good news has come that some of our best 
men, now in service, will be back with us 
soon. They are eager to give you their best 
efforts in Peace just as they did in War. 





KIRK-RICH DIAL CORP 


LOS ANGELES 
SAN FRANCISCO 


CHICAGO 
SEATTES 


DALLAS PITTSBURGH 























10K and 14K Gold Set with Synthetic 
or Genuine Stones 


MO as 
Rings for Men Set with Synthetic Stones or Onyx 
Bridal Sets, Baby Rings, etc. 


JOBBERS ONLY 


Always Ready to Serve 


KEYSTONE 


Jewelry and Mfg. Co. 
101 Maiden Lane New York 7, N. Y. 


Designers & Manufacturers 
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THE NEW NIASH CLIP 
fer Ea oe 


Practical 
Easy VAI ALE 


Here is an inexpensive handy clip with 
beautiful design requiring no soldering 
operations or bending. After base is at- 
Telast-te Mi oMis-M-teleslire Pe Imire] Meamiurmall 


and the earring is ready for wear. 


Ye) (ofl Mrol| Mae) (ola fam 1Oi: Gre |ilo Mi ban. @ 


NIASH Refining Co 


: . \ 


La Sey 


116 Nassau St., 
New York 7,N. Y. 





NEW! WELL AND TREE . . . FROM OVEN TO TABLE 


HE charm and graciousness of America’s beloved well. 
and tree platter combined with a new way to cook and 
serve meat or fowl . . . this good-looking heavy gauge 
aluminum platter goes into the oven and out on the table 


@ Also fur- 
nished in meat 
platter without 


fee:—17” $1.95, with equal practicality and beauty. A new trend welcomed 
19” 52.50, 21” by smart hostesses. Heat resistant. Exacting detail. Hand- 
$3.25. 


some welded feet. 17”, $2.50; 19”, $3.25; 21”, $3.95. 
Immediate delivery. Terms 2% 10 days. 30 days net. 


D 0 D G :. IN “ 401 East 6th Street, Los Angeles 14, California 
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GEMS AND GEM MATERIALS 


‘ By EDWARD H. KRAUS and CHESTER B. SLAWSON 


This book describes practically every commercial'y 
important gem and gem material, classifies the 
material according to various properties, includes 
tables of comparative gem and gem material 
characteristics and presents available information 
on manufactured gems. Written by two outstand- 
ing authorities. Profusely illustrated. 





Price $3.00 Postpaid 
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For the uninitiated, an MOS is a’ soldier's Military 
Occupational Specialty or, in plain words, the job he did 
while in the service. Every man was so classified fol- 
lowing his training or experience within the army dur- 
ing his first days. 

er is, for example, the rifleman (745) whose train- 

embraced considerable familiarity with mechanical 
ams, their repair and maintenance, the use of small 
tools, and a great deal of experience with smaller pieces 
of all sorts of mechanical equipment. 

There are the 405’s, 055’s, 390’s and 502’s, whose 
york was that of a clerical nature and whose experi- 
ences in the army roughly parallels similar jobs in 
civilian life concerned with office and clerical work, typ- 
ing, filing, etc. 

For example, men who were 821’s or supply clerks, 
supervised the requisitioning, receiving, storing or issu- 
ing of personal and organizational equipment. They 
kept records of and issues of all types of materials, took 
frequent inventories, learned to handle detailed regula- 
tions and apply them on the job and, in most instances, 
had been given a course in general supply at an army 
school. 

So it is with many related jobs in the army. In 
general, the man who did such specific work in the 
greatest army of specialists ever known, can be readily 
adapted to its counter-part in civilian life. There are 
a few specific army specialty numbers covering the 
jewelry trade and these are given in the paragraphs 
to follow. Most of those men are so thoroughly trained 
in army schools and by their on-the-job work that they 


can readily step from uniform into their civilian clothes 
and be on the job in short order. In this trade the 
work so closely parallels, that little more needs to be 
learned by the veteran other than those changes he 
must make from the army way of doing things to the 
civilian way. 

Here are the MOS’s the jeweler can be on the look- 
out for: 

Airplane Instrument Mechanic (957): Inspected, dis- 
assembled, repaired, cleaned, assembled and calibrated 
delicate aviation instruments. Learned the use of small 
hand tools similar to those used in the jewelry trade. 
Received extensive army schooling in his field. 

Airplane Instrument Specialist (686): An advanced and 
skilled 957 as above but with more thorough schooling 
and highly specialized experience. Did maintenance 
work on most delicate of aircraft instruments, learned 
the use of all types of small tools and small lathes. 

Electrical Instrument Repairman (338 ): Cleaned, ad- 
justed, repaired and calibrated such electrical instru- 
ments as voltmeters, recording gages, ohmmeters, and 
other electrical instruments. Used instrument maker’s 
and electrician’s small tools and became accustomed to 
precision work. Some schooling also. 

Instrument Repairman (098): Maintained and made 
major repairs on sensitive non-electrical instruments 
and apparatus, particularly instruments of a scientific 
nature requiring precision adjustments and repairs. 
Generally completed an army school course in this sub- 
ject and is thoroughly familiar with the use of most 
small repair tools and small portable power tools. 





SOLD BY LEADING 
WHOLESALERS 
FROM COAST-TO-COAST 





Model ''D" 
$22.95 





(4-watt tubee—i5-ineh shade. 
Fastens 
Securely with ene screw. Double swivel b+ Joints at shade per- 


TWIN-TUBE BENCH LAMP. 
Designed for use where mounting space is limited. 
mits light to be positioned over work. Adjustable for —— by clear bul 
large friction clutch. Price includes 2 G.E. (5-ineh Mazda tubes. 
A.C. current only. 





EAST WASHINGTON STREET 
Len 
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Model '""AGR" 
$24.95 


Stapene i. 

bar. Equipped with Double Wall Blue 
Reflector eliminating all yellow cast. Ordinary 
b can be used. Height 21% inches. 
Diameter of shade 9'/2 = Price includes 
100-watt bulb, cord and plu 


APOLLO ELECTRIC CO. Not Inc. 
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FLUORESCENT BENCH LAMPS 







Model G. 


ALL. roars TWIN- 
Balanced 


e TUBE LAMP 
base prevents ti 44 ping. 
$24. 95 Crackle brown finish. Large, 
easitiy operated “trietion 
clutch allows light te be raised er low to de- 
sired level. Price includes 2 G.E. 15-inch Mazda 
(4-watt tubes. Specify Cc. or D.C. 


- A.C. eurrent. 
NOTE: for 8.6. wired lamp in this model only 
add $3.00 to price. 


Walnut grained finish. 
MANUFACTURED BY 
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CHICAGO 2, ILLINOIS 
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earring | 
set of i 









Made with skill and care to 
enhance the rich simplicity 
of the design. Stones are 
\\ set in with the delicate pre- 
\Naes cision of precious gems. 
——= #3093 — $72 per doz. 


— sterling silver pin gold plated in pink finish or in 
yéllow two tone finish. 


#11 27 — $48 per doz. — sterling silver ear- 
rings gold plated in pink finish only. 





















Permanent showroom, 
8th Floor, Hotel New Yorker, N. ¥.1 
General Offices : 404-06 Fifth Ave., McKeesport, Pa. 
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SELLING OUT! 





Our Expansion program guarantees you 





every cent your jewelry store is worth 
INTACT ... lock, stock and barrel, and 
besides, if you are interested, a gener. 












ous proposition as our manager in your 
present location. Send full details: (1) 
Value of your stock, (2) Value of your 
fixtures, (3) Annual sales volume, (4) 
Rental and wages paid. 







A. W. Olsen, 715 Washington Avenue 
St. Louis 1, Missouri 















with a Kingsley. Machine : 


You can Stamp 
. Names or Monograms 








on : ' so 
FOUNTAIN PENS “\ gf 
LEATHER GOODS ~—s @ 
PLASTIC GIFTS be 
WRITING PAPERS . > 
XMAS CARDS, ETC. “gs 























Right in You 
Own Store! //digt 

















ees WRITE FOR DETAILS 


KINGSLEY Gold Stamping Machine Co. 22, ca: 
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S RAZORS 


Today the sale of Rolls Razors is still restricted to men in uniform, 
but as soon as these razors again reach us from England we will 
make them generally available throughout the United States. 


Rolls Razors will then be sold through the same wholesale and 
retail channels as before the war. 


Our servicemen have been using Rolls Razors under the most 
trying wartime conditions. They have shown their enthusiasm 
for this self-contained, compactly designed shaving tool with 
hundreds of unsolicited testimonial letters—letters indicating 
a tremendous postwar demand for Rolls Razors. 





We appreciate your understanding of our situation during the 
war years. We take pride and satisfaction in that our service 
department continued to function and our name was kept before 
the public with advertising in spite of the necessary restriction 
on all civilian sales. We shall continue service and advertising 
even though it may be early 1946 before Rolls Razors are 
generally available. . 
This announcement is written in answer to the numerous inquiries we have received from our friends 


in both the wholesale and retail trade, As soon as we have Rolls Razors to sell we shall inform you 
with another announcement in these columns. 


ROLLS RAZOR, INC. 


342 Madison Ave., New York 17, N.Y. 
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Watch or Clock Maker (381): Cleaned, adjusted, re- 
paired and oiled watches and clocks. Took timepieces 
apart for repairing or cleaning. Familiar with the use 
of all watchmakers tools. 

In adition to these directly related military jobs 
there are a number so closely related or adaptable to 
such work as office work, drivers, etc., that they bear 
listing here, for they correspond to a great many other 
than the specialist jobs in the jewelry trade. The more 

noteworthy of these are as follows: 

Administrative NCO (502): Supervised and directed 
work of one or more administrative sections of a head- 

- quarters organization in the preparation of correspond- 
ence, records, forms, reports, etc., supervising prepara- 
tion of such items and generally had a wide range of 
offige operational methods. 

Auditor (390): Audited fiscal or property records. 
examined inventories and property vouchers, etc., and 
generally had a college degree with major specialization 
in accounting or business administration or a great deal 
of civilian experience before coming into the army. 

Cashier (269): Received, issued receipts for recorded 
payment of accounts and cash sales at army installations, 
operated office equipment, some bookkeeping work, and 
had to know a wide range of prices and be adept at 
figures. 

Shop Clerk (457): Performed various clerical and 

technical duties in conpection with the operation of mili- 

tary shops, etc., kept records, etc., and generally had 





similar civilian experience before entering the ge 

Stenographer (213): Took dictation in shorthand, 
correspondence, board proceedings, hearing, repop 
etc., generally an accomplished typist, did filing, inde 
ing and record keeping and operated various off 
machines. 

Supply Clerk (835): Performed various clerica] 
stock-handling duties in connection with receipt, 
age, issue and shipping of general supplies and eg 
ment. Maintained stock records pertaining to such ite 
as amount, kind, and value of supplies and equipmes 
received, issued, expended and balance on hand, S¢ 
times has completed a course in supply activity at j 
army school. 

Clerk-Typist (405): Performed numerous clerig 
and typing duties in headquarters units, used most ¢ 
machines and equipment such as duplicating maching 


etc.; army required accurate typing rate of 35 
Some were trained in clerk- 


per minute or better. 
schools but these are in the minority. 
The training of both this group and the foregoig 
and in particular, those listed in the first grouping, 
enabled them to be of considerable use and read 
adaptable to many jobs and positions in our field, | 
familiarity with these army MOS’s and what they meg 
will aid every employer in speedily and profitably adap 
ing the veteran to his job wherever he may be hired: 
It makes that all important practice of “picking h 


right man for the right job” much easier. 
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for good service everyw 


LAND — SEA — AIR” 


Watch for notice of the return of , 


world famous Vector & Vet nb 
(U. S. and foreig 


convertible sets. 


patents. ) 


THE U. S. Victor 
FOUNTAIN PEN CO., INC 


New York 12, N. } 


225 Lafayette St. | 
Established 1915 


(Trademark registered U. S. Patent Office) 
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- ‘In these graceful 
leaf and fish motifs, 


if 4 
' a Hickman hallmark, 

Length 13 a 4 f 
9.50 62 ae Bruce Fox metal crafts- 
a manship achieves an 


é . heirloom quality in utilit 
<¥" Limited delivery in 1945 i : sale ot : 


£.0.B. New AllmaE Ind. is pieces of lasting beauty. 


Sold exclusively by 


pss AVENUE o~ Sun Glo Studios oxo NEW YORK 10, N. Y. 








New Giftwares 











Fresh warm colors have been used in the groupin : 
which decorates the center of the plote in thie ouch 
"Kenmore" pattern in Theodore Haviland china. The design j 
finished with burnished gold bands and trim. From Theodor 
Haviland and Co., Inc., 26 West 23rd Street, New York 1g, 


These compacts are silver 
plated with engine-turned 
and duo-tone decorations, 
and they are included in 
a wide assortment of de. 
signs priced from $36 to 
$42 a dozen. Immediate 
delivery from the manu. 
facturers, Minerva Prod. 
ucts Co., 1133 Broad. 
way, New York 10, N. Y. 





Fashioned in Imperial's well-known "Candlewick" design 
is this centerpiece set which may be retailed for about 
$5. The flared bowl is 12" in diameter, large enough to 
give good balance to the pair of three-light candlehold- 
ers. Made by the Imperial Glass Corp., Bellaire, Ohio. 





Oriental in styling is this 
dinnerware pattern in Royal 
Staffordshire Pottery from 
England (46939 Honey Glaze). 
The design is a filled-in 
engraving done in tones of 
blue, brown, and pink. From 
M. and D. Miller, Inc., 129 
Fifth Avenue, New York 3. 





Here is a group of Bethwood Royal China acces- 
sories—cigarette boxes and trays, pin boxes— 
all hand-painted with flower designs and coin 
gold against various backgrounds, such as ivory, 
petal rose, soft blue, or antique finish. From 
Beth Weissman, 49 West 23rd Street, New York. 





Parading here is a group of charm- 
ing pottery pieces finished in red 
crackle glaze. The line comprises 
ash trays, flower holders and decora- 
tive items, to be retailed from $1 
to $2.50, and they come in many dif- 
ferent sizes and styles. From A. L. 
Larimer, 225 Fifth Ave., New York. 
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Here’s to a Bright Future 
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for customers as liberty-loving people, Look to 
the Future is propitious . . . a brighter future 
for all of us, together. 


a 

Weeks ago, when 
Victory was still remote, our national advertis- 
ing (for fall) was printed, plated and shipped as 4 2 
to publishers. None the less its theme, Look e116) | ld 
to the Future, remains prophetic. It keys our 
great opportunities as well as our grave re- 
sponsibilities to maintain lasting peace. 

Look to the Future advertisements, in 16 full 
pages and half pages, appear in 7 national 
magazines: House Beautiful, House & Garden, 
Mademoiselle, Better Homes & Gardens, 
Guide for the Bride, Ladies’ Home Journal 

d Bride’ ie : : ae 
7 a ——e a total circulation FOSTORIA GLASS COMPANY 

For us as manufacturers, for you as dealers, MOUNDSVILLE, WEST VA. 
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New Giftwares 








This vanity tray (5IT) is decorated with a petal-and- 
leaf design done in high relief and finished in pink 
and blue. It is 10" x 18" in size, and sells for $7.50 
each. Two sizes of photo frames to match, $7.50 to $10 
each. From Mirro Novelty Co., 225 Fifth Ave., New York 


Something new—a placque 
for the wall, with arti- 
ficial fruit mounted on a 
pottery plate. Grapes on 
8" plate, sells at $13.80 
a dozen; assorted fruits 
on 6" plate, $10.80. The 
placques are distributed 
by Najeeb, 225 Fifth Ave- 
nue, New York 10, N. Y. 


Framed in "Cleartex" 
Lucite, this make-up 
mirror has both mag- 
nifying and regular 
mirrors on a light, 
substantial base. I+ 
is one in a big line 
of these mirrors from 
Metaltex Products Co., 
385 Fifth Ave., N. Y. C. 


An embossed design of ducks, hand-painted in natural 
decorates this cigarette set in Rochelle china, which may by 
retailed at $12 for the set of covered box and two traye 
at $10 when the set is finished in antique brown. Distri Pe 
by Fondeville and Co., Inc., 149 Fifth Avenue, New York ig 


Made either single or double is this breakfast se 
in English earthenware by Johnson Bros., done in the 
"Dawn" colors—green, gray, and golden; and for 194% 
fall delivery, rose is again available. Sold th 


Fisher, Bruce and Co., 219 Market St., Philadelphia, 


The powder compartment of this all-Lucite compat 
is finished in different solid colors, which giv 
a two-tone color effect; mirror may be removed 

insertion of photo in top. 334" square, it costs 
a dozen. From Nanking Co., 423 Second Ave., N. 
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New Giftwares 











Forest or farm scenes decorate these trays, made of hand. 
wrought iron and tile. The designs are copyrighted by the 
artist, John Nickelsen, and are painted and fired by hand, 
These are two from many different styles of the trays, and 
are distributed by John Junge, 225 Fifth Avenue, New York. 





"Bamboo" is the appropriate name 
of this American-china vase, made 
to duplicate a bamboo stalk. The 
vase is 12" tall, done in yellow, 
green, or white, and sells at $24 | 
a dozen. It is sold through the 
Fan Co., 225 Fifth Ave., New York. 





These ash trays are in translucent china and they are 
decorated with relief designs in 22K gold, with well- 
sculptured figures on the rims. The trays cost $6 a 
dozen and are sold in assorted styles. From the Levy 
Bros. China Co., 225 Fifth Avenue, New York 10, N. Y. 


Muriel of Hollywood has 
added these charming figures 
to her line of ceramics. Hand- 
decorated in red and gold or 
green and gold, the 8//." 
Chinese figures retail at $20 
a pair. "Carol," decorated in 
blue and gold, at $15 apiece. 
From the Ebeling and Reuss 
Co., 707 Chestnut Street, 
Philadelphia 6, Pennsylvania. 





Rouge, powder and lipstick may all 
be carried in this "Trio-ette" com- 
pact, made of colored plastic and 
equipped with three mirrors. Price 
is $39.60 a dozen. From Winia Mil- 
ler Harriman, 225 5th Ave., N. Y. 


This cutting, the "Holly," is among 
the most popular patterns in Fostoria 
glassware. It appears on the 
"Astrid" shape, with its tall, slim 
bowl and its pressed stem, and it 
comes in a complete line of stemmed 
pieces. Manufactured by the Fostoria 
Glass Co., Moundsville, W. Virginia. 
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Judged by any standard you please, 
Everlast is one of the great sources of 
supply to the Home Furnishing industry. 
It renders a highly essential service in 
peace as in war. Everlast enables every 
Home Furnishings buyer to give custom- 
ers the maximum in service and value 
and as such is entitled to receive first 
consideration always. 
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Our 2 famous trade-marks are your 
guarantee of complete satisfaction 


Eastern Showrooms: | 
225 Fifth Avenue 
_ NEW YORK 10, N. Y. 








Western Showrooms: 
527 West 7th Street 
_ LOS ANGELES 14, CAL. . 
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New Giftwares 








Originated by Doris of Sierra Madre, "Californie 
Petals" hand-modeled in a thin ceramic body, finished 
in a wide variety of flower colors. Dish sells fy 
$3.90 a dozen; holder, $9.60 a dozen. Distributed by 
Marsh-Fairchild, 527 West 7th Street, Los Angeles {4 





In Spode earthenware ; 
this coffee service — th 
famous old Gadroo 
shape decorated with th 
"Mayflower" pattern wit 
its print border done yy. 
derglaze in Chinese puce, 
and its hand-painted row 
center group. From th 
show rooms of Copeland 
and Thompson, Inc., 208 
Fifth Ave., New York It 


Made of durable anodized aluminum etched with nursery 
characters is this baby giftware, part of a new line of Grammes 
colorplate etchware now back on the market. Pieces include 
cereal tray and dish, tray and cup, porringer, plate. From 


L. F. Grammes & Sons, Inc., 225 5th Ave., New York 10, N. Y. 





Created by Hedi Schoop are these 
graceful Chinese figures, "Toy" 
and "Ming," holding openwork 
baskets for flowers. They are fin- 
ished in a_ recently - developed 
mottled glaze, and they are priced 
at $25 Keystone. From the work- 
shop of Hedi Schoop, 10852 Bur- 
bank Blvd., North Hollywood, Cal. 





These porcelain-finished composi- 

tion figures, done in rich color- 

ings, are 9!/2" in height, and are on 

7%," x54" felted bases. Called 

"Tete a Tete", they cost $90 for 

a dozen pairs. Distributed by Leo 

Kaul Importing Agency, Inc., 115 | A cluster of garden flowers done in 9a 

South Market Street, Chicago, Ill. bbe : natural colors comprises this "Swansed 
pattern in Wedgwood Queensware. It 
combined with the classical Patricia 
embossment. From Josiah Wedgwoo 
Sons, Inc., 162 Fifth Ave., New Yott 
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ALL LUCITE COMPACTS IW 
TWO-TONE COLOR EFFECTS 











* 
* 
* 
HAND-MADE of clear Lucite. 
SIZE—334"x334"x!/2". 
an te SURE-SNAP lock and hinges of aluminum. 
te POWDER COMPARTMENT finished in color which reflects 
through the edges giving two-tone color effect—and machine 
undercut to ensure non-leakage. 
% MIRROR held with detachable rod which permits its removal for 
insertion of picture—picture then shows through the top of the 
compact. 
J: TOP can be had also in various solid colors, as shown in the illus- 
tration here, eliminating the picture. 
PRICES—$36 a dozen. 
SIX TWO-TONE COLOR EFFECTS 
White and black White and green White and yellow 
White and red White and blue White and brown 


Or—All-White 
Sold in Assorted Colors Only—Packed 12 to a Carton 
IMMEDIATE DELIVERY 


SPECIAL DISCOUNT TO JOBBERS 


NANhKING COMPANY 


423 Second Avenue New Yerk 10, N. Y. 











a 
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AVAILABLE FOR 
Iamediate Delivery 


ALL TYPES OF 





100 Cotton Filled Boxes 


Assorted in ten sizes 

5’%2x 4x 1, Blue 

5¥2 x 32 x 1/2, Cream 10 of 
8 x 2% x V2, White 

8% x 12 x V2, White each 
32 x 3’2 x 1, Blue size: 


32 x 2% x V2, White $750 


32 x 2% x 1/2 White 
312 x 242 x 1%, White 
4¥%_ x 3% x %4, White 
2% x 2-5/16 x 5%, White 


also 
PAPER AND PLASTIC RING BOXES 
PAPER AND PLASTIC WATCH BOXES 
SATIN LINED PIN BOXES 
BRACELET BOXES 
LOCKET BOXES @ PEARL BOXES 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 


* WATCH TOLCHIN COMPANY GROW! 
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By MADELINE LOVE 


ILL Japanese china be one of the industries 

the green light by our Government? And if Jan 
is permitted to manufacture china for export to ¥ 
country, will American women buy it? Retailers wa 
give considerably more than $64 to know the ay 
to these questions which, in the months to come, m 
become increasingly important to the whole market 


Bits of news trickle over from Europe, revealing 
situation that is still generally chaotic, although slight 


improved in some quarters. One hears, for exams) 
that Czechoslovakian factories are in good producti 
but cannot get their goods here because of shipping 
price difficulties. Of interest, too, is word that an @ 
change arrangement with France may send coal 

this country to fire the kilns in the china-making gy 
of Limoges. Coal, it will be remembered, has been & 
chief bottleneck there. z 


* * 


¢¢Q@'O Many Lovely Patterns, How Shall I By 
Choose,” is the title of the thoughtfully-preparg 
booklet on Spode just issued by the importers of 
ware, Copeland and Thomson, Inc. It advises the g 
tomer on the wisely varying qualitative values of ¢ 
enware and china, and discusses the different kindsj 
decorations, stressing the advisability of selecting i 
most appealing dinnerware patterns and building i 
dining-room around it. 5 
Also just issued is a handsome 12-page portfél 
showing the Imperial Glass Corp.’s complete fall pm 
gram of advertising, with seven reprints of page advan 
tisements in full color. And still another newly issue) 


‘brochure is the 15-page booklet on Dirilyte, offered 


the American Art Alloys, Inc. A number of table g 

tings using Dirilyte, are shown in full color, and @ 

were arranged by Peggy Ryan, who presides over tim 

Buyers’ Lounge at 225 Fifth avenue, New York. = 
* * # 


EWSETTES: Calvin B. Roe, for many 

president of the Fostoria Glass Co., has & 
elected chairman of the board and treasurer, and Wie} 
liam F. Dalzell, vice-president, has been named prem 
dent, with Merlin DuBois, vice-president in charge) 
sales, and Robert F. Hannum, vice-president in chat 
of production. Esther Hoke, Chicago lamp-shade ¢ 
ator, has been asked by the Lightoiler Co. to dé 
special shades for its lamp line. Richard P. Fuller, 
of B. H. Fuller, president of the Craftsmen’s Guild® 
Los Angeles, makers of photographic equipment, ¥ 
served as a pilot on a B-17 in Europe, has retu 
home and is assuming charge of the firm’s research a 
design department. 

J. Meredith Miller, president of the English imp 
ing firm of Maddock and Miller, Inc., left early} 
October to visit the potteries in England. Also 
Europe are Theodore Haviland II and his bro 
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also as Pendants 


(see illustrated suggestion No. 8060 Pin) 
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NEW YORK 10, N. Y. 
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BETHWOOD ROYAL CHINA 


ENRICH YOUR GIFT DEPARTMENT WITH 
BETHWOOD GIFTS AND ACCESSORIES 


Hand-painted accessories in fine china and delicate milk 


glass. Candy boxes—vases—cornucopias— baskets—per- 
fume sets with trays to match—cigarette boxes. 


Katherine Zipper 


Rese & Bertha Glebard 
712 So. Olive St., Los Angeles, Calif. 


1296 Mdse. Mart, Chicago, Il. 


Harold Abrahams 
812 Thomas Bidg., Dallas, Tex. 


BETH WEISSMAN 


Creators & Manufacturers 
of Gifts and Lamps 


49 W. 23rd St., New York 




















Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPELAND 


bes 
(SPODE) 


Fine English Earthenware 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 
Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N.Y, 
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lrederick, of Theodore Haviland and Co., Inc 
another brother, Harold Haviland, of the Office of Stra 
tegic Services, who have gone to France for the § 
reunion with their parents, Mr. and Mrs. William D 
Haviland, of Limoges, since before the war. Andrey 
H. Ruge, for 20 years a buyer of giftware and lam 
at Ovington’s and at Stern’s, New York, is now a 
the Bernard Lipman Organization, distributors of 
Nancy China, Jabeson China, and Princeton China, and 
he will serve as assistant to Mr. Lipman, Making ay 
extended stay in this country now is the Hon. Josiah 
Wedgwood, managing director of the Wedgwood Works 
in England, who has announced a million-dollar eXpan- 
sion program just getting under way at the factory. 
Harry Behrman, president of Columbia Walescraft Co, 
of New York, has announced the appointment of Kats 
and Lourie, Ltd., Johannesburg, South Africa, as jt, 
exclusive distributors of the Wales billfolds in South 
Africa. Gertrude Dubey, for the past few years the 
china, glass, and lamps buyer for Georg Jensen, Ney 
York, has resigned and on November 1 will join the 
giftware distributing firm of Michaelian and Kohnberg, 
Inc., of New York. Stationers’ Specialty Co., of New 
York, has put on the market a new discharge-holder of 
simulated leather and heavy acetate, carrying the honor- 
able discharge insignia stamped in gold. 





CATCH-LINES FOR YOUR CHRISTMAS ADS 


Here are some of the best headlines culled from last 
year’s Christmas advertising by retail jewelers. You 
may not want to use them exactly “as is”, but perhaps 
they may suggest some new ideas when you're desper- 
ately trying to rush through an ad to meet a deadline 
and your train of thought seems stuck on a dead center. 

“Gifts of Imperishable Beauty” 

“Gifts She'll Treasure Pridefully” 

“Make This a Sparkling Christmas” 

“Yule Time is Jewel Time” 

“Merry Christmas Forever 

Beauty of Gems” 

“Lasting Loveliness” 

“Diamonds—The Gift Supreme” 

“A Fine Diamond—The Gift of Gifts’ 

“As Everlasting as Your Love” 

-“Gifts That Extol Your Own Good Taste” 

“These Perfect Gifts” 

“Exquisite Earrings—An Inspired Gift” 

“To Give to the Most Chic Woman You Know” 

“The Gift You Give But Once” 

“Capture the Christmas Glow with a Diamond Ring’ 

“No Gift More Welcome—None More Enduring” 

“Her Gift of Gifts” 

“Christmas Treasures that Sparkle with the Glow 

of Love” 

“The Loveliest Gift of All” 

“Gifts of Distinction” 

“Imaginative Gifts for Her” 

“Jewelry—The Gift of Glamour” 

“To Be Treasured Always” 

“A Precious Gift for a Precious Girl” 

“The Perfect Gift—A Diamond” 

“Make Her Gloriously Happy with a Diamond” 

“She'll Thrill to a Gift of Jewelry” 


in the Imperishable 
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20 Per Cent Tax to Stay Indefinitely. 
Is the Decision of Joint Committee 


But Excess Profits Tax 
is Abolished and Others 
Eased in Capitol Action 


Jewelers may as well get used to 
the idea of having the 20 per cent 
excise tax around for an indefinite 
period of time. As we go to press, 
the House and the Senate, in a joint 
meeting to thrash out differences in 
the 1946 tax bill, have decided to 
retain the “war-time” measure until 
6 months after the official end of 
hostilities. The decision came as a 
climax to three weeks of political 
see-sawing which at first raised 
jewelers hopes for tax reduction, 


and then, as quickly, killed them. It | 


was the House of Representatives 
which raised hopes by voting to re- 
duce excises to the 1942 level on 
July 1. The Senate, however, held 
out for retention of the 20 per cent 
levy and its ideas prevailed. 

The formality of a vote by all 
members of both houses is the only 
thing that stands between you and 
extension of the tax, and there is no 
likelihood that any changes will be 
made in the bill. 


DIFFERED ON MANY POINTS 


The Senate and House versions of the 
tax bill differed widely in their original 
versions, but when the two groups met 
in joint session, most of the Senate’s 
provisions were kept, while the House 
measures, such as excise reduction, were 
thrown out. The House had voted to 
retain the excess tax levy through 1946 
while the Senate wanted to throw the 
whole thing out. It now seems quite 
certain that there will be no excess prof- 
its tax in 1946. Outside of gloomy news 
about the excise levy, most of the story 
from Capitol Hill is good. 

On the cheerful side, the House and 
Senate have agreed to provide an esti- 
mated $85 million in tax relief to small 
business and new enterprises this, year. 
Repeal of the excess profits tax and 
credits of various kinds will do this. 
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In regard to individual income taxes, 
both houses voted to retain the “normal” 
or Victory tax which the Treasury had 
asked to be repealed. A reduction of 3 
to 4 percentage points on the surtax is 
in store for taxpayers. This will mean 
little change in taxation for the average 
jeweler, but it will mean more ready 
cash in the pockets of some 12 million 
low-income families who will be stricken 
from the tax rolls. 

Provisions looking to relief for war 
veterans, under which all enlisted per- 
sonnel would be relieved of taxes on 
service pay for the duration of the war, 
with refunds due those who had already 
paid, have been adopted. 

For a while, when it looked as though 
the excise tax might be reduced to 10 
per cent, experts figured out that con- 
sumers would have saved something over 
$500 million in taxes. This, of course, 
takes into account other taxable items 
such as furs, liquors, ete. 

The big question now in the minds of 
most jewelers involves a date—the date 
of the official ending of hostilities. When 
that is decided the 10 per cent excise 
will be within view. 


APPROPRIATE GIFT 





Mrs. Jonathan Wainwright admires a silver 
service presented to her and her husband, 
General Wainright (right), Corregidor hero, 
by the Citizens’ Committee of the District 
of Columbia on Sept. 10th at the Washing- 
ton Monument Grounds during the welcome 
ceremony to the General. The silver service 
which is in the "Champlain" design by Frank 
M. Whiting & Company of Meriden, Conn., 
was purchased from R. Harris & Co., jewel- 
ers of 1101 F St., N.W. Washington, D. C. 





| 





OPA Price Replaces Ceiling Price 
On Merchandise Tags, According 
To Recent OPA Directive 


The words “OPA Price” instead of 
“Ceiling Price” soon will appear on a 
large part of the merchandise sold in 
retail stores. 

Effective October 15, 1945, any retailer 
of commodities other than food will be 
permitted to mark or tag goods with the 
words “OPA Price,” wherever individual 
marking or tagging is required by an 
OPA price regulation. The price may 
be shown in this way on the commodity 
itself, its container or wrapper, depend- 
ing on the provisions of the particular 
regulation. 


To the shopper, the new wording will 
mean that the article is being sold at 
an OPA-approved price. Retailers may 
use the words “OPA Price” for goods 
priced exactly at the ceiling, or below 
the ceiling. 

The action extends to all goods sub- 
ject to individual marking requirements 
a permission previously granted to re- 
tailers covered by the retail pricing chart 
regulation (Maximum Price Regulation 
580). It will affect textiles, apparel, 
furniture and house furnishings covered 
by this and other regulations; household 
appliances and other reconversion goods; 
in fact, most of the things that con- 
sumers buy, except food. However, it 
will not apply to goods pre-ticketed by 
the manufacturer. 


As a result, the wording on price tags 
will be more uniform from store to 
store, OPA said. In addition, retailers 
will be relieved of the burden of mark- 
ing many articles with two statements 
of price, one to show the OPA ceiling, 
and the other to show the store’s actual 
selling price. Of course, retailers who 
wish to continue using the words “Ceil- 
ing Price” may do so. 

Any retailer who decides to mark 
goods with the words “OPA Price” must 
put up a sign in type at least one inch 
high, in the premises where the articles 
are offered for sale and clearly visible 
to shoppers. The sign will read: “The 
‘OPA Price’ marked or tagged on mer- 
chandise in this store is no higher than 
the OPA ceiling price of the articles.” 
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ANRJA To Hold First Mid-Year Confab In 4 Year, 


St. Louis Is the Place, 
March 10-12 the Time; 
Plan General Program 


The first mid-year conference to be 
held in four years by the ANRJA will 
take place in March, according to an 
announcement by Charles T. Evans, sec- 
retary. Saint Louis is the city and Sun- 
day, Monday and Tuesday, March 10, 11 
and 12, 1946, are the dates. 

Two of ANRJA’s most successful 
conventions, those of 1917 and 1924, Mr. 
Evans said, were held in Saint Louis and 
Southwestern jewelry men have been 
eager to have another ever since. 


The Conference, the first since 1941, 
will be held at the same time as the 
Jewelry and Silverware Show, which 
will take place at the Hotel Statler in 
the same city. Details of the conference 
will be announced later, Mr. Evans said. 

The ANRJA Executive Committee de- 
cided at its recent meeting that the mid- 
year conference should be general in 
character and that the program should 
be one that would secure the attendance 
in large numbers of. the members of 
other sections of the country as well as 
the Southwest. 

Decision to hold a meeting in March 
automatically cancelled all plans for the 
tentative Chicago meeting which was to 
be held in February. 

In announcing the first peacetime 
meeting of ANRJA, the secretary said, 
“Retail jewelers are going to be very 
much interested in meetings of this char- 
acter because in the changing scenes of 
the next few years, it will be more than 
ever important to secure all the informa- 
tion possible from listening to addresses, 
participating in discussions and inter- 
changing experiences with their fellow 
jewelers.” 


NEMJ&SA Elects New Board of 
Directors At Annual Meeting; 
President To Be Elected Later 


At the annual meeting of stockholders 
of the New England Manufacturing 
Jewelers and Silversmiths Association, 
held in Providence October 25, all of- 
ficers, with the exception of president, 
were elected. The president is chosen 
by the directors at a later date. 


The new officers are: Ist vice presi- 
dent: (1 year) Earl Ashley, E. H. Ashley 
Co., Ine.; 2nd vice president: (1 year) 
Raymond L. Wells, Wells Manufacturing 
Co.; 8rd vice president: (1 year) Max 
Kesterman, Kesterman Bros. Manufac- 
turing Co. The secretary for the com- 
ing year will be Benjamin Rossman of 
the A & Z Chain Co.; the treasurer, also 
for one year, Edgar E. Baker, W. KR. 
Cobb Co. 

The directors, elected to serve a three- 
year term are: Gottlob Armbrust, Arm- 
brust Chain Co.; Carl Beresford, Webs- 
ter Co.; Angelo Del Sesto, Van Dell Co.; 
Stephen H. Garner, Leach & Garner Co.; 
Rotal J. Gregg, Ostby & Barton Co.; 
Edward B. McAlpine, Edward B. 
McAlpine Co.; Henry A. Niven, L. G. 
Balfour Co.; and Philip A. Painchard, 
Revere Copper & Brass, Inc. 
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EMMY'S 
SWAG 


Emmy Goering, wife 
of the Number 2 Nazi, 
has a weakness for 
bright baubles. In the 
few year's that she 
and the Reichmar- 
shal rode the crest 
of the political wave 
in Germany, she man- 
aged to gratify that 
weakness very nicely. 
Here is just a part 
of her well-stocked 
jewel box, being ex- 
amined by a Wac 
sergeant. The jewelry 
was confiscated by 
the American army 
and.is being held until 
after the war crimi- 
nals' trial. Just what 
is to eventually be- 
come of this extrava- 
gent collection has 
not been decided. 








Press Association 





Two Week Strike in Toronto Jewelry Factories Ends 
After Union Claims Sweatshop Conditions, Child Labor 


A charge of sweatshop conditions in 
Toronto’s jewelry industry, with children 
working hours long in the home, was 
issued by the local union and promptly 
denied by an employer representative. 

“Important manufacturers in this city 
have influenced workmen to operate 
illict shops in bedrooms, cellars and at- 
tics, working Sundays, holidays and 
long hours,” said a statement issued by 
Frnest W. Gardiner, business manager 
of Local 33, Toronto Jewelry Workers 
Union (A. F. of L.). 

“In some instances, children of school 
age have been reported helping on this 
type of work, which is in fact a turn 
back to the middle ages,” said the union 
statement. “The union is determined to 
abolish these evils. Manufacturers 
should take warning that those who are 
adopting this policy will have their 
names published in the press, and our 
members in those shops will take ac- 
tion against those that adovt practices 
that retard progress toward true 
democracy.” 


RIDICULES CHARGES 


To this charge Charles F. Brookes, 
chairman of the Manufacturers’ Section, 
Canadian Jewelers’ Association, replied 
tartly: “That is absolutely ridiculous— 
no such thing has ever taken place in 
the jewelry business to my knowledge, 
and I’ve been in the business for 40 
years. The person who said that must 
be out of his head.” 

These charges 
were issued at the height of a strike 
which began on October 4 and ended two 
weeks later in an agreement, the terms 





and counter-charges 





of which were not revealed. About 115 
jewelry workers walked out of 25 firms 
in the Toronto area following inability 
of the union and employers to renegotiate 
an acceptable contract. 


RATIO OF 1 TO 4 

The union statement also said that 
the strikers had been asking for a con- 
tract which would restore pre-war work- 
ing conditions in the Toronto area, with 
a 40-hour week in June, July and 
August, and a ratio of one apprentice 
to every four journeymen. 

During the war, it was said the union 
had agreed to forego the 40-hour week 
in the summer months and to allow a 
ratio of one apprentice to every three 
journeymen, because of the extreme 
shortage of manpower. The statement 
protested that the employers had re 
fused to renew the contract on May 31 
on the basis of pre-war conditions. 

Referring to the contention of em 
ployers that Toronto’s jewelry industry 
is faced with competition from Mon 
treal, where jewelry union is organized 
the statement said this was the usual 
“hogie to confuse the issue.” 


Elgin Wins Safety Award 

The Elgin National Watch Company 
has received a Certificate of Safety 
Achievement from the U. S. Depart 
ment of Labor for cutting its accident 
frequency rate by more than 50 per 
cent for the last six months of 194 
as compared with what it had been for 
the last half of the previous year. 
reduction of at least 40 per cent was 
necessary to qualify for the award. 
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trs. Agree to Tone 
down on Extravagant 
descriptions of Wares 


The Federal Trade Commission is far 
dormant, asalargenumber of jewelry 
panufacturers will testify. Within the 
four weeks complaints have been 
ainst silverware, pen and pencil, 

a and novelty firms. 

Latest of these is the case of the M. 
p, Waterman Pen Co. of 333 South Mar- 
ket Street, Chicago. This company is 
not to be confused with the L. E. Water- 
man Co. of New York, makers of Water- 
man fountain pens. The FTC claims 

M. B. Waterman has misrepre- 
sented its products through the use, not 

of the Waterman name, but that 
of the “Waltham Pen Co.” Says FTC: 
“These names create in the mind of a 
substantial portion of the purchasing 

the belief that the products re- 
ferred to as “Waltham” are those of 
the well-known and long established Wai- 
tham Watch Co. when such is not the 
fact.” The complaint goes on to say 
that the use of the name “Waterman” 
in the corporate or trade name “has 
the tendency to mislead purchasers into 
the erroneous belief that such merchan- 
dise is that of the L. E. Waterman Co., 
long and favorably known as a manu- 
facturer of high grade fountain pens 
and pencils.” 


FREE DIAMONDS 


M. B. Waterman’s methods are ap- 
parently far from orthodox, since he 
alo allegedly represented the 69-cent 
pens as “$3.00 values” and claimed that 
the pen and pencil sets are “indestructi- 
ble” and have 14 karat gold points. Further 
indications of the firm’s ethics may be 
found in FTC’s allegation that the “life- 
ime guarantee” offered with each pen 
merely agrees to service the pen “for 
life” at a flat rate of 25 cents, which 
is more than the cost of the pen itse!f 
to the company. 

Free diamond rings are another fea- 
ture of the interesting promotion methods 
iM. B. Waterman. Advertising circu- 
lars distributed by the firm offer a 
replica diamond ring “free at no cost 
to you.” Actually, the complaint alleges, 
the ring is a cheap imitation of a 
diamond ring and is in no sense a 
gratuity because before a person may 
receive the ring he must distribute 
coupons advertising “Waltham” pen and 
pencil sets and must send the company 
three orders. 

Also on the docket and now settled 
was the case of J. Rafelman & Co. of 
Norfolk, Va. This firm has agreed “that 
they will cease disseminating advertise- 
ments which fail to disclose conspicuously 
that certain naval insignia they sell do 
wot comply with the uniform regula- 
tions of the United States Navy.” The 
insignia were advertised under the name 
“Amphibious,” “Air Crew Wings” and 
Aerial Gunner,” each designation ac- 
companied by a patent number. 

_ The use of the word “sterling” in con- 
junction with plated silverware was out- 
lawed in the recent FTC case involving 
National Novelties, a Chicago firm. The 
company has agreed to cease and desist 
from “representing that cutlery or flat- 
ware sets advertised and sold by them 
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FTC On The Job Against All Phony Ad Claims 
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is sterling silver plated, richly plated 
with pure sterling silver, or fine quality 
silver plate and has a reinforced nickeled 
steel base; and from using the name 
and trade mark of R. B. Rogers Silver 
Co. in any manner to suggest that the 
products are Rogers Silverware.” Ac- 
cording to the FTC stipulation, the 
tableware is not sterling silver plated, 
fine sterling plate or any of the other 
elegant designations mentioned. Find- 
ings were that there is no sterling silver 
in the articles and the thickness of the 
coatings does not even meet the mini- 
mum government specification for silver 
plated steel tableware. 

The tableware, according to the Fed- 
eral Trade Commission is “all of such 


(Please turn to page 889) 











For the Memo Pad 


November 


11—New Jersey RJA Convention, Essex 
House, Newark. 


* January 


6-10—Pittsburgh Gift Show, 
Penn Hotel, Pittsburgh. 

7-10—Southeastern Homeware and Gift 
Show, Municipal Auditorium, Atlanta, 
Ga. 

7-12—-Market Week, 225 Fifth Ave., 
New York. 

13-16—Ohio State Gift Show, Deshler- 
Wallick Hotel, Columbus, Ohio. 

13-18—Kansas City Gift Show, Hotels 
Phillips and Muehlebach. 

20-24—Detroit Gift Show, Statler Hotel, 
Detroit, Mich. 

20-25—California Gift and Art Show, 
Alexandria Hotel, Los Angeles. 

28-Feb. 8—Chicago Gift Show, Palmer 
House, Chicago. 

28-Feb. 9—China, Glass and Pottery 
Market, Merchandise Mart, Chicago. 


William 


February 


7-11—San Francisco Market, Civic Audi- 
torium and Western Merchandise 
Mart. 

17-20—Oklahoma Gift and Jewelry 
Show, Biltmore Hotel, Oklahoma City. 

17-21—Portland Gift and Housewares 
Show, Portland Merchandise Mart 
and Multomah Hotel, Portland, Ore. 

24-28—-Seattle Gift and Housewares 
Show, Terminal Sales Bldg., Seattle, 
Wash. 


24-Mar. 1—Dallas Gift Show, Baker 
Hotel. 
24-Mar. 1—Allied Gift and Jewelry 


Show, Hotel Adolphus, Dallas, Tex. 
25-Mar. 1—New York Gift Show, Hotels 
New Yorker, Pennsylvania. 


March 


10-14—ANRJA Mid-Year Conference, 
Hotel De Soto, St. Louis, Mo. 

10-14—St. Louis Jewelry and Silverware 
Show, Hotel Statler. 


*Pittsburgh’s annual Pottery & Glass 
Exhibit will not be resumed in 1946. 














Oklahoma Watchmaker 
Licensing Board Named; 


Law Is Now in Effect 


Oklahoma’s jewelers and watchmak- 
ers are frantically buzzing like the 
proverbial bee, trying to beat the Oct. 
28th deadline when the new State’s 
watchmaker’s law becomes effective. 

About 300 watchmakers and jewelers 
from over the State of Oklahoma met 
in the Skirvin Hotel, Oct. 7th, to discuss 
the new State law requiring all watch- 
makers to take out a state license be- 
fore Oct. 28th. The new law, passed 
by the twentieth regular session of the 
Oklahoma legislature, which adjourned 
early in May, provided for registration 
fee of $10.00 for the first year, and a 
$5.00 fee for each succeeding year, for 
State license for Oklahoma watcamakcers. 
Under provisions of the Act, a Board 
of Examiners in Watchmaking, was set 
up with five members, to be appointed 
by the Governor. 

Governor Robert S. Kerr has made 
the following appointments to the Board: 

5-yr. term—Florian Smith, of J. Kent 
Smith Jewelry Co., Ada, Oklahoma. 

4-yr. term—H. W. Cruse, Boulton & 
Co., 515 Perrine Bldg. 

8-yr. term—Carl D. Hurst, Hurst Time 
Shop, 413 Hales Bldg., Okla. City. 

2-yr. term—George J. Sloan, the Sloan 
Jewelry store, Tulsa, Okla. 

l-yr. term—Monty M. Thompson, 
Thompson Jewelry Co., Capitol Hill, 
Oklahoma City 

As terms of these board members 
expire, each board member appointed 
to fill their vacancies will serve a five- 
year period. The only salaried officer 
is the Secretary, for whom an appro- 
priation of $1,000 a year salary was 
made. The Secretary’s office is located 
at 413 Hales Building, Oklahoma City. 

At the Oct. 7th meeting, officers of 
the board were elected, with Cruse 
named president, and Hurst, secretary- 
treasurer. An explanation of the Wis- 
consin state law was given before the 
meeting, by Ben W. Heald, National 
legal Advisor of the U. H. A. of A. 
(United Horological Association of 
America), and a general discussion and 
study of the Okiahoma law was held by 
the state watchmakers 

There have been numerous closed 
meetings, and three general discussion 
meetings were held in one day to work 
out Oklahoma’s law. “It has developed 
into a greater task than it first ap- 
peared,” said Mr. Cruse. 





Drive Is On For Alfred E. Smith 


- Memorial Wing To St. Vincent's 


Hospital; Ballard on Committee 


Leonard Ginsberg, president of 
Hearn’s department store, has_ been 
made chairman of the apparel and mer- 
chandising section of the Commerce and 
Industry Committee of the Alfred EF. 
Smith Memorial Committee, which is 
raising funds for a $3,000,000, 16-story 
addition to St. Vincent’s Hospital in 
New York. 

Archbishop Francis J. Spellman cf 


(Please turn to page 891) 
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Boston Jewelers Get Together For First Pog |caiif 


War Beefsteak—And It Certainly Tasted Goog Wate 


The post-war period was ushered 
in in grand style by the Boston Jew- 
elers Club on October 3. The boys 
got together for a real old-fash- 
ioned beefsteak dinner at the Hotel 
Gardner in Boston. That everyone 
had a high old time is evidenced by 
the pictures on this page, taken by 
JC-K correspondent Everett Smith. 

Highlight of the evening (aside from 
the beefsteak) was the _ sensational 
trumpet playing of Clarence E. Dun- 
bar who, in unmusical moments, is a 
Providence manufacturer of jewelers’ 
metal. 

No red points were asked for the 
beefsteak and none were offered. In- 
stead, the boys exchanged anecdotes and 
gossip and generally relaxed. Artis- 
tically, the high point came when the 
Gardner’s chef unveiled his canape mas- 
terpiece, seen on this page. Snappy 
creamed cheese and olives outlined the 


name of the BOSTON JEWELERS 
CLUB. 





From left to right, clockwise (starting at 8 o'clock): John 
Ramsay, N. J. Haselton, Arthur Brooks, Arthur H. Moore, Roy 
Brooks, W. E. Fritz, Ralph Johnson and Don Johnson in the 


foreground. 





Left to right: Edward Morgan, Harry Schaeffer, Fred B. Thurber 
and J. G. Cook. 
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Left to right, clockwise (starting at 8 o'clock): 
Sam MacPherson, Edward E. MacCourt, Herbert W. 
Stranger, Elmer A. Anderson, Robert A. Abbott, Ar- 
thur B. Wright, George W. Schaefer and William K. 





Burgess. 


Charles E. Dunbar, right, provided an un- 
usual bit of entertainment with an impres- 
sive trumpet solo. No musician was ever 
so enthusiastically applauded as was BJC's 


"Gabriel." 
















Members of the club line up for cheese and crackers as the 
Gardner chef does the honors. Left to right: Harold Partridge, 
Edward Cotter, Herbert Stranger, Arthur Wright, Sturgis Rice 
(obscured by the chef's cap), Steve Higgins, Henry Peterson. 





Reading around the table in the usual manner, starting at § "°W 
"9 o'clock" are: Carl F. Lawton, A. M. Horne, Forest Davidson, 
Ellsworth Read, Leo C. Graham, D. W. Smith, Allen Davidson — Mg; 

and, in the foreground, William L. Stone. | 
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California Jewelers Back 
Watchmaking School for 


yeterans at San Jose 


California Army and Navy discharg- 
ees partially crippled or otherwise dis- 
abled in service now have an opportun- 
ity to enter @ well paid profession with 
the establishment of the Watchmaking 
and Engravers School of the California 
Retail Jeweler’s Association. 

Utilizing the facilities of San Jose 
State College at San Jose, the members 
of the retail group have set an assess- 
ment of $10 per watchmaker employed 
in member stores to finance the school, 
which is patterned after that operated 

Hamilton Watch Company. These 
funds plus voluntary contributions from 
members and allied trade houses and 
suppliers will furnish up to $15,000 per 
year for the purpose. Students will be 
100% recently discharged soldiers or 
sailors who choose the engraving or 
watchmaking profession from ‘a list of 

tial careers furnished by Army 
ration centers. The emphasis of 
course will be laid on those whose mili- 
tary injuries or disabilities make them 
unfit for any job other than bench work. 


The school got well under way in 
August, with a membership of 90 
students to begin with, and plenty of 
applications coming in for the full ca- 
pacity of around 150. Not only sepa- 
ration centers but retail jewelers them- 
selves are building up the enrollment, as 
all cooperating jewelers are attempting 
to reach as many dischargees as pos- 
sible. 

The men to be trained may choose 
either engraving or watchmaking, and 
learn every detail of each from full 
time instructors chosen from nationa! 
manufacturer’s staffs. Work includes 
# small an amount of theory as pos- 
sible, leaning instead toward practical 
air work or engraving methods 
throughout. In order to get under way 
# soon as possible, the school board 
dbtained vital priorities for all materi- 


(Please turn to page 390) 








IN OLYMPIA 





leRoy's, Olympia, Washington's latest 

ry store, boasts this modern interior. 

Note the interesting tiered tables in the 
foreground, used to show off glass ware and 

pottery to best advantage. 

Ben J. Wisnia, designer and manufac- 
turer of fine jewelry, announces the 
removal of his factory and offices {o 
new and enlarged quarters. The new 
location is at 804-8 in the Galen Build- 
ing, 891 Sutter St., corner of Stockton 
St, San Francisco, Calif. 
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‘Slow Turns’ 


Why carry a costly inventory of slow-turn items when Air 
Express can move them so fast to you from any supplier 
in the country that you can think of his warehouse as your 
own stockroom! 

Yes, thousands of firms have found that this fastest de- 
livery service “earns its weight in gold,” by using it to cut 
inventory overhead and still give customers rapid service. 

Look your business over and you will find dozens of 
ways to use Air Express with economy and profit. 


Specify Air Express—A Good Business Buy 


Shipments travel at a speed of three miles a minute between principal U. S. 
towns and cities, with cost including special pick-up and delivery. Same-day 
delivery between many airport towns and 





























cities. Rapid air-rail service to 23,000 off- TYPICAL RATE CHART 

airline points in the U.S. Service direct by Fate Pm I Fe ay 
air to and from scores of foreign countries. | munes| ?* a Cents per Ib 
Write Today for interesting “Map of Post- |_149 [$1.00 [$1.00 |$1.00 |$1.40 | 3s 
war Town” picturing advantages of Air | 349 | 1.04 | 1.25 | 263 | 420 | 105 
Express to community, business and in- | sao | 1.11 | 152] 438] 7.00] 175 
dustry. Air Express Division, Railway Ex- [toa9 [1.26 | 2.19 | 875 |14.00 | 35 
press Agency, 230 Park Ave., New York 17. [a3a9 | 16s | 403 [2013 13220 | 805 

Or ask for it at any Airline or Express office. Over y68 | «20 | 2100 |3300 | 04. 


























ZSS 


GETS THERE FIRST 


Ma 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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“Our Customers Want Alarm Clocks” 


That’s what you’ve told us. That’s 
what we keep telling ourselves. And 
Gilbert is trying hard to fill that 
want. There’s no question about the 


demand. 


These customers don’t demand 
clocks driven by atomic power. 
They’re still indifferent to super- 
modernistic designs. But they do 
want alarm clocks bearing a name 
recognized for all-around value; 


clocks that can be depended upon. 


“Gilbert” is a dependable name. 


Production of Gilbert Clocks is now 
increasing steadily, though - still 
slowly. Allocations to Gilbert dis- 
tributors are increasing in both size 
and frequency. Before too much 
longer, we hope to start taking 
brand new orders from brand new 


customers. Will you be among them? 











ASK YOUR WHOLESALER 





Clock makers to the nation since 1807 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 


Laconia, N. H. 


551 Fifth Avenue 141 W. Jackson Blvd. 
New York 17, N. Y. Chicago 4, Ill. 
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TEN FOR 52 





Bringing the boys to Broadway is the mission of the 52 Association of New York of whid 
Nathan Newman of Silberman, Kohn & Wallenstein, Inc., is a member. Above is q 9 

of wounded servicemen from nearby hospitals being entertained at a Manhattan night Spot 
One of the hosts of the evening was Mr. Newman, third from the right. Why 52? Becouy 
it costs the group $52 to entertain ten servicemen at dinner and the theater every week 





OPA Still Applies To 
Watches, NY Enforcement 
Attorney Tells importers 


A number of watch firms in the New 
York area apparently mistook OPA’s 
lifting of ceilings from most other jewel- 
ry as a go-ahead sign for them to raise 
prices. The New York area enforce- 
ment attorney, Callman Gottesman, how- 
ever, is still very much on the job as 
he indicated when he announced that as 
of October 1, distributors of imported 
watches had in recent months paid $96,- 
294.90 in settlements for overceiling sales. 

In anticipation of increased holiday 
business, enforcement action to insure 
compliance in the watch industry is con- 
tinuing under the superivision of Zelma 
Shapiro, head of the Consumer Durable 
Goods Enforcement Unit, and Barney 
Rosenstein, Enforcement Attorney. Ac- 
cording to an announcement by OPA, 
the New York Metropolitan Office in 
continuing its investigation of watch im- 
porters, jobbers, and distributors and 
retailers, to determine whether they are 
complying with RMPR 499 and adher- 
ing to ceiling prices. 

The importers who settled the treble 
damage claims and the amount each paid 
in settlement were: Aaron Bernstein, 11 
John Street, $25,200; Harry C. Arnow, 
542 Fifth Avenue, $20,000; Crow Watch 
Co., 580 Fifth Avenue, $7,150.26; Max 
Axler & Son, Inc., 82 Bowery, $12,222; 
Weisman Watch Co. and Welsco Watch 
Co., 20 W. 47 Street, $6,575; Segud 
Watch Co., 116 Nassau Street, $5,116.50; 
Fidea Watch Co., 580 Fifth Avenue, $3,- 
193.50; Plaza Jewelry Company, 22 W. 
48 Street, $1,414.50; Enduro Co., 71 Nas- 
sau Street, $1,417.64, all of Manhattan, 
and the Universal Importing Co. of 
456 E, 188 Street, Bronx, $12,000. 





Excise Tax 


Sales tax collections for the month 
of August amounted to $15,599,341.99 
or more than four million dollars over 


| the August, 1944, total of $11,297,964. 





New England Jewelers Flock To 
Fall Gift Show in Boston 


All New England jewelry and gift 
buyer roads led to Boston during th 
week of October 8 to 12, where the fal 
showing of gift exhibitors was staged 
on six floors of the Parker Houg 
Among the Greater Boston jewelry 
firms exhibiting were D. C. Percival § 
Co. A. Berk Jewelry: Co., Harkin 
Murphy Company, Smith & Zaff, Joseph 
Gann Company, Nathaniel I Goodma, 
Inc., Norling & Bloom Co., L. & L 
Specialties, Colton, Lewis & Co., Wonow 
Jewelry Co., I. Alberts’ Sons, and th 
House of Zola. Hundreds of out-of- 
towners were glimpsed at one time or 
another during the week, and buying 
was brisk in most quarters, according 
to reports. 

Among the visitors were the follov- 
ing from Maine: J. Walter Tapley, 
Presque Isle; Earle K. Howe, Sanford; 
Morris Fineson and David Rosen of 
Crown Jewelers, Bangor; Mrs. J. L 
Eno, Skowhegan; Mrs. John F. Walsh, 
Millinocket; Sherman Daniels, Rock- 
land; Mr. and Mrs. Goodhue, Fort 
Fairfield; and Elmer J. (Jockey) 
Johnston, Caribou. 

From New Hampshire: A. J. le 
Rochelle, Rochester; J. F. Sullivan, of 
Howe’s, Keene; Augustus Bourque, 
Nashua; Louis Lemay, Manchester; J. 
L. Desjardines, Manchester; Samuel 
Fineblet, Pearson’s, Manchester; Mr. 
and Mrs. M. A. Noury, Manchester; 
Addie Fisk Goodell, Epping; and Mr. 
and Mrs. A. Levasseur, Manchester. 

From Vermont: V. W. Grant, Mont 
pelier; N. O. Cote, Bellows Falls; Frank 
Mowry, F. B. Howard Co., Rutland; D. 
F. Trask, Ludlow; Cy. Searles, Net 
port; and I, W. Burnham, Waterbury. 

from Mascahusetts: H. E. Westos 
Waltham; Mrs. Anna Dearing, East 
hampton; Robert Abbott, Wood- Abbott 
Co., Lowell; B. G. Tirrell, Weymouth 
Louis Comet, Comet’s Jewelry, Pitt 
field; Ray Tatreault, Bernard’s, Int 
Salem; F. S. Brooks, Palmer; Mr. a 

(Please turn to page 389) 
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Ceilings Off Findings, Mountings, All Stones 


OPA Rectifies Error, 


‘iso Removes Horo Tools 


And Prize Trophies 


The few items of jewelry inadvertent- 
left off the original list of goods 
aempted by OPA from ceiling stric- 
, have now been added to the list, 
gecording to an announcement by that 
cy. Also to be excluded from ceil- 
are horological tools and plaques 

and loving cups awarded as trophies for 


tournaments. 


All BUT FOUR 


The jewelry items now without ceil- 
rices are imitation, synthetic and 
gmi-precious stones, jewelry findings, 


Fair Trade Council to Hold Confab 
In New York to Discuss Post War 
Curbs on Ruinous Price Competition 


Manufacturers of trade-marked prod- 
ucts who distribute under Fair Trade 
contracts for the maintenance of stand- 
ard prices will hold their annual con- 
ference in New York at the Waldorf- 
Astoria Hotel on Friday, November 30. 
The conference will be under the aus- 
pices of American Fair Trade Council 
and will be held in the afternoon follow- 
ing the annual meeting and election of 
oficers of that organization in the morn- 





ing. 

Dr. Gary Leslie, Executive Vice-Presi- 
dent of the Council, notifies us that 
readers of JC-K may obtain invitations 
by writing to him at the headquarters of 
the Council, 11 West 42nd Street, New 
York 18, N. Y. Last year, according to 
Dr. Leslie, this conference was attended 
by representatives of nearly 50 indus- 
tries and the presidents, sales managers, 
and advertising managers of companies 
doing business in every state of the 
Union, and by a number of attorneys 
interested in Fair Trade legal proce- 
dures, 

The program will include practical 
addresses on various aspects of Fair 
Trade, and authorities on these subjects 
will be on the platform to answer ques- 
tions from the audience. 

“Inquiries received at the office of 
the Council,” says Dr. Leslie, “indicate 
that an increasing number of manufac- 
turers are looking ahead to the not-too- 
distant time when they will face active 
price competition and are planning to put 
their products under the protection of 
the Fair Trade Laws.” 


ON aera 


What's New... ? 


If you’ve moved your store to a new 
‘location, opened a branch store, re- 
modeled and installed new fixtures, 
celebrated your golden anniversary in 
the jewelry business—or returned from 
the Army—we’d like to hear about it. 

Jeweters’ Circutar-Krysrone wants 
news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: Jewerers’ Crecutar-Krystonr, 100 
E. 42nd St., New York 17, N. Y. 
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mountings, insignia and emblems. This 
completes the list of exempted items 
which now includes practically all jewel- 
ry except gold-plated compacts, watches, 
clocks and silverware. 

The full list as of November 1 follows: 

Bracelets 

Brooches 

Compacts and vanity cases made of 
precious metals, but not plated with 
precious metals 

Cuff Links 

Earrings 

Imitation, synthetic and semi-precious 
stones 

Lipstick holders made of precious 





metals but not plated with precious 
metals 

Jewelry findings 

Mountings 

Insignia 

Emblems 

Necklaces 

Pendants 

Rings 

Men’s accessories such as tie clips, 
money clips, key and watch chains, belt 
buckles, etc. 

Pins 

Watch bracelets 

Horologists’ instruments 

Plaques and loving cups awarded as 
trophies for tournaments. 
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BACK AGAIN! 
For Xmas Selling 





Free Display Stand 


Attractive, 
background on wooden pedestal. 


sale-compelling blue mirror 


KARVIT 


CARVING TONGS 


A fast-selling, sure-repeating gift item 
folks have been looking for. For hold- 
ing fowl, roast or ham in place while 
carving. 


CHROME FINISH 


13-80 per doz. 


BUCKLES 





Cavalier 
Sterling silver 
h and gold dec- 
orated buck- 
les with as- 
H sorted shields 
for mono- 
grams. Also 
available in 
1/20 yellow 
gold filled. 














Send Your Orders 
Without Delay 
For Prompt Delivery 


QUEEN CITY 


BUCKLE MFG. CO. 
CINCINNATI, OHIO 
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Hardly a Month Goes by Without at Least One Good Story 
About the Richter Jewelry Co. in the Cincinnati Papers 


Charles Richter attracts publicity like 
Van Johnson does the girls. If it isn’t 
one thing, it’s another. Latest newspaper 
mention of the Cincinnati jeweler and 
his store came when a cache of watches, 
money and, oddly enough, Appolanaris 
mineral water, was found under the floor 
of the store during renovation. 

It all happened when the basement 
was being renovated to be used as a 
salesroom. In making way for a new wall, 
workmen discovered a small box con- 
taining the treasure. In no time at all, 
reporters and photographers were on 
the spot and all Cincinnati soon learned 
of the adventure. All the watches are 
key winders and, except for dirt, are 
in good condition. One of them is in- 
scribed, “To Charles from Father. Dec. 
25, 1888.” A search through the City 
Directory revealed that another jewelry 
store had been located where Richter 
now stands. Probability is that Luke 
Kent, the jeweler in those days, was just 
swamped with repair orders and hid a 
few just to get away from them. This 
doesn’t explain the Appolanaris water 
—but what could? 

The find is now on display in the 
Richter window along with the 1867 
city directory and a note stating that 
anyone who can identify the owners or 
their relatives may have the articles. 

The half of Cincinnati that doesn’t 
about the basement “reasure at 
Richter’s will certainly hear about the 
case of Marie and Glenn. This affair, 
which reached the public prints a few 
weeks previously, involved the Cincinnati 
Post Office, a lonesome G.I. and a couple 
of pieces of gentlemen’s jewelry. Seems 
that the P.O. had a battered, unde- 
livered package on its hands with no 
identification except—you guessed it— 
the Richter label. Mr. Richter was 
called in and soon a hunt through a 
couple of hundred sales slips cnsued. 
The clue was “With Love to Glenn 
From Marie” inscribed on an identifica- 





Gayou to Manage Show 
For NACJ in 1946 


The Show Committee of tae National 
Association of Credit Jewelers announces 
that the association has engaged the 
services of George Gayou, of St. Louis, 
to manage the jewelry show which will 
be staged in connection with the next 
unnual convention of the essocialion to 
be held at the Stevens Hotel, in Chicago, 
from July 29 to August 2, 1946. 

Mr. Gayou has had many years of 


| practical and successful experience in 


the promoting and staging of trade 
shows, including the annual Shoe Fair, 
which is one of the largest and best 


attended such events in the entire coun- . 


try and in any industry. 

His experienced and demonstrated 
ability in staging an outstanding show 
will undoubtedly prove an important 
asset in building the NACJ exhibition 
to even greater importance than it has 
enjoyed in the past. 





William B. Hawley, who for 15 years 
has been Assistant Treasurer and Ad- 
vertising Manager of the Hawley & 
Davis store, Bridgeport, Conn., has re- 
signed following the purchase of that 
store by Gordon Bros., which was an- 
nounced in JC-K last month. 


tion bracelet. All ended happily when 
Glenn and Marie were discovered hg 
pily reunited in Cedar Rapids, Idah» 
the gentleman now a civilian, the Jady 
his wife. So you see, Charles Richte 
is not merely a jeweler; he can play 
Cupid and Sherlock Holmes at wil], ~ 

Space does not permit a Complete 
recounting of Ritcher’s recent appear. 
ances in public prints. Suffice it t 
say that we'll match the Cincinnatj 
jeweler’s record with any other in the 
country—line for line and cut for cut, 





Charles Richter, above, examines the treas. 

ure trove hidden away in the basement of 

the Richter Jewelry Co. Key-winding 

watches, old coins and a bottle of Appol. 

anaris water were found during recent 
renovations. 











NOW AVAILABLE 
BABY FORK & SPOON SETS 


STERLING 





IMMEDIATE DELIVERY 


Baby Set $42.00 doz. 

Spoon only $21.00 doz. 

Fork only $21.00 doz. 
ALSO AVAILABLE 

STERLING 

Napkin Ring $30.00 doz. 

Gravy Ladle $48.00 doz. 

Serving Fork $72.00 doz. 
Cold Meat Fork $48.00 doz. 


All Prices Net F.O.B. N. Y. 
A. B. FRANK 


9 Maiden Lane, New York 7, N. Y- 
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Southern California 24K 
Club Gives $500 to JVC 


As Token of Appreciation 


The Jewelers 24 Karat Club of South- 
California were SO impressed by the 
jut of the Jewelers Vigilance Commit- 
ts that they voted to appropriate $500 
of its funds to that organization. 

‘The decision to send the gift came at 
the October 1 meeting when James A. 
Apffel, member of the Board of Direc- 
tors, gave a talk on the work of the 
jvc. He then proposed that the club 
appropriate the sum “as a token of ap- 
reciation.” 

In a letter to G. H. Niemeyer, chair- 
man of JVC, Herman Siegel, secretary- 
treasurer, said, “With this check goes 
the endorsement, .pproval and promise 
of cooperation from each and every one 
of the members, individually and collec- 
tively.” 


Labor Troubles May Cut Into 
Copper Production This Year 


Labor shortages and strikes cut Sep- 
tember production of refined copper 
345 per cent from the August leve! to 
a total of 45,145 tons, the monthly co:n- 
pilation of the Copper Institute reveals. 
Executives of leading copper mining 
and smelting and brass fabricating com- 

es are increasingly concerned about 
the possibility that the acute labor short- 
age and wage controversies will con- 
tinue to the point where their operations 
may be so seriously hindered that in- 
dustries, including jewelry, now con- 
templating large copper consuming 
projects will defer their plans. 

In a recent survey made by the Cop- 
pr & Brass Research Association, do- 
mestic production of copper over the 
next ten years is set at 444,000,000 
pounds annually while the demand is 
put at 2,235,000,000. This compares 
with domestic consumption of 2,140,- 
00,000 pounds in 1940. The demand for 
each of the next two years is estimated 
at 2,274,000,000 pounds. 

However, these consumption estimates 
te now being predicated on the as- 
sumption that labor and management 
vill promptly come to an agreement; 
that the copper mining companies and 
the brass fabricators be permitted to 
tam a substantial profit and that the 
nent stockpile its battlefield 
rap. 


leo Weisfield, Seattle Jeweler 
Winds Up Successful Scrap Drive 


Leo Weisfield, of Weisfield & Gold- 
berg, chairman of the Seattle War Com- 
mission’s salvage section at Seattle, had 
the Pleasant extracurricular task of pre- 
senting a coveted decoration on the left 
breast of little George “Buddy” Boldt, 
who alone and single handed collected 
7 tons of waste paper. The jeweler 
heading the drive was proud to pin the 
‘honor” upon the 8 year old lad, who 
has been hailed paper salvage champ 
of the state of Washington,—in which 
state Mr. Weisfield has achieved whole- 
hearted cooperation and the cordial sup- 
Port of citizens and friends of this 
popular jewelry store head. 
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NEW RETAIL ESTABLISHMENTS 


<goua 


Owner or Manager 








Name and Address 


The Jewel Box, 111 Sewalls Pt. Road, Norfolk, Va.........--- L. B. Land 
Cc. J. May, Jeweler, Orange, Mass.....-.-+-++-ee-- sees crrrees 

Adams Jewelers, 798 Tonawanda Street, Buffalo, N. Y... 

Barton’s, 1334 Second Ave., Seattle, WER. wudauessseycnews- 

Alfred Steiner, Jeweler, 7118 Forsythe Boulevard, Clayton, Mo.. 

Moultrie Square Deal Jewelers, 121 Main Street, Moultrie, Ga... Scott Carter 
Scott’s Diamond Shop, 10 S. Main Street, Temple, Texas 

Doenges & Co., Staunton, Va. .. 


idk per adédcnpawaseeadeeas -C. W. Doenges 


Dale’s Jewelry Store, 936 Crane Street, Schenectedy, N. Y. - David H. Levy 
Roger’s Jewelry Co., Western Ave. & Terrace St., Muskegon, 
Nc ake. }eeChdes tebe Cara Oe eC OU RET RE CRO SU il ost 2 Harold A. Silverman 


R. M. Bumford, Jeweler, 129 E. Ridgewood Ave., idgewood, 


gs vERYNIO 





FAST MOVING. QUICK PROFITS 
\ CENTURY 





ACTUAL 
SIZE 





LIGHTER 


THE PERFECT 
OUTDOOR LIGHTER 


Lights instantly with a twirl 
of the thumb! All metal— 
in crackle finish case—large 
fuel capacity—over !/2 mil- 
lion in use by Armed Forces 
—now offered to civilians. 


RETAIL PRICE 


$7.55 


REGULAR 
DISCOUNTS 


* * * * * * « 


CENTURY (“<cesroom> LIGHTER 


Lightweight—Compact—Simple 
Positive—Instant Light 





Slender and lightweight with exceptional RETAIL PRICE 
fuel capacity. Solid metal, sparkling satin- 


smooth finish—stunning in design—in per- $4.50 


fect taste for men or women. Machined and por my O.P.A. 
constructed for years of easy, positive light- ceiling $4.58.) 


ing action. Makes a fine gift. —_.... 


RETAILERS CONTACT YOUR WHOLESALER 


Jobbers and Wholesalers write for discounts and territories 


20" CENTURY PRODUCTS CO. 


Makers of the Century Lighter 


117 W. Harrison St. * Chicago 5, Ill. 
CENTURY — Wicks — Flints — and Lighter Fluid — also available. 
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COCKTAIL RINGS 


TO CHOOSE FROM 
WRITE FOR OUR CATALOG 


WE SPECIALIZE IN COCKTAIL 


RINGS 
OLAND JEWELRY CO. 


87 Nassau St. New York City 7, N. Y. 
BARclay 7-6873 
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OVER 200 DIFFERENT STYLES 


Resale Price Maintenance Issue Again 


Before Congress in 


Introduction of the bill to permit Fair 
Trade resale price contracts in the Dis- 
trict of Columbia should remind us that, 
in this critical period of reconstruction, 
we shall need price floors as well as price 
ceilings, in the opinion of Dr. Gary Les- 
lie, Executive Vice-President of Amer- 
ican Fair Trade Council. 

“This measure indicates that Senator 
Saltonstall, the introducer, foresees the 
end of the seller’s market that dominated 
American business during the war,” said 
Dr. Leslie. “The law he proposes for 
the District of Columbia is practically 
the same one now on the statute books 
of his own state, Massachusetts, and 44 
other states of the Union. It permits 
the manufacturers of trade-marked 
goods to contract with their distributors 
not to resell their products at less than 
the minimum prices set by the producer. 


ALL BUT THREE 


“The importance of this bill extends 
far beyond the District of Columbia, 
because it will bring the issue of resale 
price maintenance to the attention of 
our national legislators for the first time 
since Congress passed the Miller-Tydings 
Act legalizing Fair Trade contracts in 
interstate commerce, in 1937. During 
that time Fair Trade merchandising has 
increased rapidly and the practice is now 
permitted in all but three states—Texas, 
Missouri and Vermont. 

“The most striking proof that the 








EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 


COMBINATION SETS 


Write for Our New 
Illustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 














$72 


Here's How You Can Participate 
In the Victory Loan Drive— 
As a Jeweler and a Citizen 


Here, at a glance, are salient facts 
for the jewelry industry’s participation 
in the Victory Bond Campaign. 

Your Poster: Your local War Finance 
Committee will supply these on request. 

Your Slogan: Your local newspaper 
will gladly provide mats-of the Jewelry 
Victory Loan Emblem for use as drop- 
ins—without charge. It comes in two 
sizes 254” deep x 2” wide and 1%” x 
1” wide. This emblem shows the Victory 
Torch and says “This Jewelry Store is 
Backing the Victory Loan.” 

Your Day on the Breakfast Club Pro- 
gram; November 12, 1945. The Break- 
fast Club Program with Don McNeill 
on the American Broadcasting Company 
network will salute the jewelry industry 
on this day. 

Your Committee—Chairman: Clifford 
I. Josephson, C. I. Josephson, Inc., Mo- 
line; H. Bruce McCague, Cowell & Hub- 
bard Co., Cleveland; Eliot Hirshberg, 
Finlay-Straus, Inc., New York; Clarence 
Olsen, Olsen & Ebann Co., Chicago; 
Henry Lambert, Lambert Bros., New 
York; A. N. Slavick, Slavick Jewelry 
Co., Los Angeles; Percy K. Loud, 
Wright, Kay & Co., Detroit, Mich.; Ar- 
thur J. Sundlun, A. Hahn, Inc., Wash- 
ington, D. C.; William G. Thurber, Til- 
den-Thurber, Providence, R. I. 

Your Peak Days: November 
llth, 22nd, December 7th. 


10th, 





Two recently discharged vets are back 
at the Thomas Long Company, Boston: 
Joe Whalen from the Navy and Stanley 
Marco from the Army Air Force. Both 
are in the wholesale division. 


Case of D. C. Law 


Fair Trade system benefit : 
business is that none of the Antica 
to repeal any of the state Fair Tm 
acts or weaken them by amendments 1 
succeeded. During the present 
however, opponents were able to Prevent 
the passage of a Fair Trade ae 2 
Texas and they are striving to defeat 
a similar bill now before the legislaty 
of Missouri. ° 


EXPECT ATTACK 


“We expect that the Saltonstal) bill 
will be attacked, at the public hear; 
before the District of Columbia Commit 
tee, by the same groups that have tried_ 
generally without success—to stop the 
spread of Fair Trade in various stat 
legislative battles. These opponents jp. 
clude manufacturers of unbranded mer. 
chandise who prefer to have their dis. 
tributors left free to cut prices on adyer. 
tised trademarked goods, so as to attract 
customers to their stores; and merchant; 
who claim to sell merchandise at lower 
prices than their competitors and try 
to prove this claim by cutting prices 
on popular advertised brands.” 





The first meeting of the fall season of 
the New York Study Group of th 
American Gem Society took place on Oe. 
tober 24 at the offices of J. R. Wood & 
Son, under the guidance of Prof. Ralph 
Holmes of Columbia University. 
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Single Strand — $51.00 dozen 
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Double Strand — $90.00 dozen 
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ANRJA Offers A $500 Victory Bond | William G. Snow Is Dead 


fo the Jeweler Who Sells the At 82; Was with Silver 

Yost Bonds In Current Campaign Firm Over Half-Century 
D A chance to win up to $500 in Victory The grand old man of the American 
3 is offered the jewelers of the | silverware industry is dead. William G. 
le ion by the ANRJA in an effort to sell Snow passed away suddenly at the age 
§ re bonds than ever before. Accord- of eighty-two on October 11, after serv- 
ing to an announcement by Charles ‘I. ing the International Silver Company 
secretary, eleven bonds, ranging for nearly 53 years. Two years ago his 


$25 value to — = be “~~ to | colleagues paid tribute to him on the 
the jewelers or Jewelry store employes occasion of his 50th year with the firm. 


sew e S| oe” 


yho sell the largest number of bonds Evarts C. Stevens, president of the In- 

in the current campaign. ternational Silver Co., presented him 

It is not necessary to be a member with a 50-year emblem set with a small 

fot the ANRJA to compete because diamond. And just two months ago Mr. 

ays the association, they want all and Mrs. Snow celebrated another half- 

' | «welers to get out and sell more bonds century milestone—their golden wedding 
| than ever — bei 4 a — anniversary. 

3 ; your local war bond committee Mr. Snow came to International as a 

| aust certify the amount you sold to sort of all-around man in 1893 after 


ANRJA Victory Loan Committee. F : : 
BA points out that this is most having written a letter to the president 


important since only through this means 
can data be assembled. 

Returns must be received by Decem- 
per 20. Awards will be made between 
that time and the publication date of the 
February, 1946, issue of the ANRJA 
Bulletin in which names of the winners 
will be announced. 

In addition to the $500 Victory Bond 
awarded for greatest sales there will 
be the following awards: $200 for the 
second and third largest amounts; $100 
for the fourth largest; $50 for the fifth 
largest and five bonds of $25 each for 
the sixth through tenth largest amounts. 


WILLIAM G. SNOW 





+— of the company. His salary was $600 a 
year. When he took the job, George H. 
Wilcox, then vice-president of the Meri- 
den Britannia Co., International’s name 
; : ° then, told him to “look around, learn the 
Post-War Re business, know what we make, and be 

able to sell; do anything you see that 

wants to be done.” With this broad in- 


AoE 
; OF a a . A ens , 
AP NNN) | Bia wet “wanted to be done for 30 
% 









GHTWEIGH F; ak 
3 ~ —-~_ years. 


TEMPERED Ss 
& RALUMIN \We 7 Among the things that wanted to be 
- A S done was efficient systematizing of rec- 
Vp ords and Mr. Snow introduced the com- 









v. a. pany’s first card-cost system in 1894. 

im THE SOUTH PAcIFG Simultaneously, he planned improve- 

$4450 ments in the catalog and two years later 

een he became the firm’s first advertising 

manager. In recent years Mr. Snow has 

Popular — directed International’s unique His- 

© HOLE seCURE AUT wrrnouT annene torical Research department which is 

immapiatary not only a history of that company but 

pe fy also of pre ar = mae ag 

ware and britannia in Connecticut. Sev- 

Instant Appeal eral months ago he completed a history 

— mune wast BAND IN AMERICA of silversmithing in the U. S. for the 

] Sarenecst_Snon with err clr a tea Jeweters’ Crrcutar-Keystone’s Seventy- 
ese: an seeeowneate, Ca fifth Anniversary Number. 

It is difficult to believe that there was 

e a time when William G. Snow was not 


connected with the trade, but it is a 
fact that he was a successful printer 
and editor before joining Meriden 
Britannia. In 1879 he was a co-founder 


"| Newspaper mat of above advertisement 
| furnished to dealers free of charge for 
(| use in their advertising. 


| Send request to James G. Flatau, sole of the Delaware Times at Roxbury, 
] Seles agent, 29 East Madison Street, N. Y., and in 1880-81 he edited and 
] Chicago 2, Ill. printed a country newspaper, the Gran- 


ville, Mass., Sun. He worked as a printer 


CW. Hickok in Hartford, Conn., represented a New 


England printing press manufacturer 


OF SAN FRANCISCO in New York, and engaged in the lumber | nit “STERN & CO Inc 


> business at different stages in his career. 
W, vst W. ‘atch Bands Surviving, are his wife, Bessie Louise 
Sold Exclusively thru Jobbers Taylor Snow, one daughter and four 











grandchildren, all of Meriden. 
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HAMMEL, RIGLANDER & Co, INC. 


mm SOFT AS A KITTEN 
STRONG AS A LION > @ 














ENRIQUE KAUFMANN ROOS 








Jewelry Store Sales Up 2 Per Cent Over Last 
September; Massachusetts Sales Take Sharp Plunge 


[J insuFFiciENT DATA 


For the first time in many months re- 
tail jewelry sales, though ahead of last 
year’s are slightly below the average 
for all retail establishments. Accord- 
ing to the Bureau of the Census, retail 
jewelry sales in jewelry stores during 
September were 2 per cent over sales 
last year. Overall percentage for retail- 
ers, however, was 4 per cent. 

Preliminary returns from 34 states 
showed a distanct let-down in several 
sections, but the general trend was an 
evening off of sales as compared with 
last year. The states of Washington 
and Missouri, for example, showed no 
change from 1944. Greatest dip was 
taken by Massachusetts which registered 
14 per cent below last year. 

This trend is closely connected, it ap- 
pears, with the difficulty that this indus- 
trial state is having in reconverting to 
peacetime work. 

Other New England States are hold- 
ing fairly firmly—Vermont up 7 per 
cent, Connecticut up 5 per cent, Maine 
down 1 per cent. Incomplete returns 
from the western mountain area show 
that this section is witnessing a boom in 
jewelry demand. Montana sales were up 
29 per cent in September; New Mexico 


Raze Old Administration Building 
At Elgin Watch Co.'s Main Plant 


Razing of the old administration 
building and long unused east wing of 
the Elgin National Watch Company’s 





| main plant, now under way, is the pre- 
| liminary step in a projected broad pro- 


PERUVIAN 
STERLING SILVERWARE 
925 fine 


Handmade Bracelets and Pins of 
cast or filigree silver. 


Household goods, cutlery ete. 


Orders attended by Air Express 


Write-by Air Mail to 





P.O.B. 886, Lima, Pera 
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| gram of building expansion, it was an- 


nounced recently by company officials. 
The section being torn down dates 
back to Civil War days. The first Elgin 


| watch was completed in 1867 in one of 


the section’s buildings. The main unit 
being eliminated is a 300-foot three-floor 
wing, erected in the 80’s, which faces 
east along the Chicago & Northwestern 
Railroad right-of-way. Other buildings 
being demolished include the initial ad- 
ministration section, dating from 1865, 
and interior wings extending south and 
east. 

Salvage from the razing is expected 
to consist of 500,000 feet of lumber, 3,000 
sash, and 2,000,000 brick and stone. For 
years, no manufacturing operations 
have been conducted in the section being 
wrecked, the space instead being devoted 
mainly to storage. 





up 27 per cent and Utah up 6 per cent. 
The exception proving this rule was the 
downward plunge taken by sales iy 
Colorado. 

The East-North Central area made 
a very poor showing in September with 
a general percentage of minus 6 per 
cent. Ohio was down 4, Indiana down 8, 
Michigan down 17 and Wisconsin down 
1 per cent. 

Ahead of jewelry stores as far as Sep- 
tember, 1945, sales over September, 1944, 
were filling stations, up 19 per cent, un- 
derstandably enough, apparel, up 8 per 
cent, drug stores 4 per cent and eating 
and drinking places 3 per cent. 















JEWELERS’ OWN 
MUTUAL COMPANY & 


INSURE ww tue r 
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Jewelers are currently re- 
ceiving dividends of 40% on 
fire insurance, 25% on wind- 
storm and extended coverage. 
These savings are available to 
jewelers, their families and 
employees — insuring stock, 
fixtures, buildings (including 
homes). Send a card or letter 
for information. No salesman 
will call. 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY | 


104 E. Wisconsin Ave., Neenah, Wis. | 
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New York State Adopts Retail Minimum Wage 


52/2 Cents Per Hour Is 
set as Base for State 
After Long Study 


A basic wage rate of 524% cents an 
pour or $21 a week is assured to retail 
yorkers in New York State by the 
rms of @ minimum wage law adopfed 
jst month by the state Department of 
tabor. After two months of hearings 
ad investigation a special Retail Trade 
Yinimum Wage Board appointed by 
Commissioner of Labor Edward Corsi, 
made recommendatiois regarding wages 
aid hours for the largest number of 
workers ever affected by a minimum 
wage aw in New York. 

The new law, which goes into effect 
“yn probation” on November 12, pro- 
rides for the following: 

1. A basic 524% cents an hour, or $21, 
a week, minimum wage. 

9, Five cents additional or 571, cents 
an hour for a week of 380 hours or less. 

3. In communities of 10,000 or over, 
overtime rate of 79 cents over forty 
hours. 

4, In communities of less than 10,000, 
overtime of 79 cents over 44 hours. 

5. Minimum daily work time of four 
hours at the part time rate of 574% cents 
an hour. 

6. A flat sum of 75 cents in addition 
to the minimum hourly rate if an em- 
ployee works more than 11 hours or a 
split shift. 

7. Cooperative students and pharmacy 
apprentices, 50 cents an hour up to 48 
hours; 75 cents after 48 hours. 


SERVICE TO BUSINESS 


In arriving at these conclusions the 
Board took into account the cost of 
living, the value of the service or class 
of service rendered and wages paid in 
the State for work of like or comparable 
character. 
‘In announcing his approval of the 
Board’s conclusions, Commissioner Corsi 
tad: “I feel that a great service has 
been rendered not only to the thousands 
ifwomen and minors who are the direct 
beneficiaries of the Board’s work but 
to the industry itself and to business in 
general.” 

Two of the stipulations, however, are 
going to be subjected to further investi- 
gation while the new law is in effect for 
atrial period. The wage-hour variations 
between the smaller and larger ¢ommuni- 
ties and the extra-compensation for part- 
time work came in for considerable crit- 
icism during the hearings. Claiming that 
living costs are far lower in rural areas 
than statistics show, small-town store- 
keepers endeavored to have the minimum 
for their areas reduced. This same 
group also argued against paying part- 
time workers more per hour than full 
time workers because, they claimed, it 
would be resented by the regular work- 
ets and would strike at a prevailing 
practice of relying heavily on part time 
assistance in the conduct of small busi- 
nesses. These problems will be gone into 
but in the meantime, the rates stand as 
approved. 


SOME JUMPED GUN 


Since the Board’s recommendations 
were first announced on August 10, a 
tumber of establishments throughout the 
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State have already put through the in- 
creases without waiting for formal pro- 
mulgation of the order. “One of the 
surest ways to achieve full employment 
in our system of free enterprise is ‘o 
see that enough people have enough 
money to buy the articles and services 
produced by other people which in turn 
gives them employment,” the commis- 
sioner said in a radio broadcast in which 
he announced the minimum wage. 
Before coming to its conclusions, the 
department of Labor first conducted a 
survey of 18,000 retail establishments in 
77 communities of the state. This in- 
volved large department stores in large 
cities as well as neighborhood and village 
stores in the smaller areas. Investiga- 





tors found that thousands of shop girls, 
errand boys, clerks, and salesmen were 
paid wages far below prevailing living 
standards and that hours were very long. 
It was discovered that over 40 per cent 
of the 275,000 women and minors in this 
field earned less than 50 cents an hour 
and that 20 per cent received less than 
40 cents an hour. 

Some women were found to be earn- 
ing full time wages which were even 
less than the typical budget allowances 
granted by relief agencies in New York 
City. There were even instances in which 
women were paid as low as ten or eleven 
dollars a- week—in spite of high war 
wages and inflated living costs of recent 
years. 











PRESS THE 
<3 BUTTON 
it lights automatically 


These Thorens Lighters, imported from 
Switzerland, will surpass all your expec- 
tations of what a cigarette lighter can be. 
No difficulty lighting a pipe with Thorens. 
See the Thorens styles at better stores 
everywhere, $5 and up. 


#1602 


CHROME 


THORENS 









IGHTER 


No 


#16602 
CHROME 
$6 


SLIDE THE BUTTON 
it lights automatically 


Illustrated here is the world’s 
newest, most perfect lighter. 
You merely slide the button 
and this obedient servant un- 








failingly produces.a light in a 
flash. At better stores every- 
where, $6 and up. 
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NATIONALLY ADVERTISED 





REXON 


INC, 


GENERAL DISTRIBUTORS 


295 FIFTH AVE., NEW YORK 16 


SERVICE DEPT., 122 FIFTH AVE., NEW YORK 11 
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The Tool that Industry 
rates “INDISPENSABLE” 


BURGESS vibro - tool 
MARKS, ENGRAVES, FILES, 
CHISELS, HAMMERS—on the 
hardest metals, glass and plastics. 


ENGRAVING JEWELRY is easy 
with the BURGESS vibro-tool. 
Extra engraving needles, cutting 
knives and hammers are available 
for this tool. 





with 20 engraving 
a needles 


Jos. B. Bechtel & Co., Inc. 
729 Sansom St. Phila. 6, Pa. 

















Earrings in various patterns in 14 KT 
Green and Red Gold 


St. Christopher Key—14 Kt in three 


sizes; also Bill Clips, Charms and 


Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes; Ear- 

rings, Cuff Links and Studs to match 
Our comprehensive line of 
Geld, Platinum and Enam- 
eled Novelties. including 
Vanity, Cigarette and Card 
Cazes are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 
Manufacturers 
64 West 48th Street 
New York 
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300 Jewelers Attend Annual Meeting of Jewelry 
Division of N. Y. Federation of Jewish Philanthropies 


Maurice Wertheim, campaign chair- 
man for the Federation of Jewish Phil- 
anthropies’ current $30,000,000 appeal, 
was the guest speaker at the Jewelry 
Division’s eleventh annual dinner on 
Thursday, November 1, at the Essex 
House in New York City. 

A record attendance of nearly 300 
industry leaders turned out for the af- 
fair, which marked the start of the Jew- 
elry industry’s efforts in support of the 
Federation drive. Dinner chairman was 
Lt. Col. Harry D. Henshel. 

In the $30,000,000 campaign, the Fed- 
eration seeks $21 million to finance ex- 
pansion and modernization needs of its 
116 affiliated hospitals and social welfare 
agencies, as well as for furtherance of 
medical and scientific research programs. 
The other $9 million will help meet the 
1945-46 budgets of its institutions, which 
serve 300,000 people annually. 

The divisions chairman is Milton Weill, 
co-chairmen are Alexander E. Arnstein, 
Benjamin Eichberg, Samuel P. Epstein, 
Mendel Haber, Isadore Lipschutz, Jacob 
Schaeffer and Aaron Sverdlik, Benjamin 
Lazrus is treasurer. 

Mr. Weill announced the appointment 
of the following vice-chairmen for the 
division: 

Diamonds, Edwin Freudenheim, Mar- 
cel Ginsburg, Henry I. Jacobson, Lazare 
Kaplan, David Lubell, Henri Untermans, 
Charles Wolf. 

Watches, John H. Ballard, M. Fred 
Cartoun, Morris Hoffman, Herman Leh- 
man, Norman M. Morris, Herbert Ollen- 
dorff, Alfred Wyler. 





50 Years of Refining Precious Metals 
By Kastenhuber & Lehrfeld 


On October 22, 1945, the firm cf 
Kastenhuber & Lehrfeld, 21 West 46th 
St.. New York, refiners of precious 
metals, completed its 50th year of busi- 
ness. The occasion was marked by an 
appropriate celebration with a party to 
employees, at which each one received 
a practical gift in memory of the oc- 
casion. . 

The firm began business on October 
22, 1895, in the basement of the building 
at 21 John St., back in the days when 
the jewelry industry was concentrated 
in that neighborhood. Five years later 
the business had grown to a point that 
necessitated larger quarters and the con- 
cern moved upstairs and took over the 
ground floor. 

Steady growth continued and in 1916 
the firm again moved to bigger space 
at 21 John St., where they remained 
until the fall of 1941. At that time the 
offices were moved uptown to the pres- 
ent location with manufacturing opera- 
tions being continued at the company’s 
modern refinery in Brooklyn, which it 
had set up some time previously. 

During the 50 years of the firm’s ex- 
istence, both of the original founders 
have passed away and the present head 
of the concern is Hugo R. Lehrfeld, a 
son of one of the original partners. As- 
sociated with him are Charles F. Boesse, 
and William H. Lehrfeld, as other 
executives. 





Platinum-Diamond Jewelry 
Heyman, Maurice Tishman; Dealers 
Jobbers, Raymond Abrahams, Law 
B. Malawista; Manufacturing Jewel 
Charles Barnett, Edward J. Gross, Wi 
liam B. Ogush, David Schapiro, 

Pearl-Gem and Semi-Precj 
Dealers, Leopold Nathan, Hermen 
Pagkow, Jerome Richheimer, Max Step, 
Rough Diamonds, Stephen W. Hofman: 
Gold Costume Jewelry, Walter Lamp} 

Downtown Jewelers, Albert Book. 
binder, Samson Hittner, Max Wolf. 
Retailers, Sam M. Jacobson, Leo Kobrin, 
Robert Lipton. 

Case Manufacturers, Harvey S, Dingt. 
man, Isadore Gratz, Jack Podel; Attach 
ment ne Max Gershbe 
Max Jacoby, Dave Kay, Morris 
Tobias ron Sher 

Silverware, Harry Cohen, M. Freg 
Hirsch, Ralph W. Sabin; Diamond Deal. 
ers Club, David Maringer, Leon Do 
David Gurfein, Charles M. Gutwirth, 
Albert J. Lubin, Jacques Rosenblum, 
Jack Sigman, Nathan G. Stone. 

The general committee includes; 
Emanuel Abrahams, Louis Adels, 
Adolphe Adler, Jerry T. Agate, Edward 
Ansen, Alexander H. Arnstein, Ha 
xel, Herman L. Baskin, Joseph Baumgo 
Samuel E. Bernstein, Louis Birnbaum, 
Michel Birnbaum. 

Also, Charles Braunstein, Harry J, 
Bromley, Arde Bulova, Morris S. Claar, 
Sigmund Cohn, Benjamin Dattelbaum, 
Leon Dimston, Gaston Ditesheim, Uscher 


(Please turn to page 881) 








MPORTANT dia- 

mond house de- 
sires diamond cut: 
ting shop to polish 
rough in sizes of 
two caraters and 
larger. Principals 
must be of high in- 
tegrity, thoroughly 


experienced. 


Address 
Box “C., 2394,” care 
The Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 
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Lite Ambition Realized 
By Gl Who Opens Own 
Jewelry Store in Calif. 


war and sixteen years to 

“ Geen Theodore Glick’s pet 

: to realization. Rag — two 
ears in the Army, the ex- 

~ gy the threshold of the kind 
a career that thousands of GIs have 
their eyes on. He’s opening his own 
retail jewelry store in Santa Ana, Cali- 
fornia. According to statistics revealed 
py the armed forces, small retail estab- 
jjshments lead the field in soldiers post 
war plans. Discharged from the service 





Pvt, (now Mr.) Theodore Glick at work in 
his Air Base watch repair shop. 


several months ago, Mr. Glick, who was 
a private stationed at Victorville Army 
Air Field, went right to work to set 
himself up in business. 

No novice ‘in the trade, the ex-private 
not only served as a watchmaker at 
Victorville, but put in eight years as 
manager of the Gensler-Lee Jewelry Co. 
in Santa Ana before the war. He started 
his career in his home town, Hunting- 
ton, W. Va., sixteen years ago and has 
been at it ever since. During his Army 
days he handled over 7,000 watches as 
chief watch repairman of the field. Be- 
fore Pvt. Glick was stationed at Victor- 
ville there had been.no watch repair 
service! He not only established a “re- 
pair while you wait” service at the field, 
but also rounded up enough watchmak- 
ers to open a field shop in Los Angeles 
to handle major repairs. Minor repairs 
were done on the spot, more difficult 





jobs were sent to L.A. 

Mr. Glick’s store, set for a November 
1 opening, is located at. 315 North Main 
Street Santa Ana. 





OoPs . . . SORRY! 


Our face is very, very red. Through 
4 mistake on the part of our make up 
department, the notice that John Hud- 
son Elwell, formerly of Bigelow Ken- 
nard & Co., Boston is now with Kennard 
& Co, at 15 Arlington Street, was print- 
ed in the obituary column in our Octo- 
ber number. This unfortunate juxtaposi- 
tion was entirely unintentional and was 
meant to imply nothing about the wide- 
awake qualities of either Mr. Elwell, 
7. Kennard & Co. or Kennard 

0. 
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RECENT REMODELINGS AND REMOVALS | 








Name and Address Feature Owner or Manager 

Mildwurf’s Jewelry Shop, 643 Monroe Street, 

Bayonne, N. PPR ee ee rey re New location Max Mildwurf 
E. W. Hofman, 486 University Avenue, Palo 

Alto, Calif. RPO er ee aCe oe New location 
Max Apter, 210 Main St., New Britian, Conn...New name 
Peters Jewelry Co., 317 W. 5th St., Los An- 

geles, Calif. ey res ee we eer re New owner David Klor 
McKinnon’s Jewelry Store, 607 Congress Ave- 

ee ee ee ere New owner Irving Hoffman, 
Fox’s Gem Shop, 1325 Fifth Avenue, Seattle, Mer. 

WEE a Wi ans Kc Wa ewGdre ba kee 7 eee ob wala Remodeling Jack Singer 
Brice Credit Jewelers, 114 Howard Street, 

MOMEMG, WOMENS a ceaviecseccds sekedas ‘Kéew wes Remodeling Al Briss 





$2.50 
RETAIL 


No one 
ever paid 
a cent to 
repair a 
ZIPPO 


BE SURE YOU GET GENUINE 


ZIPPO LIGHTERS 


Buy from the source or a legitimate jobber as the case 
may be. Do not buy from door to door salesmen. 

Look out for so called windproof lighters represented 
to be “ZIPPO type’’—they may fail to function or stand 
up, and you are bound to make bad friends. 

ZIPPO is not private branded nor sold under any other 
name. The name ZIPPO is stamped on the inner case and 
a lifetime guarantee is included in every ZIPPO box. 


No special deals are necessary. You don’t have to buy 
blades, pencils, etc. to get a ZIPPO. No ZIPPO is sold on 
consignment to anyone. It sells for $2.50 retail, no more, 
no less. 

Every order receives equal service at ZIPPO —we play 
no favorites. 


ZIPPO MANUFACTURING CO. 
Dept. K, BRADFORD, PA. 


ZIPPH) 40 Guter 


> Liaw e- ° WICKS FLA 4 © 
rr ———— — = ATTACH COUPON TO LETTERHEAD AND MAIL ® = = = = = = = 





ZIPPO MFG. CO., BRADFORD, PA. x | 
i Please send discount sheet and put us on mailing list. 
We Pil attaching stock order. i 
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DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


AMETHYSTS 
TOPAZ 
AQUAMARINES 


BLACK ONYX 


Plain or Drilled 


SYNTHETIC RUBIES 


MAX STERN « co. 


importers 


17-23 John St. New York 
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STRANGELY ENOUGH 





by Walter Galli 











BoDY-- QUEN 
DISPE 


THE WRIST WATCH WAS 
ORIGINATED BY THE FRENCH Ly 
eo 


O THIS DAY MANY 
NATIVES THROUGHOUT INDIA 
BELIEVE THAT THE SAPPHIRE 
AND THE RUBY HAVE THE 
POWER TO PURIFY THE 
BLOOD--STRENGTHEN THE 
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LINA~- WIFE OF THE 


LOLLia 
EMPEROR CALIGULA-~= WORE A 
DRESS STUDDED WITH PEARLS AD 





EMERALDS VALUED AT 40,000,000 
SESTERCES (ABOUT 36,000, 000 
DOLLARS TODAY)--- TO PROVE 
IT--- SHE CARRIED THE GULLS 
OF SALE ff 














William M. Birks Heads Canada's 
National Clothing Collection 


William Massey Birks, chairman of 
the board of Henry Birks & Sons, cut- 
lers and jewelers, has been named chair- 
man of Canada’s National Clothing Col- 
lection for the destitute liberated peoples 
of Europe. 


Grandson of the founder of the firm, 
which has branches all over Canada, 
W. M. Birks was at one time foreign 
buyer. He crossed the Atlantic 118 
times and the Pacific 12 times and is 
senior governor of McGill and an honor- 
ary doctor of Laws of that university, 
although as a student he never gradu- 
ated. He is a Freeman of the City of 
London, Liveryman of the Worshipfal 
Company of the City of London and 
vice president of the Federation of Cham- 
bers of Commerce of the British Empire. 
One of his sons, Henry Birks is presi- 
dent of the Birks firm, and two other 





sons and a grandson also work for it. 


| 








Cost of GIA Courses Rise Again 
Due To Increased Expenses 


The Gemological Institute of America 
has found it impossible to continue 
its pre-war fees for its courses in gemol- 
ogy. The nominal increase announced 


for the courses earlier in the year will | 


therefore be followed by a substantial 
rise on December 81, 1945. 

The higher fee has become necessary 
because of the many increased costs 10 
the Institute which have resulted from 
wartime conditions and from the addi- 
tion of new textbooks and other educa- 
tional materials of the mail courses, ac- 
cording to an announcement from GIA 
headquarters. 

Information for jewelers who wish 
to enroll in the courses before the date 
of the price rise, is obtainable from the 
Gemological Institute of America, 541 
South Alexandria, Los Angeles 5. 
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q Ray Cowen, released from the Army | , 
early in October, is back with Cowen | 
Bros., 116 Fulton Street, N. Y. In the | 
Army over two years, he was first with 


Maiden Lane Historical Society 
held its annual dinner and entertainment 
on Friday evening, October 26 at the 
Hotel Warwick. Under the guidance 
f Edwin H. Dean, chairman of the 
dect committee, a goodly percentage 
{the membership had a wonderful time. 
| The Old Timers of the YMHA gave 
a “welcome home” dinner to Lt. Col. 
Harry D. Henshel, who recently returned 
home after two years of service over- 
seas, at the Commodore Hotel on Thurs- 
day October 18. Col. Henshel, vice- 
resident of the Bulova Watch Co., re- 
ved five battle stars as well as the 
Bronze Star Medal] for his work on Gen. 
Omar Bradley’s staff in Germany. 
4 Bernardo Blum of the firm of Maximo 
Blum & Bro. of Caracas, Venezuela, is 
in town. He wants to make contacts 
for the representation and sole dis- 
tribution in Venezuela of watches, 
clocks, silverware and jewelry. Senor 
Blum’s New York office is at 64 West 
48th Street. 

Sidney Rhodes, a partner in the firm 
of William L. Lewy Co., diamond im- 
porters left for Antwerp on a diamond 
buying trip recently. He left New York 
on September 27th aboard a transatlan- 
tic plane. William L. Lewy Co. is lo- 
cated at 551 Fifth Avenue. 

q Another New Yorker abroad is 
Jaques H. Monod of the Harvel Watch 
Co, who left for Switzerland on Sep- 
tember 27. He is visiting the Harvel 
factories there. As soon as Mr. Monod 
returns we expect to learn a great deal 
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Whitelaw Brothers 


ay DIAMONDS 


+ West 48th St., New York, N. Y. 














RAY COWEN 





Spring Bars 
Male and Female 


American Set Jewels 


Elgin—Hamilton—Waltham 
IHinois 





re- 


and was then 
His last post was 
His father, David Cowen, 
tells us that he is ready for some real 
civilian work and will soon be calling on 
his old friends in the trade. 


the 8th Air Force 
assigned ts SHAEF. 
in Norway. 
Sold wholesale only—write for 
prices and further information. 


CROWN IMPORTING CO. 
116 Nassau St#. New York 7, N. Y. 





Retail Jewelers Research Group 
Opens Offices in New York City 
With Alberta Brenner As Manager 
The Retail Jewelers Research Group, 
which consists of a number of top-flight 
jewelry stores—one from each of several 
| cities around the country—has just 
opened a headquarters office at 270 Park 
Ave., New York City, and has incor- 
porated the organization under ihe New 

















ENCRUSTERS 


STONE RINGS ENGRAVED 
@ DRILLERS 
@ GEM CUTTERS 





@ CRESTS 

@ COATS-OF-ARMS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Hatimates furnished without obligation 
BRAUNFELD & MEHLMAN 


about conditions vs pig msg ge York State law by the name of Jewelers 108 Fulton St. _ New_York, N. Y. 
rad Rs interview in a future issue o Group Service, Inc. 
JC-K. The office will act as a clearing house 





q Herman J. Leffert has been appointed 
sole U. S. representative for Helvetia 
Watches and will make his office at 608 
Fifth Avenue, Mr. Leffert, who recently 
returned from a trip to the Helvetia 
factory in Bienne, is well known in the 
trade and has wide expericice in the 
watch business. 


for the exchange of various kinds of 
helpful information between members of 
the group, and will also serve as a buy- 
ing office for placing orders for special 
merchandise. It is emphasized, however, 
that this service will apply enly to out- 
of-the-ordinary items, and that each 
member will continue to take care of 


MEGA 
4 
JU, 
The watch of u rid precision record 


NORMAN M 


. MORRIS 


WaTtH co 





4 Harry W. Rappaport recently opened supplying his own requirements for 608 Fifth Ave. . New York 
an office at 72 Bowery where he is job- standard lines of merchandise, as in the 
bing new silverware. past. 





( Henry Hynes, representative for out- President of the organization is Joseph 


BEAD 
of 


of-town jewelers, is located at 45 East Jessop, J. Jessop & Sons, San Diego; SP 
55th Street, not at the address given Vice President, Paul Hardy, Hardy & All kinds Genuine Stone Bead Necklaces 
in the October JC-K. Sorry! Hayes Co., Pittsburgh; Treasurer, Wil- Earrings — Semi Precious Stones 
4 David Pfeffer & Co. recently welcomed liam f Thurber, Tilden-Thurber Corp., —. feces “E2/ wa. 
hack to the fold Lt. Jack Pfeffer, just | Providence, R. I. DOUBRAVA CO 
discharged from the Navy. The former Miss Alberta Brenner, who will be . 

: remembered in connection with the suc- 12 John St., New York City 





lieutenant will be calling on the trade 
in the near future. 


qL. B. Schwartz, after 37 years on Fifth 





cessful effort to obtain the release of 
Treasury silver for jewelry and silver- 
smithing purposes during the war, has 














DIAMONDS ALL SIZES 











i been named Secretary and Manager of meer 4 
building at 206 Flatbush Avenue and the organization, and will mae her head- — ny tem untae 
moved his retail store there. quarters at the New York office. petatere, Gnest pel- 
4 A regular meeting of the 24K Club . tine. Also since from 


of New York will be held in the group’s Jewelry Auctions To Be Staged By 


club rooms at 608 Fifth Avenue at 3 
pm. on Monday, November 5. At this 
meeting the question of amending the 
constitution of the club to permit rais- 
ing of dues will be voted on. 


4 J. W. Johnson, Inc., wholesale jewel 
ers, held its annual get-to-gether on 
Thursday, Oct. 25. First a dinner was 
held in the French Room of the Park 
Central Hotel, then everyone adjourned 
to the Ethel Barrymore Theater to see 
the musical, “Marinka.” 


: Avenue in Brooklyn, has purchased the 





New York RJA For Victory Loan 


As they have in the seven drives which 
preceded it, the jewelers of New York 
City are supporting to the hilt the new 
Victory Loan. The Retail Jewelers 
Association of Greater New York has 
planned several jewelry auctions to be 
held in Brooklyn, Queens, Manhattan 
and Westchester. It is expected that 
$500,000 worth of watches, jewelry, etc., 
will be donated by members. 


Drices please 
phone LOngacre 5-3672, or write 
H. SORIN, 576 Sth Ave., A. Y.19. 8. ¥. 




















SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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Felco 


NECKLA 


JACK J. FELSENFELD 


NEW YORK7ZNY 


eins + hie 
XIDEN LANE 








LINES WANTED 


as distributors or agent, by ac- 
tive responsible firm interested 
in doing good job on limited 
number of items. Cover New 
York trade, office and show- 
room at 42nd & Fifth Avenue. 
Write in confidence to 


Box "B 2162," Care 
The Jewelers’ Circular-Keystone 














DIALS 
REFINISHED 





The highest grade of work for jewel- 
ers requiring the best 
ROYAL DIAL & REFINISHING CO. 


116 Nassau St. New Yerk 7, N. Y. 














GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NE 


Removing of Engravings 7 


\WM. HERTEL&CO., INC. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“28 years at the same 
address” 


| 





( here ) 


(After) 











ATTENTION 


MANUFACTURERS & JOBBERS 
Depend on us to do your contracting 
Our specialty is Ladies’ & Gents' 
ast Rings and Findings 
Prompt and Courteous Service 
SUPERIOR JEWELERS 


170 East 51st St. New York 22, N. Y. 








| 82 feet deep. All the cases in back of 





| This is just a part of the group of Philadelphia jewelry men present at the Elson party. From left 


| Orloff. Third row: Ray Silver, Paul Slater, Louis Salaman, Philip Conroy, Martin Taylor, Joel Kimimels- 
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Elson's Opening Attracts Many Philadelphia 
Jewelry Men to Party in Benjamin Franklin Hotel 


Ever since the Benjamin Franklin 
Hotel, at 9th & Chestnut Streets in 
Philadelphia, was built, there has been 
a stone wall fronting an alley between 
the hotel and a restaurant next door. | 


A few months ago, a scaffold was 
erected and the bottom part of the wall 
was torn out. Day after day passerbys 
poked their heads inside the place to 
watch the progress and guess the type 
of business that it would house. It wasn’t 
until the spotlights were being put in | 
that people knew that it would evolve | 
a jewelry store. Most people couldn’t | 


believe it was possible to do anything 
in so small a place but it has proven 
to be one of the most beautiful stores 
in the city. 


Herman C. Sonnheim, the owner, | 
worked with the architects, Thalheimer 
& Weitz, in planning the entire store. 
David Weitz was the architect in charge. 
The entire store is 8% feet wide and 





Plate glass and a wall of mirrors make 


seem twice as large as it really js, " 





to right in the front row: S. J. Weissman, Morris Kimmelsman. Philip Sonnheim and Herbert C. Sonn- 
heim of Elson's, Harry Leibowitz, A. W. Racoosin. Second row: Gene Gunther, Louis Roth, Myer 
Horowitz, Fred Irons, Ben Solomon, Joseph Gersh, Frank Fingruth, David Jacoby, Ben Mazer, Mickey 


man. William Treston, Myer Kristol and Jules Hochman. 





the showcase are inside the wall except- 
ing the wallcase on the opposite wall 
which protrudes about six inches from 
a wall otherwise completely covered 
with mirrors. The mirrored wall helps 
to give the impression of a larger store 
and a general cheerfulness to the entire 
inside. 

The front is constructed with a border 
and base in fine maroon marble and the 
entire window and door is in glass. The 
name Jewelry by Elson is most interest- 
ingly done in blue plastic. 

*The name “Elson” is evolved from 
wife’s name ELeanor and “SONny,” 
Mr. Sonnheim’s nickname. 

A special preview was held for per- 
sonal friends and members of the 
jewelry trade on Thursday evening Sep- 
tember 27th and a buffet dinner was 
served in the Betsy Ross room in the 
hotel. Many representatives of jewelry 


Proposed Watchmaker Licensing Law 
Is Explained at Special Meeting 


Of Oklahoma Horologists 


A special meeting of the Oklahoma 
Watchmakers Association and Oklahoma 
Retail Jewelers Association met at the 
Skirvin Hotel in Oklahoma City, 
October 7 to acquaint the members with 
the Watchmakers Licensing Bill No. 473. 
There were approximately 250 present. 

The speaker of the afternoon, Mr. Ben 
W. Heald, Secretary of the Wisconsin 
atchmakers’ Assn., from Milwaukee, 
Wisconsin, was introduced by President 
of the Jewelers Association, George J. 
Sloan. Mr. Heald gave an address ¢ov- 
ering the functioning of the Licensed 
Watchmakers Law of his state and the 
part it played in raising the watchmak- 
ing standards. 











factories including Jules Hochman of 
Jacques Kreisler, Inc. and A. W. Ra- 
coosin of the Bulova Watch Co. were 
in attendance. 





REPAIRING of JEWELRY 


IN ALL ITS BRANCHES 
Also 


SPECIAL ORDER WORK 
ESTABLISHED (910 


David Klor, well-known in California 
jewelry circles, has taken over the Peters 








Jewelry Co. at 317 W. 5th St. Los M. J. STERN 
Angeles. The name will remain un- 61 Beekman St. Sie New York City | 
changed. 
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LITTLE SERIES CHAMPS 





winning team of the Little World's 
je yp «sr in Charlotte, North 
Carolina, won these Helbros Watches. The 
vinning team was the Shelby, North Caro- 
fina, Junior American Legion baseball club, 
and the boys received their watches from 
Martin Rosenthal, above, of the Hugh 
jewelry store of that city. Sponsored by the 
American Legion the series involved over 
16,000 competing baseball teams throughout 

the country. 


Philanthropies . . . 
(From page 376) 


Doppelt, Paul V. Eisner, Max Elkon, 
Al, Epstein, Morris Epstein, Barnett 
Ash, Irving Fabrikant, Max Fabrikant. 

Also, Jack Fine, Max Fine, Frederick 
Finn, Sidney Fiddleman, Jacob Frachter, 
Harry Frackman, Isidor Geffen, Charles 
Gutwirth, Henry H. Harteveldt, John 
M. Hartzberg, Jesse Henshel, Louis Hey- 
man, A. S. Hirshberg, Eliot P. Hirsh- 
berg, Benjamin Hoffman. 

Also, Henry Israels, Isaac Jaffee, 
Bernard Jolis, Walter N. Kahn, Charles 
Kaplan, Jacob Karlan, Julius Kaufman, 
Irving Klampert, David Klebanoff, 
Aaron Koenig, Max Koenig, George 
Korsunsky, Jacques Kreisler, J. Kunst- 
linger, Harold Laine, Oscar M. Lazrus, 
§. Ralph Lazrus, David Leibowitz, Louis 
Levine. 

Also, David Levy, Joseph Lipschutz, 
Joseph Luria, Joseph D. Magid, Jacques 
Mandelbaum, Jesse Mautner, Sigmund 
Miller, Henry Miller, Nat Newman, 
Morton Ollendorff, Herbert V. Oppen- 
heim, Charles Edward Paskow, Samuel 
Perlman, Edward Peiper, Richard Pol- 
umbaum, J. Warner Prins, Adolph Pus- 
rin, 

Also, Saul I. Ritter, Barnet Robinson, 
Bernard Robinson, Meyer L. Robbins, 
Milton Rosenberg, Benj. E. Rosenbloom, 
Israel Roskin, Teviah Sachs, Maurice J. 
Schless, Jacques Schupf, David Shiman, 
Edward L. Stern, H. James Stern, Moses 
Torezyner, Numa Torczyner, Bart Van 
Berg, Carl Van Dam, Ben Wissner, D. 
Wolkoff, Isaac Wurman and Bert PF. 
Young. 
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85 Fifth Ave. e NEW YORK e MU.5-5519 


TOWROOM HOURS: 1:30 to 5:30 P. M 
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Jewelry Store Sales in Providence 
Take A Slight Dip As Skilled 
Workers Scorn Jewelry Plant Jobs 


Many Providence jewelry stores re- 
port a sizable decline in sales during 
the past month but some say volume is 
holding better than expected. Despite 
the anticipated letdown in sales there 
is much optimism in the stores as a 
trickle of hard-to-get merchandise is re- 
ceived along with promises of an in- 
creased flow in the near future. While 
Christmas sales are expected to fall be- 
hind 1944 it is believed that dollar vol- 
ume will hold because of the better 
supply of higher-priced merchandise such 
as watches. Meanwhile, several of the 
jewelry stores here are preparing for 
the return of electrical appliances with 
some of the stores already advertising 
radio sets. Heavy sales of these are 
forecast with the stores preparing pro- 
motions of the lines. With some stores, 
only space is limiting the size of their 
lines of electrical goods. 

Jewelry manufacturers in the Provi- 
dence-Attleboro area still are plagued 
by manpower shortages while the metals 
situation has shown less-than-expected 
improvement. 


There have been large scale layoffs of 
workers in war plants in the area but 
the workers show no inclination to hurry 
in their search for new jobs such as 
those awaiting them in jewelry factories. 
While wages in jewelry plants have in- 
creased considerably during the past few 
years, they remain well below those 
prevailing in the war plants. Manufac- 
turers report dozens of instances where 
those seeking employment grow indig- 
nant when offered present wages in the 
jewelry plants. Cooler weather was ex- 
pected to speed the return of the work- 
ers but this has failed to materialize at 
this writing. Manufacturers continue 
their advertising campaigns in the local 
press for workers but are amazed and 
disappointed by the reluctance of the 
potential workers to take jobs. 

Blamed for the slowness of silver de- 
liveries is the lack of help on the part 
of the refiners and platers. Several firms 
report that brass is in somewhat better 
supply but still well below that desired. 
Virtually all jewelry makers said that 
they would be unable to meet the de- 
mands of their customers for Christmas. 
In a few instances, makers of better 
grade merchandise are actually behind 
last year’s deliveries. Any upturn in 
jewelry manufacture is expected to be 
paced by the cheaper lines as brass is 
expected to to be considerably easier 
to get in the near future and also be- 
cause the help needed for the making 
of the low-priced merchandise requires 
less training than do the workers on the 
better-grade lines. 





Titles Awarded to Four 
Members of AGS 


The American Gem Society has an- 
nounced the award of the title of Reg- 
istered Jeweler, American Gem Society, 
to the following members of the Society: 

Sidney High, of the firm of George 
F. High & Son, Medina, Ohio; Mrs. 
Elizabeth Booth, Albany, New York; 
Mrs. Dorothy Dodge, of Fairmont, West 
Virginia; Russell Crandall, of Mankato, 
Minnesota. 








Manufacturers of 


32nd DEGREE RINGS 
MASONIC._RINGS 
EASTERN STAR RINGS 


Also available, excellent designs in 

Gents Diamond Mountings, Stone 

Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 


Inquiries Invited 
546 S. Meridian St. + Indianapolis 4, Ind, 








TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalcg 
277 HALSEY ST 


NEWARK 2, N. J. 








ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-86460-8689 








SILVER and GOLD 
COSTUME JEWELRY 


JOSAR JEWELRY Co. 
1472 Broadway New York, N. Y. 














1233-6th AVE 
at 49th - N.Y.19 
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wa High Class 
JEWELER 
MODELMAKER 
DESIGNER 
ON 
JEWELRY & WATCH CASES 
ALSO 


PRODUCTION & SPECIAL ORDER 

WORK FOR RETAILERS—MANU- 

FACTURERS — JOBBERS—STONE 
DEALERS 


K. NYGAARD wererbary 35, Conn. 


formerly of Paris and Geneva 

















(WATCHES IMMEDIATE DELIVERY \ 
Ladies & Gents, 7-15-17 Jewels * 
Sweophand. Gents 7-15-17 Jewel Weterprest with 
and without Swee id. Ladies Geld and Gold 
Filled Feb Watehes, 7-15-17 Jewels. 

LOUIS VAN ZATSMAN 


7 West 44th St.. New York 18, N. Y. 








_ Phone: MU. 2-9683, MU. 2-9461. Dy, 





NICKEL SILVER 
PHOSPHOR BRONZE 





THE SEYMOUR MFG. CO. 


SEYMOUR, CONN, 





WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sylvania Jewelry ae 


580 Sth Ave. New York 19, N. Y. 











Summetalic 
(Kare? Gold cn Sterling) 
and STERLING SILVER 
REAL STONE JEWELRY 
Sold direct to retailers 
W. E. RICHARDS CO. 


ATTLEBORO, MASS 


q . 

DIMNIES 
a Ar 
STERLING 





382 








q Rumors in the trade that the S. O. 
Bigney Company of Attleboro would 
move from .that city to Taunton were 
denied by Clarence J. Schrieber, head 
of that firm, when asked by the Jewrr- 
ER’ CrrcuLaR-KEYSTONE. 

The rumors were sparked by the re- 
port that Mr. Schrieber has purchased 
land in Taunton and that on the Jand 
would be erected a modern factory estab- 
lishment. Mr. Schrieber admitted that 
he bought the property but declared 
that it was a personal investment and 
did not mean that the Bigney firm was 
to move. He added that his company 
was always making plant improvements 
but at the present had no drastic ex- 
pansion or removal plans. 

q In the “Red Feather” drive of the 
Greater Boston United War Fund cam- 
paign to raise $7,750,000, John Kennard 
was given a quota of $12,000 to collect 
from Boston retail jewelers, and Ed- 
mund Kirby a quota of $4,497 to collect 
from the wholesalers. Both were con- 
fident of going “over the top” and cop- 
ping off that bottle of Scotch which 
was to go to the one obtaining his quota 
first. All Boston retail jewelers co-op- 
erated in the drive by giving generously, 
not only to the Fund, but by donating 
window space to “Red Feather” dis- 
plays. 

q Bowlers on the teams of the Boston 
Jewelers Bowling League are rolling 
strong these nights, Sam Robinson, of 
Kennard’s, keeping the scores and re- 
porting results up to Oct. 9. P. Marino, 
bowling on the A. Stowell team had 
highest team standing at that time, to- 
taling 99-3/12. Frank Gendreau, of the 
Gendreau team, had the highest indi- 
vidual single score, 126; and Thomas, 
of Bigelow-Kennard’s, the highest indi- 
vidual three string, 323. Team _ stand- 
ing as of Oct. 2 was as follows: A. 
Stowell, won 10, lost 6; Saxton’s, won 
9, lost 3; Smith-Patterson, won 8, lost 
4; Harkins & Murphy, won 8, lost 8; 
Thomas Long, won 7, lost 5; Bigelow- 
Kennard, won 6, lost 10; Frank Gen- 
dreau, won 6, lost 10; D. C. Percival, 
won 5, lost 7; F. B. Horn, won 5, lost 11. 
4 Dr. Frederick Morris, new leader of 
the Boston Chapter of the Central New 
England Guild of the American Gem 
Society, spoke on “Gems and Gem 
Recognition” at the October 16 meet- 
ing of the group at the Massachusetts 
Institute of Technology. Fall meetings 
promise much for those attending, and 
a few of the meetings this season are 
scheduled to be held at Harvard Univer- 
sity under the leadership of Prof. Cor- 
nelius Hurlburt, Jr., for the study of 
special groups of gems. The usual gem 
quiz program took place at the Octo- 
ber meeting. 

4 Sneak thieves entered the premises of 
Barry & Epstein Company, Washing- 
ton Bldg., sometime during the late 
afternoon, October 6, and stole two 
pouches of diamonds valued at $27,- 
425.19 at a time when there were some 
15 customers and four employees in the 
showroom. Mr. Isadore Epstein dis- 
covered the loss, and experts who spent 
the week-end in an inventory turned the 
loss figures over to the police after two 
days of checking up. A third pouch 





with more than $10,000 in 
taken. 


4 Hugh Matheson, formerly with th 
watch repair department at Smith-Pat. 
terson Company, landed in Boston it 
the U.S.S. Kokomo Victory on Oct. 7 
sporting a well-waxed moustache which 
he had cultivated while overseas H 
is expected back at Smith-Patterson’, 
following his _ early discharge—hut 
whether with moustache or“ not ig still 
a question. 


q Fire, believed to have started from 
a short circuit in an elevator motor, op 
Sept. 28 did damage estimated at $3,500 
to the roof and elevator shaft of the 
five-story Summer Street building owned 
and occupied by Thomas Long (Com. 
pany, Boston jewelers. The blaze Was 
confined to the top of the shaft and 
roof. 


q Tilden-Thurber in Providence offered 
to the public free copies of the Japanese 
surrender document with terms and sig. 
natures reproduced. In the art gallery 
the store presented a showing of Wali 
Disney’s originals. 

q William A. Grube, Apponaug, R. |, 
jeweler, has has been elected chairman 
of that district’s newly organized Cham- 
ber of Commerce. 

q Rhode Island’s new Governor, John 0, 
Pastore, is another public figure who 
once worked in the state’s jewelry manu- 
facturing industry. One of the Gov- 
ernor’s first jobs was that on a foot 
press of a jewelry plant. The Governor, 
who is 38, succeeded J. Howard McGrath 
who has been confirmed as Solicitor Gen- 
eral of the United States. 

q Edward O. Otis, Jr., executive secre- 
tary of the NEMJ&SA spoke on the 
problems facing the jewelry industry 
when he was the guest speaker at the 
Rotary Club of Attleboro. 

q The first freight shipment from France 
to Rhode Island since the fall of Dun- 
kerque was a consignment of imitation 
stones which cleared Le Havre for New 
York where it was trans-shippepd by 
rail to Providence. 

q Something contrary to the general 
procedure of management sponsored en- 
tertainment took place in Providence 
when the employes of Silverman Bros, 
jewelry manufacturers, gave a dinner- 
dance for their employers. The affair 
was planned, arranged and financed iy 
the employes in return for similar enter- 
tainement provided for them by the com- 
pany when it was presented with the 
Army-Navy “E” award last May. 

4 In honor of Vincent Sorrentino, its 
president and founder, the Uncas Manu- 
facturing Company, Providence jewelry 
manufacturers, subscribed $28,000 to 
build, furnish and equip a section of 
the new Rhode Island Hospital. The 
subscription was reported substantially 
in excess of the amount suggested by 
the formula for determining the cost of 
the accommodations which the companys 
employes and their dependents may 
expected constantly to occupy in the new 
hospital. - 
q John Blinkhorn has received his dis 
charge from the army where he was & 
captain and will return to the Jew 
Board of Trade in Providence. He 
four and one-half years and saw 
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nths of action in the north Africa 
snd European theatres of war. 

The R. I. Stamping & Jewelry Manu- 
facturing Co. has moved to the Mason 
Street side of the Manufacturers’ Build- 
ing in Providence. 
¢ Among the many buyers and visitors 
‘, the Providence market was Pierre 
L LeBourdais, vice-president and trea- 
surer of Jos. Schwartz, Ltd., wholesale 
jewelers of Honolulu. 

In a resumption of jewelry plant | 
preaks in the Providence area, thieves | 
removed two cement blocks from a wall. 
of the Modern Jewelry Company plant, 
made their entrance through the hole 
and carried off silver and other metals 
which Gaetano Caforio, president of the 
firm, valued at $9,300. In the past two 
years thieves have robbed local plants 
sf about $150,000 in jewelry, most of 
which, distributors say, never has ap- 
peared on the market. The robbery at 
the Modern plant was one of the clever- 
est, the hole which the thieves created 
iyst missed the burglar alarm wires 
while they let themselves down the only 
entrance not wired. 

4 Norman E. Horan, widely known in 
Providence jewelry and accounting cir- 
cles as methods engineer at the Ostby & 
Barton Company has resigned that post 
to become factory manager of the N. 
W. Carr Company of Somerville, Mass., 
manufacturing jewelers. 

(It is learned that Ostby & Barton has 
been dissolved as a corporation and now 
is a division of American Associates, 
Inc, a personal investing holding com- 
pany of Royal Little who has been 





prominent in recent months in Rhode 
Island industrial circles for his pur- 
chases of industrial concerns, particu- 
larly textiles. Royal Gregg will con- 
tinue as head of Ostby & Barton as 
vice-president of American Associates. 
q Among the new corporations in the 
Rhode Island jewelry and allied fields 
are: O. Ronnie Co., Providence, manu- 
facturing jewelry, 500 shares of no par 





common stock; incorporators, Maurice 
Robinson, Charles M. Robinson and | 
Joseph E. Adleson. Best Jewelry Co., | 
Providence, jewelry manufacturing, 500 | 
shares of no par common stock; incor- | 
porators Maurice Robinson, Charles M. 
Robinson and Joseph E. Adelson. 

L, J. Salisbury, Inc., Providence, jew- 
elry manufacturing, 500 shares of no 
par common’ stock; incorporators, Leroy 
J, Salisbury, Walter W. Moriarty and 
John W. Moakler. Colonial Plating Corp., 
Providence, 500 shares of no par com- 
mon; incorporators, Robert G. Stock- 
man, Virginia G. Stockman, Ruth E. 
Kilguss. 

Exchange Novelty Co., Providence, 
manufacturing jewelry, 100 shares of no | 
par common stock; incorporators, Guy | 
Ravo, Basil DiStefano and Anthony 
Savastano. Lang Jewelry Co., Provi- 
dence, manufacturing jewelry, 400 shares 
of $100 par value; incorporators, Henry 
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| DiMascolo, Philip Glick and Irving. M. 


Davis. 
q Trade names registered in Providence 
include: 

Plymouth Jewelry Co. 87 Summer 
Street, by Michael Rose and Morty 
Decof, owners. Jewelers Service Co., 
578 Broad Street, by Thomas J. Rebello, 
owner. Cademon Jewelry Mfg. Co., 1165 
Westminster Street, by Eugene Incondi, 
owner. Jonsco Pearl Co., 70 Washing- 
ton Ave., (Cranston) by Anthony Cola- 
rulli, owner. Everfine Jewelry Mfg. Co., 
656 Elmwood Ave., by Jacob H. Kilberg, 
owner. D. & N. Jewelry Co., 34 Almy 
Street, by Arlando Natale and Joseph 
D’ Amato, owners. D. & M. Art Jewelry 
Co., 341 Weybosset Street, by Gemma 
Mauriello, owner. Edwards Finding Co., 
15 Bernon Street, by Edward Porcaro, 
owner. Madison Jewelry Finding Co., 
212 Union Street, by Sidney A. Ankin, 
owner. A. & R. Specialty Soldering on 
Costume Jewelry, 235 Charles Street, by 
Archie P. Rezza, owner. Regal Jewelry 
Mfg. Co., 301 Westminster Street, by 
Antonio De Stefano, owner. United 
Enameling Co., 185 Eddy Street, by 
Stephen and Anthony Krekorian, owners. 
Columbia Jewelry Co., 901 Eddy Street 
by Anthony Ficocelli, owner. Airnet 
Jewelry Co., 76 Dorrance Street, by Mor- 
ris R. and Jenny H. Zitserman, owner. 
P. & C. Jewelry Co., 92 Tell Street, An- 
gelina Piccoli, owner. M.D.S. Soldering 
Co., 86 Weybosset Street, Margaret Di 
Santo, owner. A. C. Jewelry Co., 21 
Penn Street, Agostino Cascella, owner. 
E. S. Pearl Co., 129 Hospital Street, by 
Emilio Squillante and Domenico Aquino, 
owners. J. & S. Jewelry Co., 726 Par 








Avenue (Cranston) by Joseph Caontone. | 


169 Weybosset 


The Jewelry Center, 
PF. & F. 


Street, bv Harold Millman. 


Jewelry Mfg. Co., 13 Fenner Street, by 


Frank Iasa. 

q Leo Cote, formerly in the jewelry 
business in Bellows Falls, Vt., was re- 
cently discharged from the Army, and 
is reported to be going back into busi- 
ness. 


q L. C. Mahar, with the silverware de- 
partment of D. C. Percival & Co., Inc., 
broke his leg in three places when 
thrown from a bicycle as it skidded on 
wet payments in Wollaston, Mass., on 
Oct. 7. He is confined to the Quincy 
Hospital. 

q Mrs. T. F. Dennehy, of Milford, Mass., 
who has carried on the business of her 
late husband Timothy since his death 
last spring, is reported to have sold out 
the business to Abraham Marcus, of 
Worcester. 

q Charles S. Ramsdell, for many years 
a jeweler at 193 N. Common Street, 
West Lynn, retired from business on 
Oct. 1, selling out to Benjamin J. 
Golub, who will carry on at the same 
address. 

q The jewelry business of Norman Keigh- 
ley, of Haverhill, was taken over on 
Oct. 1 by Raymond Kenney, of George- 
town, Mass. 

q Fire next door to the jewelry store 
of William A. Grono, East Milton, re- 
cently, caused considerable smoke and 
water damage to his store. 

q Bond jewelers will open a new store 
at 265 Broadway, Chelsea, Mass., on 
Nov. 1, which will be in charge of one 
of the Bloomberg brothers, just out of 
service, who for some time has been 
associated with the furniture store of 
Bloomberg Bros., Inc. 
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CONSISTORY RINGS 
NOW READY FOR DELIVERY 





These Rings are made in |4-kt. with 
Palladium Eagles. 


GEORGE BLADEN, INC. 


RINGS 
LAFAYETTE BLDG. BUFFALO, N. Y. 


Samples sent to reliable Jewelers on request. 









Freight prepaid in 


A superior polish 
the United States 


- made by silver- 





smiths for jewel- F in specified mini- 
ers’ use andresale. | =4 mum lots. 
REED & BARTON TAUNTON. MASS, 








only direst te Retailers 
CO., ATTLEBORO, MASS 








: = i Se &* ns 
22 Patterns Sterling Silver |. 
ANCHESTER 


SILVER COMPANY 
Providence Rhode Island 





“CHAMPION” RING GUARDS 
Easy te Insert & Adjust 
ASSORTED SIZES 
10K GOLD—$3.50 per Dz. up 
GOLD FILLED—$1.75 per Dz. up 
Orders Attended to Promptly 


CHAMPION JEWELRY CO. 
87 MAIDEN LANE 
NEW YORK 7, N. Y. 


JEWELERS’ SAWS 


Imported, Yellow Blades 
All Sizes—$6. 


.00 per gross 
WILLIAM J. ORKIN Inc. 


— Estd. 1898 — 


373 Washington St., Boston, Mass. 
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WONDERING 
ABOUT YOUR 
DIAMOND 
BUSINESS? 


You won't get wrinkles worry- 
ing about diamond sales if 
your showing includes 


Princess 
DIAMOND RINGS 


These highly attractive rings are the 
cornerstone of successful diamond 
selling in scores of the nation's 
prominent jewelry stores. 

Individual rings and matched sets to 
retail for 


$25 to $200 


INC. 
BALTIMORE STREET AT HOPKINS PLACE 


BALTIMORE (| 





GET READY 
TO MEET 


21 W. BALTIMORE ST. 


BALTIMORE 1, MARYLAND 
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Department Stores and Chains Edge 
Independent Jewelers Out of Main 
Business Section in Miami 


Due to the postwar expansion of large 
mercantile concerns, the Miami, Fla. 
main business district is becoming more 
decentralized and several old-time jew- 
elry stores are being forced to vacate 
their Flagler street locations for other 
nearby sites. The properties have been 
acquired by the big companies, both 
local and chain, and the leases termin- 
ated. The many jewelry shops on Flag- 
ler street will be thinned out this winter, 
providing reduced competition for those 
remaining. 


Among the first to move is the Bass 
Jewelry Co., 120 E. Flagler St., where 
it has done business for six years. It 
has been operating in Miami for 20 years 
under the ownership and management 
of David Bass, formerly of Baltimore. 
who has developed it into one of the 
finer small establishments, with seven 
employes. Carrying a full supply of 
merchandise, it specializes in diamonds, 
featured in the show windows. During 
the latter weeks of September and first 
of October it offered attractive pur- 
chases as a prelude to moving. 


Mr. Bass was fortunate in obtaining 
another close-in location, not far from 
his old store, and re-opened the midd'e 
of October at 26 N.E. First Ave. This 
is somewhat larger, giving him a 25-foot 
frontage, offering wider display win- 
dows, as compared to his former 1612 
feet. Mr. Bass reports business good 
and plans.an advertising campaign to 
acquaint the public with his new site. 
which is only a few doors from Flagler. 


Julius Damenstein, 10 West Flagler 
St., a veteran Miami jeweler, is another 
being forced to move and has tentatively 
chosen a store in the developing south- 
east section, about two blocks from 
Flagler. 





q At their meeting on September 25, the 
Board of Directors of the Fostoria Glass 
Company elected the following officers: 
C. B. Roe, chairman of the board and 
treasurer; W. F. Dalzell, president; A. 
W Koenemund, vice president and secre- 
tary; Merlin DuBois, vice president in 
charge of sales; R F. Hannum, vice 
president in charge of production. 

q Southern jewelers, quick to sense a 
good thing, are following the trend 
toward small electrical and other appli- 
ances. The three Savelle stores, in Moul- 
trie, Ga., Tallahassee, Fla., and Albany, 
Ga., have made plans to include not only 
appliances but radios as well. The 
Southern Jewelry and Finance Co., J. L. 
Leach’s store in Albany, is another going 
over to appliances. At the same time, 
they are slowly easing up on service- 
men’s jewelry, which had been a valuable 
item for them. 

4q Victor Strasburger, formerly con- 
nected with J. Engel & Co., Baltimore 
wholesalers, who served two years as a 
bombardier on a B-29 at Okinawa, on 
Leyte and in Japan proper, expects to 








he mustered out of the arm 

month and will return to ‘his pti 
position in the watch departm 

Engel firm. ' —— 
q Futer Brothers, who conduct a 
store on the square in York, Pg 
engaged in reconstructing the place | 
opening the stairway in the center f 
the establishment to make room for’ 
gift shop and silverware departmen; — 


q Jack Weissman, who held the 

of salesman with the U. §. a 
Company in Baltimore before the War, 
has been discharged from the army and 
returned to his old position. , 


Evans Case Aided Development 
Of Radio Proximity Fuse 


Sharing the headlines with the atomi 
bomb in recent weeks as one of the oy. 
standing secret weapons developed 
the United States during the war, is th 
radio proximity fuse which opperate 
automatically to detonate a shell whe 
the missile comes within range of th 
target. 

Among the concerns which contributed 
largely to the development and produc. 
tion of this marvelous weapon which 
proved so effective in the latter days of 
the war in the Pacific was the Evans 
Case Co., Attleboro, Mass., which nor- 
mally produces cigarette cases, lighters, 
ladies’ compacts, etc.—a far cry from 
instruments of death and destruction, 

Evans Case Co. made thousands of 
component parts for this type of missile 
working in closely guarded _ secrecy 
under which even the employees work- 
ing on the parts didn’t know what they 
were making and no unknown visitors 
were admitted to the plant. 








bet Readl For 
Christmas Business! 


See page 284 


U.S. JEWELRY: C0, 


WHOLESALERS 




















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


@ JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 


— 











THE JEWELERS’ CIRCULAR-KEYSTONE 














le 


V 





Jion Meyer, president of the Cen- 
i Watch Materials and Supply Co., 
recently announced the purchase of the 
puilding in which the firm is located. 
the structure, at 134 South 8 Street, 
will be remodeled completely as soon as 
naterials are available. 


B. 


D. Helfer, president of the 
rae Retail Jewelers Associa- 
continues a long record in war 
bond activities by being appointed to 
the executive committee of the War 
finance Committee for the State ot 
Pennsylvania Victory Loan Drive. Mr. 
Holfer’s record deserves mention—he 
has served in all war loan drives 1s 
chairman of a local unit or as a member 
of the state committee. ; 

Joseph B. Bechtel, president of Jos. 
B, Bechtel & Co., and treasurer of the 
National Wholesale Jewelers Associa- 
tion, is now recuperating after having 
proken his leg in an accident at his 
home last August. 
4 Christian J. Van Der Berg, of 5869 
Germantown Ave., has opened his new 
store at that address. Mr. Van Der 
Berg spent the last three and a half 
years in the Army and) was stationed in 
the South Pacific most of the time. 

Harry Rothenberg, of Reeds jewelers, 
has opened his fourth store at 908 Chest- 
nut Street. It will be a credit store 
while the other three will remain cash 
stores. The new Reed’s is most modern 
in design and will stock a complete line 
of electrical appliances. 

{Philip Conroy, of Time Jewelers, has 
returned to his former position with that 
firm after spending two and a half years 
in defense work. Corporal Samuel 
Gleaner, owner of Time Jewelers, is ex- 
pected to be discharged the early part 
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of the New Year. Alterations are now 
in progress on the store, which is being 
enlarged to accommodate a complete 
line of radios, refrigerators, and elec- 
trical applinaces. 

q Henry Seletsky, held a formal open- 
ing of his new shop in the building he 
purchased at 908 Walnut Street. Many 
friends and fellow jewelers attended. 
q Captain Edward Speigelman, son of 
John Speigleman, 721 Sansom street has 
returned from overseas and will short!y 


be discharged, Capt. Speigleman was one | 


of the first men in the city to enlist at 
the start of the war. 

q Master Sergeant Armand Jacoby 
arrived home October 5th after spend- 
ing almost two years on the European 
front. Sgt. Jacoby was associated with 
Sam Weiss, 706 Sansom St., before he 
left for the Army. 

q Ben Mazer, of 713 Sansom Street, is 
completing a new front and new fixtures 
for his future home at 122% St. 8th 
Street. Mr. Mazer plans to open abcut 
the middle of November. 

q Nathan Cooper, of Cooper Bros., 711 
Sansom Street, died of a heart attack 
while at the store. Mr. Cooper was fifty- 
nine years old and spent the best part 
of his life in business on the street. 





Mellenhoff Goes To Tiffany 
As Watch Repair Foreman 


Benjamin Mellenhoff who has_ been 
prominent in  horological circies for 
many years, has just joined the staff 





of Tiffany & Co., New York, as fore- 


man of the watch repair shop. 

Mr. Mellenhoff had previously been 
foreman of the watch repair department 
of two of the other fine Fifth Ave. 
stores—Black, Starr & Frost (now 
Black, Starr & Gorham) and Marcus & 
Co. 

He resigned from the latter concern 
in 1940 to start his own business which 
he established in the Hecksher Arcade, 


BENJAMIN 
MELLENHOFF 





57th St. & Fifth Ave., and conducted 
there for about three years. 
made it necessary for him to give up 
active work for a time, and in Novem- 
ber, 1944, he sold his business to Ray- 
mond Madrazo, who is continuing it at 
the same address. 

Mr. Mellenhoff is a past president of 
the Horological Society of New York 
City, having served as the heal of that 
organization from 1935 to 1936 and is 
at present an honorary life time mem- 
ber. He is considered one of the coun- 
try’s outstanding watch repairmen. 
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BEN BRODER 


Wholesale Jeweler 
FOR IMMEDIATE SHIPMENT 
Balance Staffs $2.40 doz. 


imporied from Switzerland 
Bulova 6AM 6AF 5AB 7AM 7AP 8AN 
9AF 10AN 


A. S. 970 984 976 340 345 1012 
F. F, 120 125 150 155 170 175 
Benrus BB AK AR AN SA N W 
Gruen 270 400 410 300 328 
Many more models in stock 


280 Market Si. NEWARE 5, N. J. 
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1015 Chestnut St. 
22 West 48th St. 
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UNDER NEW OWNERSHIP 
S. GOLDIN & CO. 


124 Seuth 8th Street 
Philadelphia, Pa. 
Watchmaker’s 

Tools and Materials 

Jeweler’s Findings & Supplies 
Bessie Goldberg Possoff — Oscar Goldberg 


WITH OUR COMPETENT STAFF 


Frank Di’Nunzio Bobby Rhueban 
Aaron Isreal 

















BYARD F. BROGAN 


Manulocturer of Distinctive Diamond 
Mountings and Wedding Rings 


808 Sansom Street Philadelphia 














CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


Watch Materials — Jewelers Supplies — 
Watch Cases and Dials to Match 


SPRING RINGS and SISTER HOOKS 
In sterling silver and yellow gold filled 


JUMP RINGS 
In sterling silver and yellow 


134 So. 8th Street, Phila. 7, Pa. 

















Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA, 
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Gold-Silver 
PLATING 


“ASK ABOUT” 


PHODAN IZE 


TRADE MARK REG. U. & PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


10 S. Wabash Ave., Chicago 3 CENtral 6089 
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GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Ine. 
Dept. J-11, 541 S. Alexandria, Los Angeles 5, Calif. 











200 Members See Phil Martin 
Installed as President of Chicago 
Credit Jewelers Association 


The annual installation meeting of 
the Chicago Credit Jewelers Association, 
held in the ball room of the Standard 
Club on September 19th, was attended 
by more than 200 members and guests. 
Preceding dinner was an _ impressive 
presentation of colors by the Marine 
Color Guard and the benediction by 
Father R. C. Jones, son of retiring presi- 
dent Valentine Jones. 

Valentine Jones, now honorary presi- 
dent, welcomed those present and briefly 
reviewed the work of the past year and 
introduced Abel E. Berland, director of 
Community Service department of the 


| Anti-Defamation League who served as 


toastmaster, who also installed the new- 
ly elected officers and presented each of 


PHIL MARTIN 





| the former officers with a gift from the 


organization in appreciation of past 
service. President Phil Martin expressed 
for himself and the other officers their 
appreciation of the honor conferred, 
their realization of the responsibility as- 
sumed and pledged their best effort 
toward the successful conduct of the 


| association affairs. 





| eral Jewelers; 
| Wood Jewelry Co; secretary, Norman 
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Among the speakers of the evening 
were Judges McGourdy, John F. Haas, 
Mathew Hartigan, Jack Braude, Oscar 
Kaplan, of the Municipal court, Assist- 
ant States Attorney Jacob Shamberg 
and George Englehardt, National Jew- 
eler. Officers installed are: president Phil 
Martin, Martin Jewelers; Hon. Presi- 
dent Val Jones, Jones & Baumrucker; 
Vice-president Joseph Hirtenstein, Fed- 
Treasurer, Max Wood, 


Kernis, Norman Jewelers, Inc.; Benja- 

min L. Sacks is executive secretary. 
President Phil Martin presided at a 

special meeting of the association Wed- 


| nesday night October 3 at the Standard 


Club held for the purpose of transact- 
ing business postponed from the meet- 
ing of September 19th. In addition to 
routine business a heated discussion of 
questionable business practices was had 
and the board of directors were in- 
structed to confer with the Better Busi- 
ness Bureau and appoint a committee 
to work with them on the questions of 
advertising and window cards, particu- 
larly concerning the blown up diamond 
ring illustrations in advertisements. Al 
Berke and Harry Freeman of Berke- 
Freeman Jewelers, 7201 W. Grand Ave., 
Elmwood Park, IIl., were elected to 
membership. 





q The directors of the 1] 


Jewelers Association at thei 

ber meeting in Chicago reheatadl = 
cepted the resignation of Henry My nd 
sen who has served the organisatinn = 
secretary-treasurer for more Psa 
years, and because of added busi “ 
responsibilities found it impossible ty 
continue. Executive Secretary Cha: ie 
H. Baker, Springfield, was asked to fi 
out the unexpired ‘term. Among aa 
business transacted a committee Was ps 
pointed to rewrite the constitution and 
by-laws at the next regular meeting f 
the Association and approved a venti 
tion to incorporate the association 
a “not-for-profit-corporation.” 


q The Chicago Horological Guild “ot 
off to a good start on its fall and R 
ter program at its September meetip 
on the 2Ist and President Edwarj 
Falkenhayn gave asurance that all their 
meetings are to be both interesting and 
profitable to the membership. At this 
meeting Mr. Ernest Drescher, chief 
engineer of the Hamilton Watch (» 
addressed the meeting and explained th 
development of the Hamilton Marine 
Chronometer. At the October meeting 
Mr. Ernest Topper, vice president of the 
Gruen Watch Co., was the speaker and 
it is planned to have outstanding men 
in the watch industry address each meet- 
ing during the season. 


q Al Berke and Harry Freeman well 
known in the credit jewelry business of 
Chicago both formerly associated with 
Marks Bros., have opened a new store 
at 7201 W. Grand Ave., Elmwood Park, 
Ill., to operate as Berke-Freeman Jew- 
elers. 


q The Chicago Jewelers Bowling League 
opened their 36th season on September 
19th and give promise of a very inter- 
esting season as after several evenings 
of play four teams were tied for first 
place. Teams participating this year 
represent, C. & E. Marshall Co., M. F. 
Lens Co., Benj. Allen & Co., The Ball 
Co., J. Milhening, Inc., and Swartchild 
& Co. Ed Springer, Ball Co., is presi- 
dent, Harry Barg, C. & E. Marshall Co, 
vice president and Dave Newman, who 
is starting his 41st season of league 
bowling in Chicago, is secretary. 


q The Central Division of American 
Gem Society held their first meeting 
after summer vacation in their quarters 
in the Pittsfield building on September 
20th. Despite the fact that illness of the 
speaker scheduled, Mr. John C. Bohmker, 
prevented his attendance the meeting 
was profitable and interesting. Many 
of the members took part in the dis- 
cussion of many questions and H. Paul 
Juergens, chairman, says many of the 
future meetings will be conducted along 
these lines. Miss Lucille Flint, of Costi- 
gan & Thomas, 55 E, Washington St, 
was elected secretary to succeed Hans 
J. Bagge, who moved to California last 
summer. At their meeting on October 
18th, in addition to general discussions, 
a very interesting discourse on Brazil- 
ian methods of cutting stones was givél 
by Fred Gottlieb, of Frederick 
& Co. 
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4 Charles T. Germain and his brother 
Melvin have opened a new jewelry store 
at 619 Sycamore Street, Waterloo, Iowa, 
and will operate as Germain’s. Both 
prothers served in the armed forces 
throughout the war and just prior to 
induction were associated with Kay Jew- 
elry Co. in Washington, D. C. 

4M. A. Mead & Co., diamonds and 
watches, 58 E. Washington St., Chicago, 
with offices in Milwaukee, Pittsburgh 
and New York, have recently opened an 
office in suite 918 of the State Life Build- 
ing, 15 E Washington St., Indianapolis. 
This office will be under the direction of 
frits Fromm, well known and highly 
regarded among the trade in Indiana, 
who has successfully represented M. A. 
Mead & Co., in the state for the past 
year. 

4 The Chicago Jewelers Club opened 
their regular Club Night socials of the 
season in their rooms at 55 E. Washing- 
ton St., on October 9 with an unusually 
large attendance although only mem- 
bers were permitted on this occasion. 
Following the cocktail hour, dinner was 
served at 7 o’clock. The evening was 
designated as Victory night and services 
appropriate to the observance of the 
country’s victorious ending of the war 
were conducted. Pool, billiards, cards 
and other social events provided amuse- 
ment until a late hour. 


Canadian Importers Stuck With 
Ceilings While Prices of U. S. 
Goods, Especially Rhinestones, Rise 


Removal of the price ceiling on jewel- 
ry in the United States by the OPA is 
thought likely to reduce imports by Ca- 
nadian jewelers and department stores 
who have been purchasing about 20 per 
cent of the costume jewelry from the 
United States. As an illustration of the 
problems faced by Canadian dealers it 
is mentioned that rhinestones are pegged 
in Canada by the Wartime Prices and 
Trade Board at 50 cents a gross, which 
compares with a current price of $3.50 
to $4 a gross in the United States. 
-Rhinestones figure in a very large pro- 
portion of costume jewelry. 

Canadian jewelry manufacturers are, 
however, optimistic, as they have started 
te-hiring expert hands who left them 
for war work. Removal a few months 
ago of restrictions on styles has in- 
creased the range of Canadian merchan- 
dise available. Retail jewelers report 
increased sales, attributed to some extent 
to purchases by returned servicemen as 
gifts to their women relatives and 
friends, 
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Jewelers Meet To Plan Program 
For National Conference of 
Christians & Jews 

At the invitation of W. Waters 
Schwab, president of J. R. Wood & Sons, 
a group of wholesaler, retail and manu- 
facturing jewelers met at the Waldorf 
Astoria on October 16th, to plan a pro- 
gram in behalf of the National Con- 
ference of Christians and Jews. 

Dr. Henry N. MacCracken, president 
of Vassar College and Dr. 





Everett | 


Clinchy, president of the National Con- | 


ference addressed the meeting. 


In order to better acquaint the mem- 


bers of the industry with the work of 
the National Conference, it was de- 


cided to call them together at a luncheon | 


meeting on November 29th at the Wal- 
dorf. 

W. Waters Schwab was chosen chair- 
man of the luncheon committee and the 
following were named to serve with him 


as members of the executive commit- | 


tee: 

Alexander H. Arnstein, Herman iL. 
Baskin, M. F. Cartoun, Benjamin Eich- 
berg, Walter Eitelbach, Jerome L. 
Grant, Col. Harry D. Henshel, Henry 
Jacobson, Leo Kaplan, Dave Kay, Henry 
Lambert, Victor Lambert, Oscar M. 
Lazrus, Leopold Nathan, Gustav H. 
Niemeyer, William B. Ogush, Jack 
Schaeffer, Aaron Sverdlik, Milton Weill. 


RELAXING 





This is Wallace Newman, who is expected 
home any day now by his father, Sam New- 


| 
| 
| 


man, diamond dealer at 508 Fifth Avenue, | 


New York. He's in Panama now, resting up 
after his overseas chores as a meteorologist 
with the Army. 





Irving Sacks Seeks to Buy 
Set or Unset Diamonds 


An offer to buy all available surplus 
set or unset diamonds is being broad- 
cast to the jewelry trade by Irving 
Sacks, Inc., 264 Fifth Ave., New York, 
in a series of personally signed adver- 
tisements. 

Mr. Sacks requests that the diamonds 
be sent by American Railway Express, 
insured, including the asking price. The 
firm is a member of the Jewelers Board 
of Trade and of the Fifth Avenue Assn., 
and suggests that further references can 
be had through the individual jeweler’s 
banking channels. 
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Beautifully Finished—American Made— 
eavy Sterling 


MAN'S IDENT—$36.00 Doz. 


Medium Weight Sterling 


LADY'S IDENT—$18.00 Doz. 
HEAVY STER. CHARM CHAIN 
With Sister Hook—$1!2.00 Doz. 
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WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 
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DIAMOND-CUTTING 
EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohie 








KLEIN BROTHERS 
COMPANY 





WHOLESALE JEWELERS 





ENQUIRER BLDC CINCINNATI. O. 











Harry Greenwold Co. 


The Homse of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


ELGINS @ HAMILTONS (Zones 7, 8) 
Lines of quality and style that give you pro- 
tected preft. You can recommend these lines 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohie 
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q Seventy-nine persons attended the Lit- 
win picnic, held Sept. 22nd at Kawitter’s 
Gardens in Price Hill. The picnic was 
held in commemoration of A. Litwin’s 
50th wedding anniversary. Everyone 
arrived at one o’clock when a large 
luncheon was served. The highlights of 
the picnic was the ball game between 
the factory proper on one side and the 
diamond cutting department and office 
on the other side. The surprise of the 
game was that the girls joined in. 

q Oct. 11th the Town Criers held their 
meeting at the Cincinnati Club, with 
dinner following. 

q Pres. Wallenstein is calling a meeting 
of the Wholesale Jewelers and Manufac- 
turers Assn. Oct. 25 at the Variety Club 
spacious clubrooms in Netherland Plaza. 
Dinner will precede the business meet- 
ing. Pres. Wallenstein who suggested 
calling this meeting is always anxious 
that the good fellowship that exists con- 
tinues. 

q The four new Town Crier Members 
are: Louis Flanagan (Flanagan & 
Kovak), Al Kovak, (located in Enquirer 
Bldg.), Willis “Pat” Patrick (Diamond 
man from Chicago), Richard Fenster- 
matcher, (Traveling for Lossau & 
Cramer, Chicago.) 

q Paul “Buddy” Knight was honorably 
discharged after serving four years in 
the army as a flyer. Knight is back in 
the jewelry business once again with 
offices in the Nieve Bldg., Fourth and 
Race Sts. He will have with him in 
business his brother Donald, who was 
also a World War veteran, having seen all 
large campaigns of invasion. Tom Borne 
is also going into business with him 
again, having been connected witn 
Knight before he closed down to enter 
the army. 

q Wallace Newman, son of Sam New- 
man, is located in Panama as a meteor- 
ologist with the U. S. Army. He will 
be back shortly and be a part of the 
firm. 

q James Dunn, formerly with the Gerwe 
Brown Company is now associated with 
Ewing Bros., Atlanta, Ga. 

q John A. Gerwe who inst recently re- 
turned from an Eastern buying trip was 
surprised to see his oldest son, Vincent, 
who was home on leave from the Navy. 
q Carl Loos, formerly with Wallenstein 
& Mayer, has associated himself with 
Flanagan & Kovac, Enquirer Bldg. 

4 “Doc” Harold Haerr, with Gruen 
Watch Company joined the Round Table 
Luncheon Club while home for a short 
time from his recent trips. 

4 Hubert Esperger, with Esperger Bros. 
recently returned from a fishing trip with 
the Missus with some big catches. 

4 George Kleier, for many years with 
E. Wagner & Sons, recently started in 
business of his own in Cheviot, Ohio. 

q Lars “Ollie” Olson, with Gerwe-Brown 
Co. who is making an extended trip 
through the Southwest reports business 
very satisfactory. 

4 Mr. and Mrs. Carroll Seghers recently 
spent a few days in the Chicago Gift 
Show. Accompanying them was Mr. 
Stewart of the Stewart Jewelry Co. 
Little Rock, Ark. 

q Louis Grassmuck of Grassmuck & Sons 





and Helen Koch (Mecklenbur 
hardt) were both visitors of the Chick a 
Gift Show. . 


4 a — Wahlde, Hubert Block 
jeweler clebrated his 50th wed " 
versary Oct. 2nd. ing anai 


q Maury Gerwe son of John A. Gerwe 
was. home on a furlough recently and 
entertained the bunch from the Office 
with a house party at his home in Hyde 
Park. 

q Fred Hegner with the George New- 
stedt Co., spent his vacation with che 
“Missus” in the Smoky Mountains. 

q Clifford Bennett with the Frank Her- 
schede Co. returned from vacationing in 
Atlantic City. 

q The Gerwe Brown Co. recently were 
honored with a visit from Mr. and Mrs 
Leo Simon of Vincennes, Ind. ; 
qVisitors in town: Fred Sayers with 
Dickson & Co., Newark, N. J.. Jack 
Williams (with manufacturers lines). 
Ralph Louis, New York City. Paul 
Siebel of Hamilton Watch Co., Lan- 
caster, Pa. Ted Allison. Thos. Reed 
Botts, Jacques Kreisler Corp., North 
Bergen, N. J. Chas. Schneider, Retail 
Jeweler, Louisville, Ky. Jack Hagel, 
Washington, Ind. H. H. Limes, Green- 
field, Ohio. Mr. Murphy, Maysville, 
Ky. W. A. Gallenbeck, Pensacola, Fla. 
P. J. Armeny, Bigger & -» Newark, 
N. J. 

q Mr Harry Stout of Springfield, I. 
visited Cincinnati trade for the first 
time in many years. 

q Mr. Ed Williams and Mrs. Brennen 
of the Ed Williams Jewelry Store in 
Bloomington, Ind. were down in Cin- 
cinnati. , 

q Newstedt & Co. reports that domestic 
watches are harder to procure than 
Swiss. The Swiss watches can be ob- 
tained more easily due to cancellations. 
q Twentieth Century Co., 5384 Vine St. 
report that things really have been hap- 
pening there since the return of “Wally” 
Miller, senior partner. They have en- 
larged their present business to extend 
over half of the entire sixth floor of the 
Hulbert Block. Alvin Miller, partner, is 
expected back in the states very shortly, 
after having served over two years in 
France and Germany in the Air Corp. 
Fred Kapner, West Coast representative 
for Twentieth Century and Wally Miller 
met while both appeared in an army 
show at Camp Lee, Virginia, thus be- 











DISTINCTIVE 
JEWELRY 
WATCHES 
DIAMONDS = 
THE D. JACOBS SONS CO. 
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a business association. Joe Toma- 
js also an ex-GI and represents 
tieth Century in the Pennsylvania 
territory. Dewey Moore, Jr., also a for- 
ger salesman prior to his enlistment in 
the Coastguard, is expected to join up 
yith the firm after serving 3Y2 years 
in the South Pacific. Lou Klayman re- 
cently discharged from the Air Corp as 
, second lieutenant is also connected 
with Twentieth Century. Klayman was 
discharged as & result of a plane crash 
in which he was the lone survivor. 

Alvin Youkolis held a “stag” at the 
Pavillion Caprice Saturday, September 
goth. Among Alvin’s many friends who at- 
tended were many local jewelers. They 
were Al Wallentein, Max Getz, Wally 
Yiller, Ben Youkolis, Erv Engel from 
Dodd’s, Charlie Richter, and Sam Perl- 
man, Of the eight Youkolis brothers 
seven were present at this affair. 

A. Goodman reports that Vincent 

Minutolo will be back shortly. He was 
with our armed forces in the South Pa- 
cific the last year and half. 
(Mr. I. B. Goodman announces they 
are taking on additional quarters by 
opening another factory in addition to 
the one on Fourth St. Their new one 
will be located in the Keith Bldg. Al 
Hastings connected with A. Goodman 
returned after being a prisoner of the 
Japanese Government. Hastings was 
forced down over Burma. Mr. I. B. 
Goodman plans going back to California 
on Oct. 18 on a combination business- 
pleasure trip. 


ello 
Twen 





International Silver Reconverts 
Speedily; Grants 15 Per Cent 
Wage Increase to Most Employes 


A general wage increase of 15 per 
cent to hourly and piece rate workers 
and salaried employes receiving less than 
$300 a month became effective at the 
International Silver Company on Octo- 
ber 15. The number of employes at 
the company already equals the war- 
time peak with many more being added 
a reconversion progresses, President 
Evarts C. Stevens announced. 

The number of employes at Inter- 
national is climbing and soon is expected 
to reach its pre-war peak. The wage 
increase, given voluntarily by the com- 
pany, will probably result in a substan- 
tial increase in costs, but with no im- 
mediate prospect of increase in the 
prices of the company’s wares. 

Production has been reached so quick- 
ly that the company has already an- 
nounced that 1847 Rogers will be back 
on the store shelves any day. 


FIC On Job 
(From page 365) 


poor grade that the advertising claims 
4 to quality and value are grossly de- 
lusive and misleading.” Teaspoons of 
the type advertised at 50 cents for three 
sll at retail for ten cents each. 

The advertising terminology of Alpha- 
Craft, Inc., New York, came under 
srutiny by the FTC and the firm has 
signed a stipulation agreeing not to use 
words “diamond ring” or “diamond” 
to designate or describe rings which are 
not inset with diamonds. Other items 
in the stipulation ranged from the cor- 
rect marking of electro-plated work to 
ambiguous use of the words “free” 
and “guarantees.” 
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Two Sons Back From the Wars To 
Join Morris Rivkin's Ring Firm 

The firm name of Morris Rivkin, 
Creators of Love Bird Loupe-tested Dia- 
mond Rings, has been changed to Morris 
Rivkin and Sons with the addition of 
Mr. Rivkin’s two sons to the organiza- 
tion. 

Philip Rivkin, just released from the 
army, has been made a partner in his 
father’s firm and expects to leave on an 


PHILIP RIVKIN 





extended selling trip after a short vaca- 
tion. Previous to his entry into the 


armed forces, Mr. Rivkin was on the | 


sales force of Jacques Kreisler Manu- 
facturing Corporation. 

Another son, Bernard Rivkin, now 
awaiting his release from the army, will 
also become a member of: his father’s 
organization and an ambassador in the 
selling of Love Bird Loupe-tested Dia- 
mond Rings. 


———_- 


Boston Show 
(From page 368) 


Mrs Lundborg, Lundborg & Co., Wor- 
cester; Vic O’Connell, Greenfield; Harry 
Blume, New Bedford; Norman Sharf- 
man, N. Sharfman & Son, Worcester; 
Rita Lamoureaux, Sharfman’s, Worces- 
ter and Ernest DelDebbio, Ernie’s 
Jewelry, North Adams. 

From Rhode Island Emil L. Vaine, 
Woonsocket; Arthur Beaudet, 


| “PEACE BELLS””-518 ea. KEYSTONE 





Woon- | 


socket; Mr. and Mrs. Bornstein, Nate | 


Gold, from Samuel Politz, Pawtucket; 
Ray Landry and Alice Boulay, Landry- 
Boulay, Woonsocket; and Louis Sund- 
lin, Pawtucket. 

From Connecticut: Abe R. Raphael, 
New Haven; Frederick George, George’s 
Jewelers, New Britain; Albert B. 
Mitchell, Thompsonville; Maurice Mal- 
love, New London; and William Israe- 
lite, Modern Jewelers, Norwich. 


From farther afield: Robert P. 
Georges, Riverside, N. J., and Irving 
Carbino, Carbino’s Jewelry 


Massena, N. Y. 





Store, | 


Engaged in the jewelry business at | 


Portland, Ore., for the past 20 years, 
Corporal Jerome Margulis, was wel- 
comed back to Portland jewelry circles 


recently after service with the procure- | 
ment division of the air technical service | 


command at Wright Field, Ohio. Enter- 
ing the Army in March of 1943, he used 
his business knowledge and training in 
the jewelry field to good advantage for 
the procurement services of the air com- 
mand. He has been honorably dis- 
charged now, and has resumed active 
management of the Stone-Margulis jew- 
eltry store. 
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with Swinging Sa agg of Simulated Pearls 
—Gold-plated sterling silver set with rhine- 
Photo double actual size. 

Earrings to match — $10 


Urie F. Mandle 411 Fifth Ave. 


. New York 16, N. Y. 


stones. 








CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 
503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 

















389 





Two Brothers Take Over Powers, Two Jewelry Firms Joined to yu 
Old Youngstown, Ohio, Jewelry Firm | Form Briggs, Bates & Bacon Co. 








IMPORTED The Powers Jewelry Company, Youngs- The D. F. Briggs Company ang the AN 
Chi d Gl town, Ohio, one of the oldest jewelry Bates & Bacon Company, both of Atte. | 0! 
Ina an ass firms in the Ohio city, has been pur- boro will be combined as a Rew Pa. 
chased by George and Charles Schmutz, under the name of Briggs, Bates and week 

Youngstown business men. Baconw Company as a result of a chy to 

Frank M. Powers, member of an old of control of the Associated Attleboro | I 

ROYAL DOULTON family, together with Walter Smith, es- Manufacturers, Inc. of which the two is th 
English Bone China and Earthenware | tavlished the Powers pine A yon od jewelry firms are a part. 9 
in 1873. However, in 1896, the partner- Frank L. Daylor of : aug 

IRISH BELLEEK ship was dissolved, Smith going into purchased the ‘controlling tote a A 
The original production business for himself. The Powers firm AAM, it was announced by Frank & Bell 


built up a fine reputation for quality Tappan, president of the cor 
jewelry, china and glassware, together whe eaid the Briggs, Bates an ration } aged 
with high integrity in its business deal- unit will be operated by him, Ama 
ings. Blackinton and Howard Gardner, 
The Schmutz brothers plan to carry Daylor, who operates a Boston. «. 


aie on the business in the manner in which counting firm, said the principal the 
JUSTIN THARAUD, Inc. it has been conducted for the past of the S aM will mabe oe aa yeal 


WH. 8S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, M. Y. 








uarter of a century. : P thre 

129 Fifth Ave., New York City 7 George Schmutz, until embarking on po Monge: 4 RagPng Pro a the , 
ROYAL ALBERT his new venture, was associated with separate firm. y as 4 R 
—_ the G. M. McKelvey Company for the The AAM is considered a million jen 

dollar organization but reports in th | ; 
Suge Ceertiive Ware “4 , trade say the figure in the transaction itn 





ran well above that sum. 

Also members of the AAM setup are ing 
the Union Plate and Wire Company E 
which was formed in 1913 by the D, F, | of | 
Briggs Company and the Bates and | jp | 
Bacon Company to manufacture the gold | 16, 
plate used in their business. George | Mr. 
Fife will continue in charge of this unit, plac 

Another unit is Plastimold, Inc., bake. | his 
lite Manufacturers, which was started | and 
in 1930 by Messrs. Tappan and Blackin- 
ton. Expansion is planned for this unit | 
whose capacity is at the present time | silve 
completely sold and which could handle | 28 } 





PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 











Wedgwood Ware 

































































‘onside business. enti 
Bone China Dinnerware, Queensware CHARLES SCHMUTZ GEORGE SCHMUTZ considerably more business = 
Jasper and Black Basalt 4 
Trade-Mark WEDGWOOD ; ieh 
Ee || Soin tee, mer eae ae ae | ne ee ste 
162 Avenue, New York City took over the buying of glassware, china, (From page 367) > 
ictures and silverware, gifts, etc. Pre- , our 
sony he had been with Macy’s, New | als, gy agg Mier ot oe boug 
York, and Gimbel’s, Pittsburgh. He is men 5 > 1 orga 
EDWARD BOOTE a graduate of the University of Michi- needs were furnished by California sup- | Has 
35 & 37 W. 23rd St., New York, N. Y. gan where he majored in designing. In- ply houses. Classes will occupy six hours | orga 
nena nti het cidentally, Schmutz has designed a num- a day and will take into cognizance the F Ine., 
ROYAL CROWN DERBY CHINA ber of beautiful articlés, among them injuries of each student in individual- | yas 
ag th aa a toilet set and a hob nail jar for face ized instruction. ; » ii pf 
cream. Following completion o e three § ca 
GIBSON & SONS TEAPOTS Charles Schmutz has been in the army month course each graduate will be § that 
for three years, serving as a chief war- given a list of California jewelry stores | year 
rant officer. He is a graduate of Wash- anxious to obtain a watchmaker or en- . 
MADDOCK & MILLER INC. ington-Jefferson College. Formerly he graver, and thus have ample choice of Huh 
Resi Chine cod Earthen was with Raymond Brenner, Jeweler, where they want to live. If they wish Wis 
— = — and later was in the sales- department to set up their own shops, full coopera- ; ‘ 
oo. of the Bessemer Cement Corporation. | tion is given as well. More than 90% - 
COALPORT Bone China and Kingsware He is married and has one small son. of California Retail Jeweler’s Associa- } “te 
ROYAL CAULDON Bone China and Earthenware The Schmutz firm is retaining all of tion members have expressed willingness A 
WELLINGTON Bone China Teaware the old personnel, which consists of to take from one to three men. of t 
129 Fifth Avenue, New York 38, N. Y. three sales people and a watchmaker. “This allows for almost unlimited op- } thro 
portunities for ype Re er Ke “ rs 
official of the school sta : stor 
ENGLISH CHINA Half Century chance to get back = pire og = 
le income. e intend to afte 
Smoking accessories, lustreware pitchers, Toby Starting a new half century, Peter ten yo rig ee through all separation | Det 
Jugs, Teapots, Sugars and Creamers, Individ- Michael, Jewelers, established in 1895, centers and will enlarge it whenever } one 
wal Greakiast Sety have broadened and augmented their necessary. We owe these men far mort | fel 
TEDMAN IMPORTING CO. mone diner band onc pm than this training, and — an a 
. ion i Ss . } 
eee Cee Coe eee ne Taye, ©. and atmosphere”. The new store created our appreciation in every po first 
fulfills in the second ages yet of the Tem 
Michael family, a dream of offering a 5 : 
+ Importers of jewelry uetieutiiee emporium of SWEDISH CRYST AL * 
ENGLISH CHINA which the founder, more than 50 years ab 
and ago— Peter Michael—could justly be Kosta Alsterfors b 
8 soste ¥ 
EARTHENWARE proud. Staff of the pioneer _ . Maleras Bohlmarks Kats 
Steck ané Import now housed in a new Diamond an th 
FONDEVILLE & "C ©., INC.|| Jewelry Home at the corner, with D. Stanley Corcoran | ‘ DL 
149 Pifth Ave. New York 10, N. Y. watches, silverware and allied lines, that 212 Fifth a _ pe ae aahens 
AL. 4-010 reflect the growth of the enterprise. urrey 
FOR 
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ur Brooxricrty Brxier, 63, own- 

Me Dixker’s Jewelry Store in Easton, 
died Oct. 11 after an illness of a 
was of the fourth generation 
ct the jewelry business founded 

oe by Christian Bixler. The store 
is the second oldest retail jeweler in the 
count FY. Surviving are his widow, two 
daughters, three grandsons and a sister. 


Agruur Drexter, proprietor of the A. 
pell Jewelry Co., East Chicago, Indiana, 
aged 49, died suddenly in the Illinois 
Central suburban station in Chicago on 
Wednesday, October 9, as he returned 


er 0 


Pa., 
week. He 


Awron Encetmann, 80, who was in 
the jewelry business in Chicago for 40 
years, died recently there. His wiie, 
three sons and a daughter survive. 


Rosario Finewu, 55, engaged in the 
jewelry business in Providence, R. I. 
for 25 years, died recently after a brief 
illness. For the past three years he had 
been a partner in the P.G. & F. Solder- 
ing Company in Providence. 


Eow1n J. Fry, Jr., 68, vice-president 
of the Arthur A. Everts Jewelry Co. 
in Dallas, Tex., died there on October 
16. Born and educated in Louisiana, 
Mr. Fry’s funeral was held at his birth- 
place, Marshall, La. Survivors include 
his widow, Mrs. Dixie Baldwin Fry, 
and three sisters. 


Norman E. Hascauu, 82, authority on 
silver, pearls, and diamonds, died Sept. 
28 in his home in Toledo, Ohio. His 
entire career was in the’ jewelry busi- 
ness, Starting at the age of 15 with a 
job sweeping the floor of the gas-iit 
silvershop of J. J. Freeman in Summit 
Street, Toledo. Eventually he married 
Mr. Freeman’s daughter, Flora, who died 
four years ago. When William F. Broer 
bought out the J. J. Freeman Co., and 
organized the Broer-Freeman Co, Mr. 
Hascall and his son, Norman F. Hascall, 
organized the Norman Hascall & Son, 
Inc, jewelers. That company in 1936 
was merged with the Heesen Co. to form 
the Heesen-Hascall Co. Norman E. Has- 
call remained as a buyer, continuing in 
that capacity until his health failed a 
year ago. 


Emm J. Huser, 87, founder of the 
Huber Jewelry Company at Boonville, 
Missouri, and jeweler for more than 70 
years, died September 19 at his home 
after an illness of several weeks. 


Arrnur D. Karzennerc, 52, president 
of the Kay Jewelry Co., which has stores 
throughout New England, and one of 
the founders of the national chain of 
stores bearing that name, died Sept. 20 
in Beth Israel Hospital, Brookline, Mass, 
after a short illness. He was born in 
Detroit but moved to Boston in 1924. At 
one time he was manager of the Spring- 
Mass., branch of the Kay Jewelry 


Mr. Katzenberg served overseas in the 
frst World War and was a member of 
Temple Israel and the Veterans of For- 
eign Wars. 

Besides his widow, Mrs. Estelle Katz- 
tenberg, he is survived by a son, Arthur 
D, Jr, and two daughters, Miss Harriet 
Katzenberg of Brookline and Mrs. Doro- 
a Ann Dannelhaum of Wilmington, 
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Lawrence F. Percivan, head of the 
D. C. Percival Co., Boston wholesalers, 
died at his home in Boston after an ill- 
ness of several weeks. The son of David 
C. Percival, founder of the company, 
he entered the firm upon graduating 
from Harvard in 1903 and in 1913 be- 
came treasurer. He was a former Di- 
rector of the Manufacturing Jewelers 
Board of Trade. Survivors are his 
widow, a son, Lawrence F., Jr., a mem- 
ber of the firm, and two grandsons, 


Lawrence F. 8rd. and Nicholas, all of | 


Swampscott. 


Epwarp C. Syxes, 78, former Pitts- 
burgh correspondent of the JEWwELERs’ 
Cmcutar-Keystone and dean of Penn- 
sylvania news men, died October 20 at 
the Hillsview Sanitarium in Washing- 
ton, Pa. Mr. Sykes served as JC-K’s 
reporter in Pittsburgh during the period 
between 1912-1936, but this was only 
one phase of his long and distinguished 
career. For 56 years he was a star re- 
porter and columnist on the Pittsburgh 
Sun-Telegraph. He numbered among 
his friends Henry Ford and Andrew 
Mellon, whom he interviewed many times. 
Gifted with a remarkable memory, he 
wrote for many years a column called 
“I Remember,” which recreated the past 
for readers of the Sun-Telegraph. He 
leaves his widow and two children, Ed- 


ward H. Sykes and Mrs. Herman L. | 


Evert. 


Apert C. Smauiey, 72, who for the 
past 24 years was silverware buyer for 
EK. W. Reynolds Co., Los Angeles, whole- 
salers, died suddenly from a heart attack 
while in New Haven, Conn., on an East- 
ern buying trip. Mr. Smalley was con- 
sidered the dean in the silver business 
and was one of the best known and liked 
men in the industry. His funeral in Los 
Angeles was attended by larger groups 
of representatives from the entire jew- 
elry trades, as well as by a host of per- 
sonal friends. 


James Topp, retired president of 
Charlton & Co., New York jewelers, 
died October 23. Mr. Todd entered the 
jewelry business in 1902 and joined 
Charlton & Co. in 1909. He became 
president of +he firm in 1927 and re- 
tired two years ago because of ill health. 
surving are his widow, Mrs. Margaret 
Dudley Todd, a son and two daughters. 


Where to Buy 
AMERICAN 


China and Glass 








ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, Presidest 
D. 8. CORCORAN, Vice Pres. 


DE LUXE TABLEWARE 


for the 
FINE CHINA TRADE 
* MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive 
THEODORE HAVILAND CO., INC. 
w 











LENOX CHINA 
SERVICE PLATES 


28 W. 23rd ST. 1550 MERCHANDIGE MART 
NEW YORK CITY 
DINNERWARE 
NOVELTIES 


CHICAGO, ILL. 
Made in America 


LENOX : 
LENOX,INC. Trenton, N. J. 








| “CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for IlMustrated Catalog 
4 
ENRIGHT-LE CARBOULEC, INC. 
York City 


160 Fifth Ave. Maw 
| CHelsea 2-5558 


sine CRYSTAL ano BENT GLASS 
Giftware of Distinction + + 














KENSINGTON, ING. NEW KENSINGTON, PA. 








GIFTS fox MEN 


A comprehensive selection of 
Accessories with Sporting Motifs 
—also distinguished creations 
in gold plated fashion Jewelry. 


| SUN GLO STUDIOS 23,"\one aR 





Smith Memorial 
(From page 365) 


New York is honorary chairman and 
James A. Farley, former Postmaster 
General is general chairman of the 
national committee, which is composed 
of 750 leading men and women from 
every state in the country. Business and 
professional groups are represented by 
151 divisions. 

Divisional chairman for the jewelry 
industry is John H. Ballard, president 
of the Bulova Watch Co. 

Contributions should be made payable 
to the Alfred E. Smith Memorial Hos- 
pital and sent to Mr. Farley, Empire 
State Building, New York 1, N. Y. 


‘GLASSWARE 








HAWKES CRYSTAL 


for discriminating 





people—WRITE 
T. G. HAWKES & CO. 
CORNING, N. Y. < 
N. Y. Office: 542 Sth Ave. op wasunrozp 
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How to True a Balanee Wheel 


Second part of an article on truing a balance wheel. 


In the 


first installment, truing a wheel in the flat was discussed; 


in this is told how to correct various bends in the round. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


Part If: Truing in the Round 


RUING the balance wheel in the round is an opera- 

tion that requires more skill and exactness than 
truing in the flat. Furthermore, the necessity for a per- 
fectly round wheel is considered of greater technical 
importance than a perfectly flat wheel. The slightest 
deviation from a truly round wheel is. easily detected 
in a watch and detracts considerably from the appear- 
ance of the balance while it is in motion. Such errors 
also prevent close timing and adjusting, explained 
earlier in Part I of this article. 


Primary steps in truing in the round. 


To start the truing operation in the round, the 
index is placed into the position shown in Fig. 8, as 
close to the rim as possible and over the screw. Ignore 
the screws as we are truing the wheel rims and not 
the screws, which vary in height, thickness and weight. 
This position should permit as little light as possible to 
be seen between the rim and the index. (See Fig. 8C). 

Starting at one of the arms, observe the amount of 
light between the rim and the index at this spot. Then 
turn the balance to the opposite side and compare the 
“light space” with that of the first arm. If the space 


aoern 
OY%G 


between each arm is the same, it may be assumed th 
both arms are of equal length. Should one arm indi- 
cate more light space than the other, this arm is then 
shorter than the other and the truing operation should 
begin by stretching the shorter arm so that it will 
equal its neighbor in length. . 
Illustrated in Fig. 8, is a balance wheel where the ; 
arm has been divided into two parts, “A” and “B.” The i 
length of each is clearly indicated by the spaces at “C” 
and “D.” “D” shows that the arm adjacent to the 
index at that point is shorter’ than the opposite arm. 
This may have been caused by a replacement staff that 
required extra spreading in order to become secure §} 
in the balance wheel hole, assuming an eccentric posi- 
tion in the balance wheel so that the staff did not settle” 
in the exact center of the hole. This caused one arm) 
to become farther removed from the center than the | 
other. 


STRETCHING A BALANCE ARM 


Figure 9 shows how the stretching operation is done. 
First, remove the roller and jewel and place the balance } i 
into the hole of a flat-faced stump or punch inverted to | 
act as a stump. The hole in the stump or punch should” 
be just large enough to accommodate the hairspring] 
shoulder of the balance staff snugly but not tight. Then} 
a peening punch is brought over the balance arm a 
close to the staff as possible. The peening punch ®& 
tapped in a series of light blows which should stretel” 
the balance arm. The result should be checked often 
in the caliper. Over-stretching is worse than none and © 
should be guarded against. Stretching of the arms is 
done nearer to the staff so that the mark left by the} 
peening punch is concealed when the roller is replaced. | 

When the arms have been made equal in length, the 
truing of the balance should proceed, concentrating q 
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on one half of the balance wheel, working outward 
from the arm toward the split end of the rim. 

















How stretching operation is done. 


Two typical bends in the round of a balance are 
shown in Figures 10 and 11. In Fig. 10, it can readily 
be seen that one of the arms has been bulged out in 
the middle and bent inward towards the split end. This 














Use of balance truing wrench. 


can be brought close to normal by using the balance 
truing wrench, hooked as close to the split end as pos- 
sible and pulling outward in the direction shown by the 
heavy arrow. The dotted line “A,” indicates the posi- 
tion the rim “B” must assume when it is “trued.” 
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_ from that shown in Fig. 12. 


In Fig. 11, the reverse of Fig. 10 is shown ang the 
correction may be accomplished simply by Placing the 
soft tip of the thumb under and against the balance at 
“A” and the finger nail of the middle finger at “BR” and 
then squeezing in the direction of the straight arroy, 
“A” and “B.” Finger positions in all illustrations shoul 
be closely observed since experienced balance true 
almost exclusively use the fingers to bring a balance 4 


concentricity with remarkable speed and accuracy, | 





Using fingers in truing balance. 


Figure 12, shown in two views, illustrates a balan 
bent outward immediately near one of the arms, 
balance wrench shown, made of hard brass or nick 
silver is placed at that spot where the bend has be 
discovered. Moving the wrench in the circular direg 
tion of the arrow will return the rim to its corrgg 
position. 


Truing balance bent close to arms. 


Figure 13, shows a bend in the opposite direction 
This is brought. to the 
concentric position shown by the dotted lines with the 
wrench exerted in the direction of the arrow. 
manipulation of the wrench and its position on the rim 
near the bends must be carefully observed so that it 
corrects instead of creating additional bends. 
Where the balance has a number of bends, (Figs. 1+ 
15-16) the truing process is the same, starting agaill 
at the arms. The correction must be made at the exact 
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ELECTRIC KITCHEN 
CLOCKS 


3 





“GARCON”—In white, ivory, red, or green. O.P.A. ceiling price $3.95, plus tax. 


Here’s where your clock business really starts to roll! pect for an electric kitchen clock. 
General Electric is back with a kitchen clock! Made to 
ape me vie at G-E Clocks Are Most Wanted 
meet G. E. standards of accuracy and dependability. it 
comes in a range of colors . . . it sells at a volume-building When in a recent survey people were asked what make of 


electric clock they would buy, G. E. was first choice by 


price! 
more than 2 to 1. 


And kitchen clocks were prewar “best sellers’’! 
Clock Industry figures, covering about That’s a mighty plain hint that if you want to get your 


90% of total clock sales. and G. F.’s share of the kitchen clock business, you'll feature the name 
Cc E oy 
Ve 4e . 


own records combine to show that in 





1941, approximately one third of all electric Of course, quantities will be limited at first. but we are 

clocks sold were kitchen clocks! working at top speed to get these kitchen elocks to you 
They'll sell still faster today! There’s a 3-vear demand fast! And don’t forget . ... four G-E Alarm Clocks also are 
waiting to be satisfied. And every new home to be built, available right now! General Electric Co., Appliance and 
every kitchen to be modernized, means another new pros- Merchandise Department, Bridgeport, Conn. 


General Elecitic Clocks Sta po VU ASR AOH UIT Ce 


The Clocks Most Women Want Most 


M4 
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spot that the first deviation is observed. After the 
initial error is corrected, the balance is turned slowly 
with the finger, past the index until the next deviation 
is noted and the correction again made. At times, 
correcting one part of the rim may apparently aggra- 
vate the condition of the rest of the rim. This should 
not alarm the manipulator but he should continue the 
truing process until the balance is concentric without 
the slightest deviation discernible in the caliper and 
index. Observe Figures 14-15-16 closely. 

Figure 16 shows the final bend being trued with a 




















Balance with multiple bends. 


balance wrench made to straddle the screw. This is 
also shown in the close-up view in Fig. 17. Such a tool 
has many advantages, especially where the bend is 
close to a screw. Removing the screws is inadvisable in 
most cases since the weakest part of the balance rim 
is the empty threaded holes in the balance rims. While 
these wrenches are scarce, they are easily made and 
should well repay any small efforts to produce them. 

Sometimes, however, it is quite necessary to remove 
the screws in order to correct stubborn bends and often 
to polish or refinish a balance wheel. In such a case, 
removal of the screws must be carefully done so that 
the screws are not marred or the screw slots disturbed. 
Some material or watch tool catalogues show an effective 
number of tools for this purpose such as special screw- 
drivers or balance screw holders. In removing the 
screws, especial care must be exercised not to mix these 
screws. They must be placed in a receptacle so that 
their position on the balance rim is not lost and they 
may be able to be replaced in the exact hole from which 
each screw was originally removed. 

When the job of truing the balance in the round has 
been completed the balance should then be rechecked 
for truth in the flat. This is necessary as manipulating 
the rim of the balance in truing it in the round might 
have upset its truth in the flat. Any corrections needed 
should be made regardless how small and insignificant 
they might seem. 

A simple device is shown in Fig. 18. A piece of flat 
round pithwood is used. A pencil mark or pencil line 
“B” is made to represent the arm of the balance. 
Another mark “C” represents the side of the arm on 
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which the roller jewel is placed. When the screw ier. 
est the arm is removed, it is inserted thread down into 
the soft pithwood nearest its simulated position on the 
pithwood. Should the screw come from the arm on the 
roller jewel side of the balance, it is placed into the 
pithwood on the corresponding side. The next Screw jg 
placed near its natural partner. Should there be an 
empty screw hole between one screw andethe next, the 





Simple device for holding balance screws. 


pencil point is depressed into the pithwood in that spot 
to represent the empty screw hole on the balance wheel, 
This is shown in the drawing at “A”. In this manner, 
when the screws are replaced into the balance, the 
poise and temperature adjustments are practically um 
disturbed. 

Figure 19 shows a balance arm pliers made to grasp 
the arms of the balance wheel without touching the rims. 
These are used to bend the arms in the flat positions 
or to hold the balance during manipulation. 

Most of the truing operations should take place while 
the balance is in the calipers since quick observation 
and comparison are important. 





Balance arm pliers. 


Little can be said about truing monometallic or solid 
balance wheels in the round. When very slight varit- 
tions are noted, these may be lessened sometimes by 
grasping the staff of the balance in the lathe chuck 
by the hairspring shoulder and twisting the balance 
wheel slightly around to a new position which may pos 
sibly be more favorable. If such a balance is brought 

(Please turn to page 400) 
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A handsome—compact—low=-priced Electric Alarm Clock 


with the BIG NEW FEATURE We 


Here's the compact, smartly styled little alarm 
clock that’s going to give Telechron dealers the 
selling-time of their lives during 1946. 

Telalarm Jr. is an electric alarm clock at a price 
that’s popular, in reach of every pocketbook. It’s 
silent in operation . . . but with the NEW, depend- 
able, pleasant control-a-tone electric alarm that 
the owner can regulate, loud or soft, so that it purrs 
or roars . . . just as he likes it. What's more, this new 


WARREN TELECHRON COMPANY + ASHLAND, MASSACHUSETTS 


FOR NOVEM&bER, 1945 








COMIRU ATO, 
WE, 


electric alarm clock has the time-tried, self-starting 
Telechron motor that gives years of accurate time- 
keeping without winding, or oiling, or regulating. 

Telechron is going to tell your customers about 
this marvelous alarm with the biggest and most 
spectacular advertising program that’s ever been 
run on electric alarm clocks. 

It will be in production by December — so get 
set for the biggest electric clock sales ever. 


Telechror 


ELECTRIC CLOCKS 














IME CLOCK BOOK—Is there any book that would 

explain repairing on employees’ time-recording 
clocks—the kind they punch when going to work and 
quitting? We were asked by a big local factory to take 
on this work for them and don’t feel we know all there 
is to it, to take it on. (Question No. 5783) V. E. D. 


Answer—No book on clock-work that we know of, 
has anything in it concerning this subject. In fact, the 
manufacturers of those’ clocks usually sell them with a 
contract to keep them in repair, having branch shops or 
traveling repairmen to do this. The mechanism in them 
is in two main groups—the printing mechanism and the 
clock part. The latter could be repaired by any clock- 
maker; the printing part would require special know]l- 
edge and experience to repair. We think an ingenious 
clockmaker, mechanically resourceful, could diagnose 
faults in the printing mechanism, as well as in the time- 
keeping part, and repair them, but the clock owners 
ought to be willing to pay for any extra time on this, 
unless there would be enough of this work expected to 
reimburse you for preparing to take care of it, instead 
of only the job now on hand. Maybe the clock owner 
finds the clock company cannot give the customary ser- 
vice due to help shortage now? If so, we think you are 
entitled to assurance of fair pay for an emergency job, 
or else assurance of similar work in normal times to 
repay you for extra time spent on the first job or so, 
while learning by experience to do the work. 


OUNTAIN OILER—Do you think these fountain 
oilers practical for clock repairing? Some say they 


are not as good as metal oilers. (Question No. 5784) 
J. ¥. 


Answer—We believe a good fountain oiler is ad- 
vantageous for clock-work as it saves time, because there 
need be no repeated dipping into an oilcup, as with a 
metal oiler. It is on these little motions that have to be 
made often, that time may be lost or saved, and very 
little time saved on each move, totals up to a surprising 
amount in a day’s work. 
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WORKS HOp 
QUESTIONS 

AND | 
ANSWERS 


W 


HORTENING PALLET STONE—I have a Swiss 
watch I got a new pallet stone for which is too long 

to get correct lock. I think to file the slot deeper would 
weaken the pallet-steel. How should I proceed? (Ques 


tion No. 5785) D. F. F 


Answer—Grind off the non-acting end of the “5 
Y 


with a diamond-charged copper lap in your lathe. 
could either buy a lap ready-charged, or turn up a cop 
per disc with slide-rest, and spread diamond powder 
mixed with oil on the lap-face. Then run it slowly in 
lathe and press against the lap a hardened steel roller 
pivoted in a frame having a handle on it. This will 
press particles of powder into the copper, embedding 
them with sharp corners of the grain exposed. This 
will cut the stone quickly. Medium-grain powder will 
do, as the back end of the stone need not be polished. 


IAL FIGURES—I wish to know the correst names 

for the two kinds of figures most used on watch 

and clock dials; the style like regular written or printed 

figures, and the style where strokes are counted up to 5, 

but then the letter V stands for 5. (Question No. 5786) 
A. R. 


Answer—The figures you first describe are called 
Arabic; the others Roman. 


LEANING SOLUTION—One of the watchmakers 

in our store uses powdered chalk and alcohol (de 

natured) for cleaning watches. He claims nothing else 

makes a good job. He does get fine-looking results. 

What do you think of this? (Question No. 5787) 
W. T. D. 


Answer—tThe chalk-and-alcohol process is an 4 
cient European method that originated when all watches 
had plates, wheels, etc., finished by “fire-gilding,’ in 
which a mercury amalgam of gold was brushed on the 
brass, the mercury evaporated by heat, leaving a thick 
coat of pure gold on the brass. These could be polished 
by abrasive chalk without removing too much of the 
gold. But when electro-gilding was introduced, its thin: 
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The —" Store 


wi ie the on that draws and keeps customers 


CUSTOMERS want to trade 

in a store that is up-to-date 

and attractive. That’s why 

remodeling with Pittsburgh — 

Glass Products is a profit- cae ae BEFORE 
able investment. This mod- 
ern jewelry store in Miami 
Beach, Florida, shows how 
effectively Pittsburgh Glass 
can be used to give a store 
customer;appeal. Architect: 
Albert Anis. 











AFTER 








Modernize now 
and get the jump 
on competition 





= of thousands of merchants neighboring and competing stores. store. See vour architect to assure a 
all over the country have And there are innumerable ways in well-planned, economical design. 
learned by actual experience that which glass can be used to give the Our staff of experts will be glad to 
the store with a modern, appealing interior of your store more light, to cooperate with you’and with him. 
front and a smart, attractive interior displav merchandise more effec- In the meantime, send the coupon 
is the one that draws customers— tively, to create an atmosphere that below for our free booklets which 
and keeps customers. puts customers in a buying mood. contain data and photographs of ac- 

Pittsburgh Glass Products and Modernize now with Pittsburgh tual installations of Pittsburgh Glass 


° , . . . e >; . . . = r , 
Pittco Store Front Metal make pos- Glass Products and be among the and Pittco Store Front Metal. You'll 


sible store fronts that are individual first to have an up-to-the-minute, find these booklets helpful in making 


and inviting—that stand out from sales-producing, profit-boosting your remodeling plans. 
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ner coating was apt to be removed by chalk, exposing 
the brass, which then tarnished easily. So the chalk 
method passed generally out of use. For electro-gilded 
work and the nickel or silver-plated watches now in 
vogue, it is better to clean them by washing (the cyanide, 
soap-and-water and alcohol method) or with cleaning 
machine solutions, for the reason suggested above. 

IME DIFFERENCE—At noon here (Pittsburgh, 

Pa.) what time is it in the Aleutian Islands? (Ques- 
tion No. 5788) B. V. My son is stationed somewhere 
there, in Navy service. 


Answer—6 P. M. 


mastering DENTS—I have had trouble in tak- 
ing dents out of gold cases. Now I have one, an 
old watch with thin hunting case of 18 K. gold, closely 
engraved for outside decoration, both lids pretty badly 
dented, the owner willing to pay a good price for a fine 
' job if it can be made to look like new. What method, 
tools, etc., should be used? (Question No. 5789) A. J. F. 


Answer—There is a principle to follow in such work, 
which should assure restoration of the case to be equal 
to new in appearance. Perhaps you made the mistake 
of using metal stake and punches, previously. The 
trouble then is that besides knocking the dents out, the 
metal tools stretch the gold, which “has nowhere to go” 
except to form bulges that in fact, are exaggerations of 
the dents, which are impossible to remove. What you 
should use, instead of metal tools, are a wooden case- 
stake and wooden punch, or a lead stake and wooden 
punch or vice-versa. The tools being soft, do not peen 
or stretch the gold, but if-they are of curvature to fairly 
match the curves of the case, they will force the dents 
out, leaving the gold of unaltered thickness throughout. 
Any slight irregularities not removed thus, will be con- 
cealed on the outside by the closely engraved surface. 
On the plain surfaces inside, any slight irregularities 
may be removed by a felt buff with tripoli, followed by 
one with rouge, on the polishing lathe. 


URVING MAINSPRING—Is there some good 

way to make a smooth curve on the end of a main- 
spring, where it hooks to the barrel? I mean for a 
small size watch. (Question No. 5790) W. H. 


Answer—The job you mention can be done perfectly 
by laying the spring-end on a lead block, and striking 
light blows on it with the wedge-shaped or “peen” edge 
of a watchmaker’s hammer. With this, the curve can 
be controlled to be made to match the curve of the bar- 
rel, which insures a reliable hold of spring on hook. 


OLDERING FLUX—I am making up a system of 
piping in my shop that calls for a number of brass 
hose-cocks to be altered by soft-soldering parts together. 
A liquid soldering solution (flux) I tried, is not con- 
venient to apply and I think may dry out before all is 
ready for heating. Is there a good non-liquid flux ob- 
tainable with which I wouldn’t risk failure? (Question 
No. 5791) R. L. H. 


Answer—There are several good paste fluxes sold, 
of which we think one of the most widely available is 
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the brand called “Nokorode.” You could be sure of 
good results in using this product. 


WISS MEASUREMENT—What is the meaning of 
“lignes” used in giving measurements of Swiss 
watches? Why aren’t they measured in millimeters lik. 
most other European measurements are given? (Ques- 
tion No. 5792) L. M. O. 

Answer—The only reason that can be assigned for 
the persistence of the ligne as a unit of measurement fo, 
Swiss watch diameters is perhaps inertia, the avoidance 
of inconvenience in making change, etc. It would be 
more uniform and an advantage to have metric measure- 
ments for diameters as well as of the parts inside 
watches, but established practices are sometimes hard to 
replace, even with better ones, as in this case. The ligne 
is one-twelfth (a “douzieme’’) of one “pouce” or inch of 
the ancient “pied” or foot of linear measure used in 
medieval Paris. A ligne is equal to 0.0888 inch. 


HOW TO TRUE A BALANCE WHEEL 
(From page 396) 


to poise, the error is then minimized as far as practical 
purposes are concerned. In bad cases, the balance 
should be discarded as any attempts to round out such 
a balance usually induces the operator to use “botch” 
methods with corresponding results. 

Selecting the calipers to be used should call for 
some advice. Parallel calipers are commendable as 
they permit the nibs to remain on the same vertical 
plane and axis as the staff. Also they can be locked, 
leaving greater freedom to the fingers for better manipu- 
lative power. The index of the caliper should always 
be a dull blue or black color so that the light does not 
reflect, giving a false impression as to the amount of 
light falling between index and balance rim. The 
black finish to the index may be renewed by dipping 
the index into oil and then allow it to burn, the smoke 
deposit is fairly permanent and will serve satisfactorily. 
Testing a new pair of calipers may be done by closing 
them until both nibs touch and observing if they 
meet “head on”. If they are in line, this will be the 
case, if they do not, the calipers should be rejected. 
Another test is to open the calipers fairly wide and 
try to twist one part from the other gently, feeling if 
there is excessive play or shake within the caliper 
steady posts. Excessive shake is indicative of a caliper 
that will not hold a “lined up” position. In this article, 
the index shown has been chosen because it is used 
on most of the calipers used today although the indexes 
used on other calipers are equally commendable in that 
they permit close observation of the balance rims. 

In truing very small balances, a pair of tweezers 
may be used instead of the balance wrenches. Other 
accessories include flat tweezers lined with chamois 
leather, wooden cupped blocks to aid in bending the 
balance in the flat, and similar devices. | 

Further study and reference: 

With the Watchmaker at the Bench... DeCarle 

Practical Benchwork for Horologists . . . Levin 

Practical Balance and Hairspring Work . . . Kleinlen 

Hamilton Technical Data Sheet . . . Hamilton Watch 
Co., Lancaster, Pa. 
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Our GOLDEN ANNIVERSARY. 
OCTOBER 22, 1945 


On the occasion of our Fiftieth Anniversary, we desire to express 
to our many friends in the Industry our sincere appreciation of 


their valued patronage. 


Kastenhuber & Lehrfeld 


21 West 46th Street Tel. BRyant 9-1060 New York 
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Just a metal can! Yet it houses the 
basic unit of a frequency standard 
that splits seconds with unbelievable 
accuracy. 


Th During the war it governed the oper- 
Wat AM ation of many American Time Prod- 
a z onal ucts’ instruments used by the armed 

; eee forces. The same standard of preci- 
cone the 36 sion demanded by the Government 


rate of any 
watch, in any posi- now reverts to the advantage of the 
pond indicating the watchmaker. 
a. THE WATCHMASTER 
30 seconds. iS BACK AGAIN. 


American Time Products 
580 Fifth Ave. Ine. New York, N. Y. | | te 


\ AVY 
Distributor of Western Electric Watch-rate Recorders - 340 EVERETT AVE., CHELSEA 50, MASS. 
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Sntroducing 


Franks W 
ATERPROOF 
WATCHCASE WRENCH No. 401 


Invented by a Watchmaker for the Watchmaker 


Price $8.75 


A real precision tool designed to open all 
shapes and sizes of Waterproof Watches. 
There is no slipping and it is simple to operate. 


ORDER THROUGH YOUR JOBBER 


HAMMEL, RIGLANDER & CO., INC. 


395 FOURTH AVENUE * NEW YORK CITY 16 
EXCLUSIVE WHOLESALE DISTRIBUTORS 














Hamilton ; 
DeLuxe - 


Léngines 
3-Way Split 


= canpenemeyee These Different ‘Syane “ 
Beautiful Crystals to Your Customers! 
(Write for complete information) 


WE CARRY A COMPLETE LINE OF 


SANDSTEEL MAINSPRINGS 


FOR SWISS AND AMERICAN WATCHES 
$3.00 per dozen 


Ask for our POPULAR SANDSTEEL MAINSPRING ASSORTMENT— 
No. 371—which consists of 2 each of 72 best size mainsprings for 
BULOVA and GRUEN watches at $32.40 per assortment. 


Available for Immediate Delivery! 
Excellent Quality SWISS STAFFS” 


BULOVA: 6 A.M.—6 A.Z.—8 A.E. 
A. SCIIILD: 970—1023—1001 
A.L. 10 KELTON—F.F. 120—A.B. BENRUS 


L 


ie 
’ Jobber of Watch Materials, 


Jewelers Supplies, Crystal Fittings 


| 


LUNN «5 s. wabash Ave.- Chicago 3, Ill. 





























WRITE DEPT. IIJC 


F U a T O N | Moters of 


WATCH CRYSTAL CORP. 
121 FULTON ST., NEW YORK 7, W. Y. 


FIT-TITE 


Crystals 
Est. 1931 


REYNOLDS 
FOOT PRESS 


complete as shown 
F. O. B. Providence 
(Crating $5.00 extra) 


$65 § 


SPECIFICATIONS 


Full Length stroke...’ 

Greatest distance from 
bottom of etehnae to 
platen , 

Length of Collet . ime 

Distance between center 
of plunger and ems 
of press. : 

Distance between ¢ ers 
OF StU BODES ooo... sccm 

Floor space . 

Weight about... 


sal Yt 








Can Be 
Obtained 


on 
R.0. Ratin 


(These are regular equipment included in price of foot press) 


Die Dish . Wrench SZ > 


Tool area— Double End 
24" x42” for Foot Press 
Collet 
Die Dish 
sl Mg Clamps 


Without Price $.75 
= 
Hole ig. Price $358 


Hole Size— 1”x2” Price $3.00 


Price $6.50 S 


We have a large stock of new and used Jewelers’ Machinery. 


REYNOLDS 
MACHINERY COMPANY 


211 EDDY STREET, PROVIDENCE3, RHODE ISLA! 
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CROSSCURVED MAINSPRINGS 
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WATCH-MOTOR MAINSPRING (0., inc. 
Manufacturers 


eNEW YORK 









“THE PATHWAY TO SUCCESS” 


) WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Dept C. Peoria, IIl. 














Four specialized oils for all watches, clocks and delicate precision instruments 
are produced by the Nye laboratories. These oils are considered the ‘standard’ 
quality by most craftsmen, who have learned they can depend upon the 
unvarying grades and fine results obtained from them. Porpoise Jaw crudes, 
controlled from “fish to finish’? by skilled American workmen. You get 
quality in a bottle’? when you ask your materials supplier for Nye Oil. 


WM. F, INC. 
NEW BEDFORD MASS. 
AMERICAN MADE... ... SINCE 1844 


FOR NOVEMBER, 1945 

















“LOGAN” ELECTRIC ALARM 


by WESTCLOX 


Newest member of the famous Westclox 


family—and first electric off the West- 
clox production line — is this attractive 
self-starting alarm! Beautifully de- 
signed. Moderately priced. Westclox 


built for long dependable service. 


Westclox products are coming off the 
line in ever increasing quantities—how- 
ever, for a considerable period the de- 
mand will exceed the quantity we can 
make, so it will be necessary to allot the 
available supply among our wholesalers. 
They, in turn, will undoubtedly follow a 
similar procedure and will not be in a 


position to fill your full requirements. 


WESTCLOX, LA SALLE-PERU, ILLINOIS 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Se. a word. 

SITUATION WANTED 75c. for 
words. Additional words, 5c. a word. 

Heavy type, $3.00 for first 25 words. Ad- 
ditional words, 10c. a word. 

Name, address, initials and abbreviations 
count as words, and are charged for as part 
of the advertisement. 


first 25 


If answers are to be forwarded, enclose 15c. 
extra to cover postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 


oon a 








Situations Wanted 


75c. for first 25 words, 5c. for each addi- 
tional word; minimum charge 75c. 








WATCHMAKER, 36 years’ experience on 
all makes of watches, wishes a job, 
with reliable firm, January 1. Address 
*U., 2204,” care J C-K. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 35 years’ experience; 
best references. Address “R., 2314,” 
care J C-K. 





WATCHMAKER, 36 years’ experience on 
all makes of watches, wishes a job with 
reliable firm in New York or vicinity. 
Address “B., 2203,” care J C-K. 





DIAMOND setter, 22 years’ experience on 
fine merchandise; must be old, well 
established firm. Address “A., 2362,” 

care J C-K. 





JEWELRY repairman, 20 years’ 
ence, with plenty on the ball; what 
will you pay; am married: do not 
drink. Address “B., 2363,” care J C-K. 


experi- 





REPUTABLE salesman, immediate avail- 
ability West Coast jewelry store; con- 
sider job until Christmas, if necessary ; 
well worth your immediate investiga- 
tion. Address “C., 2301,” care J C-K. 





MAN desires position in watch business; 
experienced in wholesale, retail and im- 
porting; some knowledge bookkeeping 
and accounting. Address “Y., 2199,” 
care J C-K. 





CALIFORNIA connection sought by repu- 
table diamond jewelry salesman of 
managerial ability; interested only 
working in large, prominent store. 
Address “R., 2257,” care J C-K. 





CERTIFIED watchmaker available for 
position about January 1; experienced 
in working on chronographs, repeaters 
and other complicated watches. Ad- 
dress “L., 2308,” care J C-K. 


VETERAN, 31, married, seeks opportu- 
nity to break into jewelry field; will 
prove an asset to firm; best references, 








character, background. Address “A., 
2367,” care J C-K. 

WATCHMAKER, expert on Swiss and 
American, salesman; Bowman gradu- 


ate; 20 years’ experience; best of refer- 
ences ; would like pleasant working 
Se Address “B., 2168,” care 





KEY MAN desires association, reputable 
installment chain; dynamic salesman; 
managerial ability ; enviable experience, 


successful large volume _ operation; 
available 1946. Address “T., 2258,” 
care J C-K. 





OPPORTUNITY for progressive north- 
western retail credit enterprise to 
acquire top flight diamond, jewelry 
salesman; stand own transportation; 
highest reference. Address “E., 2302,” 
care J C-K. 





VETERAN; just discharged, wants good 
job, traveling with fast selling line; 
must have guarantee and commission ; 
age 28; knows the game; any territory. 
W. Bill Lee, care Lerner, 5528 Pershing, 
St. Louis, Mo. 





RECOGNIZED for unusual selling abil- 
ity, highest moral character; excellent 
background; replies solicited from 
reputable stores, Oregon or Washing- 
ton; confidential. Address “V., 2316,” 
care J C-K. 





JEWELRY salesman, following in East- 
ern States and metropolitan area, wants 
to represent manufacturer to _ retail 
trade; long experience both inside and 
outside; best references. Address “M., 
2281,” care J C-K., 





WATCHMAKER, 42, neat appearance, 
with 8 years’ experience, desires con- 
nection; willing to work at bench, or 
as estimator and do some repairing. 
Ss. J. P., General Delivery, Phoenix, 
Ariz. 





SALESMAN (veteran), selling experi- 
ence, wholesale department store trade, 
seeks connection, willing to invest small 
capital: thorough knowledge manufac- 
turing gold, platinum jewelry. Address 
“V., 2372,” care J C-K. 


SALESMAN, young, moving to Cali- 
fornia, A-1 following retailers and job- 
bers, proven success in territory, seeks 
to represent reputable Eastern manu- 
el Address “R., 2846,’ care 
J C-K. 





CHICAGO salesman, over 20 years’ ex- 
perience in manufacturing jewelry, 
also as designer, benchworker, stone 
expert, watchmaker and costume jewel- 
er, desires position; floor or road. Ad- 
dress “C., 2387,” care J C-K. 





SALESMAN-BUYER, available January 
1, young man, married, good appear- 
ance, executive type; also experience in 
buying over the counter; good pro- 
moter; live wire; seeks connection with 
reliable firm. Address “A., 2260,” care 
J CoK,. 


WATCHMAKER, unusually accurate 
workman, age 44; 29 years of experi- 
ence on all types including chrono- 
graphs; one who times closely; born 
U.S.A.; excellent reference; state hours 
and salary. ~ Address “R., 2031,’ care 

J C-K. ’ 


WATCHMAKER, very capable, desires 
to locate with high grade concern 
where fine workmanship is desired; 
almost 30 years of experience; age 43; 
bern in U. S. A.; state all particulars 





including hours and salary. Address 
om, 2082,” care J C-K. 
THOROUGHLY experienced diamond 


man, now employed as buyer of dia- 
monds and jewelry, wishes to make a 
change; capable assuming full re- 
sponsibility, buying, selling and man- 
agement; enviable background. Ad- 
dress “G., 1423,” care J C-K. 


MANAGER for credit jewelry g 


California ; competent mer tore 1p 
: ch 
notch salesman; thorough ne top 


credits and collections; 
window trimming; 12 years aoe P 
perience; 32 years old; married. ¢ 
one child; available immediately’ 
dress “G., 2230,” care J CK At 
erg one position 
store; young, refined, clea 
tive type; intensified experience mt 
branch; particular aptitude creatir 
substantial mounting sales; will « “4 
sider attractive proposition anywhere. 
finest unsolicited reference, Addres, 
“T,, 2315,” care J C-K, -_ 





high grade 








i 

SALESMAN, high class executiy 
man of 39, seeks position well eg 
lished store handling better class trad : 
experience includes successful sellin é 
finest quality sterling as well as rh 
monds and watches; minimum weekly 
salary $150; unquestionable referen, 
Address “P., 2189,” care J C-K, ™ 





DIAMOND expert, 29 years’ diversified 
experience, now buyer large jewelry 
firm; would consider change; thorough 
knowledge of loose diamonds, mounted 
jewelry, old mine diamonds; extensive 
buying experience here and abroad: 
executive of character and ability ‘Ad. 
dress “L., 1425,” care J C-K. "" 





CAPABLE business man of widely di. 
versified experience, many years whole. 
sale diamonds and jewelry, seeks re. 
sponsible position; also experienced 
buying from public; presently cop. 
nected large jewelry house as buyer: 
executive with outstanding qualifica- 
tions. Address “J., 1424,” care J C-K 


YOUNG MAN, 22, five years’ experience 
with wholesale jeweler, wants position 
with firm dealing in gems; honest, re- 





liable and good references; want to 
study. at Gemological Institute of 
America and work with merchandise 


being studied. Address “E., 2324,” care 


J C-K. 


MANUFACTURERS of wedding rings or 
mountings; woman thoroughly experi- 
enced with production end, from raw 
material to finished product; was con- 
nected with one of the leading manv- 
facturing concerns in New York City; 
reasonable salary. Address “P., 2347,” 
care J C-K. 








SALESMAN with following amongst the 
better department stores and_ jewelers 
in New England, New York State and 
Ohio, desires to associate himself with 
a fine costume jewelry or _ silverware 
house; have many years’ of sales and 
executive experience; am employed at 
present, but would like a more repre 
sentative connection. Address “A, 
2345,” care J C-K. 








DIAMOND setter and jeweler, first class, 
with 20 years’ experience at bench, de- 
sires permanent location in high class 
store; prefer west coast; am 40 years 
old, married, with, family; can do all 
types of setting expertly, and good 
clean repairing and am pretty good on 
special order work; can report for 
work by Nov. 15th. Address “N,, 2382, 
care J. C-K. 








STORE MANAGER, outstanding abil- 
ity, young, resourceful, highly in- 
tensified experience, seeks respon- 
sible affiliation well rated enterprise, 
location immaterial; unquestionable 
reference. Address “N., 2188,” care 


J C-K. 


GOOD MAN, widely diversified experience 
in the jewelry line; seeks lucrative 
proposition, managing representative 
office of reputable wholesalers or dis- 
tributors, anywhere in the United 
States or possessions; for interesting 
details please write “W., 2317,” care 
J C-K. 


CAPABLE young woman, with supefvi- 
sory experience, to manage office or 
department; has worked in the jewelry 
line for several years; knows special 
order work, buying and setting up of 
genuine and synthetic stones, castings 
and mountings. Address “D., 2268,” 
care J C-K. 











DIAMOND and precious stone experts 
I can boost your profits by selecting 
stones for best mounting results; 
will work as diamond supervisor 
retail salesman; have thorough, 
practical knowledge as fine diamond 
setter and salesman; com ref: 
erences; salary open; location 
sired, anywhere. Address “C., 2266,” 
eare J C-K. 

__ i 


REPRESENTATIVE, discharged from 
Navy after three and a half years as 
“Ship’s Service Store Buyer,” me 
chandising and promotional civilian & 
perience, seeks connection with thor- 
oughly reliable diamond, watch of 
jewelry firm for Maryiand, Viretnis 
Pennsylvania and District of Columbia; 
thoroughly experienced ; top references; 
proven producer; excellent contac 
married, with two children. Write 
Jacob Winstein, Jr. 5 Osborne Ave 
Catonsville 28, Maryland. 





——— 
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SITUATIONS WANTED—Continued 








@LD you like to take it easy; 
cons man with the “Know-how” 


to make your business tick, will 
take over all responsibility; ener- 
etic, honest and dependable ; knows 
installment jewelry business thor- 
oughly, management, collection, 
buying, etc., thorough knowledge of 
poth large and small electrical ap- 
pliances and radios; has success- 
fully managed large volume stores; 
present connection eight years; is 
interested in a change on a partner- 


ship arrangement. Address “P., 
9383,” care JC-K. 
aT II em am 





Side Lines 
Minimum charge (25 werds) $1.50 
Additional words, 5 eents a werd 





— 


MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
department stores, large retailers, 
etc.; many territories open. Address 
“§,, 1309,” care J C-K. 


SIDE LINE salesmen wanted to sell 
bracelets that retail from $1 to $2; 
commission basis; very big volume 
item in jewelry and department 
stores. Box 638, Grand Rapids, 
Mich. 





REPRESENTATIVES, with following 
among retail jewelers, department 
stores and larger distributors, to 
sell custom made watch straps; ex- 
clusive territories open; commission 





basis. Address “C., 2369,” care 
Jc-K. 
SIDE LINE material salesman to cover 


all territories in the United States, for 
a 50 year old, fine reputation, material, 
watchmaker and jewelry supply house; 
if interested, write giving information 
as to present territory covered and lines 
you carry; all letters strictly confiden- 
tial. Address “N., 2311,” care J C-K. 





SALESMEN (side line) for 14K ladies’ 
and men’s gold rings and bracelets for 
Middle, South and Northern states and 
West Coast, on a commission basis: 
only highly experienced, aggressive 
salesmen with non-conflicting lines and 
large following in the jewelry trade will 
be considered; give full particulars in 
first letter; all replies confidential; do 
not reply unless you can prove success- 
ful activity with the jewelry trade. 
Address “M., 2184,” care J C-K. 


SALESMAN for California, preferably 
one who covers territory by automo- 
bile and has experience in selling 
to retail stores a line of ladies’ and 
gents’ solid gold rings and crosses; 
we have a well established trade 
throughout this state and a live 
wire salesman can earn from $100 
to $200 per week; man carrying 
only one other non-conflicting line 
preferred; write full details in con- 

7 Address “T., 1991,” care 





becneserscmeseseresesensseasigen neti mare een EEE 
Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 
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OHIO, Michigan representative, traveling 
y car, large following jewelry stores, 
desires first class factory line. Address 
T., 2358,” care J C-K. 





SALESMAN with excellent following in 
Chicago and middle west, desires ladies 
mounting line. Address “Circular 1412,” 
Room 1415, Heyworth Bldg., Chicago 2. 





OUTSTANDING jewelry line wanted by 
outstanding salesman, for exclusive 
West Coast presentation, Address “P., 
2256,” care J C-K. 


JEWELRY line wanted for Detroit, 
Mich., territory; showroom; contact 
with leading downtown jewelry stores. 
Address “A., 2073,” care J C-K. 








GOOD watch line desired by representa- 
tive traveling Ohio and Michigan, by 





car ; large following, in these states, 
in jewelry stores. Address “V., 2354,” 
care J C-K. 

WANTED, top-notch gold line for best 
Stores in Middle West; have Chicago 
office and high grade following. Ad- 
dress “Circular 1414,” toom = =:1415, 


Heyworth Bldg., Chicago 2. 





PACIFIC COAST salesman desires manu- 
facturer’s line of jewelry, gent’s mount- 


ings, rings, etc.; extensive following 
among jewelers. Address “G., 2274,” 


care J C-K. 





SALESMAN desires to represent repu- 
table firms, calling on hardware, drug 
and department store trade, in St. Louis 
a4 ee Address “M., 2254,” care 

»- KK, 


WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis. Address “E., 1449,” 
care J C-K. 








PACIFIC COAST ring salesman desires 
stone ring line, 10 and 14K, ladies’ 
and gents’; have sold in territory over 
20 years; commission basis. Address 
“G., 1450,” care J C-K. 





EXPERIENCED manufacturer’s repre- 
sentative, with Chicago office and es- 
tablished trade in Middle West, wants 
manufacturer’s line. Address “Circu- 
lar 1413,” Room 1415, Heyworth Bldg., 
Chicago 2. 





MANUFACTURER’S representative, in 
Chicago, wants manufacturer’s line of 
quality jewelry made exclusively for 
wholesalers. Address “Circular 1411,” 
_ 1415, Heyworth Bldg., Chicago 2, 





SALESMAN wants small side line for 
better jewelry stores, Greater New 
York, New York State, Pennsylvania, 
3altimore and Washington; commis- 
yo ee Address “L., 2183,’ care 





SALESMAN, years’ experience, loyal fol- 
lowing, desires lines for wholesalers 
and large users in midwest and middle 
south territory ; commission basis. Ad- 
dress “Circular 1408,” room 1415, Hey- 
worth Bldg., Chicago 2. 





MANUFACTURER’S representative 
wants reliable manufacturer’s line of 
jewelry, jobbing trade, for New York 
and Eastern territory; salary or com- 
xm Address “M., 2309,” care 

aA. 


WATCHES; experienced salesman resid- 
ing in territory covering Philadelphia, 
Baltimore, Washington, New Jersey, 
Pennsylvania, Delaware, Maryland, Vir- 
ginia; will positively produce results. 
Address “V., 2033,” care J C-K. 


PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
connections. Address “C., 1448,” care 











CALIFORNIA resident salesman wants 
fine line for better jewelers; thor- 
oughly experienced, capable, solvent 
and an excellent following; com- 
mission basis. Address “S., 2286,” 
eare J C-K. 





WANTED, exclusive line of jewelry, ori- 
ginal designs, for Chicago and _ sur- 
rounding states, by established sales- 


man, with showroom; manufacturers 
only; for interview in New York in 
December, Address “V., 2259,” care 
J C-K. 





WELL ESTABLISHED San Francisco 
salesman wants from manufacturer, 
prominent line silver, gold filled, or 
gold; one selling to jobbers preferred, 
for California or whole Pacific Coast; 





exceptional references. Address “N., 
2255,” care J C-K. 
MIDWEST wholesaler desires lines of 


lighters, pearls, ladies’, men’s and chil- 
dren’s jewelry, billfolds, radios, electric 
appliances, watch material, findings, 
watches and clocks; member of Jewel- 
ers Board of Trade, 41 rating. Address 
“W., 2292,” care J C-K. 


WELL ESTABLISHED firm, with con- 
nections all over Mexico, is desirous of 
acting as representative for American 
firms in jewelry, costume jewelry and 
gift article lines; bank references upon 
request. Casa Solano, Ave. Uruguay 36, 
Desp. 11, Mexico, D. F 


WELL rated midwestern wholesaler, 
with large sales volume, desires di- 
rect buying connections with manu- 
facturers of quality merchandise in 
all price brackets; also want direct 
buying connection with manufac- 
turers and importers of quality 
watches. Donald Bruce Co., 29 E. 
Hubbard St., Chicago 11, Ill. 


SILVERWARE or metal goods organ- 
ization for Middlewest available; 
strong following covering 45 years 
contact with trade; father and son 
carrying on name that is known 
throughout trade; large display 
room, Chicago Merchandise Mart. 
Address “J., 2233,” care J C-K. 


MANUFACTURER’S opportunity; well 
known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
following, is open for an additional cos- 
tume jewelry or metal compact line; 
bonafide manufacturers only; commis- 
sion basis. Address “P., 1324,” 
J 














care 





MR. MANUFACTURER, salesman with 
over 200 active jobbing accounts in 
Middle West and Southwest territor- 
ies, desires lines of metal compacts, 
cigarette cases and metal novelties; 
have produced volume sales for 
many years; factory and bank ref- 
erences; strictly commission. Ad- 


dress “R., 2328,” care JC-K. 


PACIFIC COAST representative, with ex- 
cellent contacts among department and 
jewelry stores, army and navy post ex- 
changes, desires manufacturer’s line of 
attractive fashion jewelry for men or 
women; can promise aggressive repre- 
sentation and steady volume of busi- 
ness; in New York soon. Address “Y., 
2295,” care J-C. 








. 

WOULD like to contact manufacturer of 
gold filled jewelry who requires aggres- 
sive representation on the Pacific Coast, 
ean furnish excellent record of earn- 
ings, references and established follow- 
ing among department stores, jewelers 
and army exchanges in this area; visit- 
ing New York soon. Address “A., 2294,” 
care J C-K. 


COSTUME jewelry; manufacturers 
representative with beautiful show- 
room on Fifth Ave. and large sales 
organization covering finest active 
jobbing and retail accounts all over 
United States, desires to represent 
manufacturer of popular priced 
costume and novelty jewelry; com- 
mission basis; financial responsibil- 
ity and references exchanged. Ad- 


dress “C., 1976,” care J C-K. 





(Continued on page 406) 
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Help Wanted 


Minimum charge (25 werds) $1.50 
Additional werds, 5 cents a word 





(Continued from page 405) 





JEWELERS, two, on special order work ; 
good wages and fine city in which to 
live. Address “F., 2242,” care J C-K. 





SETTER, all around; excellent opportu- 
nity and a very fine place to work. 
Address “J., 2243,” care J C-K. 


MODEL MAKERS, for costume jewelry, 
full or part time. Nordic Silver Co., 
Inc., 140 W. 22nd St., New York City. 


WATCHMAKER, good steady position, 
with importer: all around man; good 
pay. Address ‘“J., 2375,” care J C-K. 








JEWELERS wanted at once, good aa, 
steady work. Neafach’s, 56 Chip- 
pewa, Buffalo, N. Y. 


WATCHMAKER who can do plain en- 
graving and jewelry repairing. New- 
ton’s Jewelry Store, McAlester, Okla. 





WANTED, jewelers for repairing and 
special order work. Charles F. Damm, 
Inc., 703 Main St., Buffalo, N. Y. 


EXPERIENCED watchmaker wanted; 
permanent position. Blum’s Jewelers, 
128 State St., Madison 3, Wis. 


SALESMAN, postwar future; good sal- 
ary and pleasant surroundings. Rost 
Jewelry Company, Indianapolis, Ind. 


DIAMOND SETTER and engraver; per- 
manent position; fair salary. Newton’s 
Jewelry Store, Joplin, Mo. 

















WATCHMAKER;; permanent, good hours 
and working conditions; living accom- 
modations guaranteed; excellent sal- 
ary. Address Sox 128, Petersburg, Va. 





WATCHMAKER, for railroad watch 
repairing; permanent position; sal- 
ary $75 per week. C. E. Ross, El 


Paso, Texas. 





FIRST CLASS watchmaker and en- 
graver; give qualifications, references 
and salary wanted. S. F. Sonnedecker, 
530 E. State St., Salem, Ohio. 





COMBINATION watchmaker and en- 
graver, or straight watchmaker; fair 
salary; permanent position. Newton’s 
Jewelry Store, Joplin, Mo. 





IF YOU can engrave we have a real 
opening for you. Write Friedman’s 
Jewelers, 101 W. Broughton St., 
Savannah, Georgia. 





JEWELER, experienced, specializing in- 
signia; steady and extra time employ- 
ment. I. Bedichimer & Co., 1206 San- 
som St., Philadelphia 7, Pa. 

JEWELER for general repair work; 
excellent pay; pleasant conditions; 
steady position; good future: Ad- 
dress “C., 2171,” care J C-K. 








THREE MEN for northern California 
trade shop; diamond setter, jobber and 
special order work; salary to $3.50 per 
hour. 312 Twohy Bldg., San Jose, Calif. 


WANTED, first class watchmaker; 
permanent position; highest wages; 
with established, first class firm. Ad- 
dress “H., 2232,” care J C-K 








WANTED, first class watchmaker and 
engraver; $75 week. J. W. Anderson, 
Jeweler, Beloit, Wis. 


WATCHMAKER, experienced and capa- 
ble of holding state license. Rost 
Jewelry Co., Indianapolis, Ind. 


WATCHMAKER, good salary, who can 
do repairing and engraving. Milford’s, 











cor. Walnut & Tuscarawas, Canton, 
Ohio. 
TWO watchmakers, good salary; must 


be capable of fixing any kind of watch. 
Rudolph Deutsch Co., 1268 Euclid Ave., 
Cleveland, Ohio. 


JEWELER, experienced; 40 hour week; 
good salary; permanent position. Ad- 
dress Jaccard Jewelry Corp., 1017 Wal- 
nut St., Kansas City, Mo. 


WATCHMAKER to assume charge of de- 
partment November 15th; new jewelry 
store; prominent location. Milford’s, 
Inc., 239 E. Tuscarawas, Canton, Ohio. 











CLOCKMAKER- waisted, skilled me- 
chaniec, all grades clocks; permanent 
position old established firm; urgent. 


J. Jessop & Sons, 1041 Fifth Ave., San 
Diego, Calif. 


SALESMAN to carry 14K line in Texas 
and Soutkwest; house accounts given; 
commission basis. Address “J., 2276,” » 
care J C-K. 


WANTED, experienced watch material 
clerks (Swiss and American). Hammel, 
Riglander & Co., Inc., 395 Fourth Ave., 
New York 16. 


GIRLS WANTED, experienced boxing, 
strapping watches; good pay; pleasant 
—. Address “G., 2245,” care 


SALESMAN for retail jewelry store; ex- 
perienced, silver and gold jewelry. 
— 2343 Broadway, New York 

y. 

















JEWELRY salesman, experienced, cash- 
credit store; New York state; opportu- 
nity for rapid advancement. Address 
“E., 2269,” care J C-K. 


WANTED jeweler and diamond setter; 
good proposition for good mechanic. 
—* 10 Pine Ave., Long Beach 3, 

alif. 











JEWELERS, stone setters, engravers, 
I can use three good men at top 
salaries. Lowell G. Hays, 701 Farns- 
worth Bldg., Memphis, Tenn. 


WANTED, three, combination watchmak- 
ers, capable of managing jewelry store; 
salary and commission, Sargents 
Jewelry, Paris, Tex. 


DIAMOND setters, $3.50 per hour, 
time, and-one-half overtime. John 
A. Marshall, 508 Close Bldg., To- 
ledo, Ohio. 


EXPERIENCED diamond man, take full 
charge, with large manufacturers; ex- 














cellent opportunity; old established 
New York firm. Address “G., 2273,” 
care J C-K, 

WATCHMAKER, experienced watch- 


maker for old established firm; good 
working conditions. Write N. Friedman, 
Jewelers, 1 W. Washington, Phoenix, 
Ariz. 





ENGRAVER-diamond setter for old 
established jewelry store; good 
salary and commission; state age 
and references; permanent position. 


Address “D., 2297,” care J C-K. 


YOUNG LADY, knowledge of bookkeep- 





ing, familiar with office details of 
manufacturing jeweler; excellent op- 
Address “J., 2247,” care 


portunity. 
J C-K 





JEWELER and diamond setter; per- 
manent year round work; excellent 
working conditions; $100 per week 
or more. C. F. Fosnaugh, 8 W. 
Main St., Springfield, Ohio. 


SALESMAN with jewelry exper; 
downtown store, in Detroit; nee te 
40 years old; when answerin : 
salary expected and reference state 

dress “P., 2284,” care] C-K AG 





WANTED, first class watchmaker, » 
capable of taking charge of rep ine 
with established firm in Florida: 
good salary or commission helt 
Address “E., 2221,” care J C.K, " 





JEWELER; all around jeweler 
eral store work, in long estan 
watch meee seers permanent “ 
sition; goo Salary or commiss; 
Fred Frame, Danvilie, I, ™'Ssion. 





ASSISTANT, to owner of old establisheg 
credit jewelry store, up-state; unusua) 
opportunity for ambitious young map: 
state age, experience and salary in first 
letter. Address “Y., 2318,” care J ¢.K 





TEACHER of watch and clock repairing: 
permanent position, in public  instity. 
tion, for fully qualified person; must be 
able to meet licensing requirements 
Address “G., 2227,” care J C-K, j 


WATCHMAKER wanted; permanent pp. 
sition; good salary; light shop; exeg). 
lent working conditions; fine retaj 
store. B. M. Bumford, 129 E. Ridge. 
wood Ave., Ridgewood, N. J. 


SALESMAN calling on jewelers, depart. 
ment stores and post exchanges, to golj 
new type fast selling flexible wrigt 
watch attachment. Addvess “P., 2313" 
care J C-K. 


WANTED, first class watchmaker and 
engraver, in long established watch jp. 
spector’s store; permanent position: 
salary according to ability. Fred Frame, 
Danville, Illinois. 

















WANTED, salesman for showroom, also 
experience in manufacturing; excellent 
opportunity for right party; must be 
dependable and capable; permanent. 
Address “G., 2166,” care J C-K. 





BUYER, diamonds, watches and jewelry; 
excellent opportunity for the right man; 
wholesale and retail experience re- 
quired ; all answers strictly confidential. 
Address “H., 2246,” care J C-K. 


WANTED, jeweler, diamond setter and 
engraver; permanent position; good 
salary; can guarantee work when the 
going gets tough, Harry C. Wright & 
Sons, 108 S. Main St., Greensburg, Pa. 








TWO watchmakers and one apprentice 
for trade work in Southern California; 
top salary. Address Oscar De Chow- 





dens, 355 S. Broadway, Los Angeles, 
Calif. 
JEWELER, diamond setter and all 


around shopman; permanent position 
for the right man; salary or commis 
sion. Charles N. Hancher Co., 1223 
Market St., Wheeling, W. Va. 


SALESMAN, experienced, credit jew 
elry; excellent opportunity for man 
with initiative, looking to bette 
himself; give full details. Addres 
“B., 2338,” care JC-K. 


LAPIDARIST, top notch man, thoroughly 
familiar with cutting, drilling and e- 
crusting; take charge of factory; top 
wages; good opportunity for right mat. 
Address “A., 2332,” care J C-K. 


JEWELER; experienced jeweler for 
general repair work in retail stort; 
good salary; excellent working cor 
ditions; Central New York State. Ad- 
dress “C., 2320,” care JC-K. 


























ENGRAVER for high class, old estab- 
lished jewelry store; good salary and 
commission; state age and references; 
permanent position. Address “B., 2296,” 
care J C-K. : 





TOOL and die maker, experienced on 
combination dies for watch brace- 
lets; capable of taking charge of 
tool room; New York concern. Ad- 
dress “J., 2181,” care J C-K. 








JEWELERS wanted for high grade 
manufacturing and special order work; 
excellent opportunity and top wage 
Write Master Jewelers, 660 S, V& 

. mont Ave. Los Angeles 5, Calif. 

Baten 


WATCHMAKER;; permanent position; 
good salary; excellent working ¢o™ 
ditions; fine retail store, Centr 
New York State. Address “B., 2319, 
care JC-K. 








406 


THE JEWELERS’ CIRCULAR-KEYSTOM 








4 \ 


se: ite tee te 


© for 
Over 


Sion, 


Shed 
sual 
lan; 
first 
O-K, 


titu. 


nts, 


cel. 
tail 
ge. 


art: 
sell 
rist 
3,” 


und 
in- 





HELP WANTED—Continued 





-_ 
watchmaker for Southern city 
m0 population; nice climate; 


easant working conditions; state sal- 
” eeected. Address “G., 2392,” care 
J C-K. 





..  — 
WATCHMAKER, must be A-l me- 
chanic; will make interesting prop- 
osition to right man; write or call. 
Bennett Bros., Inc., 485 Fifth Ave., 


New York 172, N. . - 


HMAKER, prefer combination 
7. steady year around job; $100 
week guarantee and commission; write 
or phone at_once. Lewis Jewelry Co., 


Gainesville, Fla. 7 
DIAMOND SETTER wanted; attractive 
proposition ; salary or piecework; per- 
manent. Wayne Jewelry Company, 
401-2 Griswold Bldg., 1214 Griswold, 
Detroit 26, Mich. 
a : 
ALES LADY, experienced in_ retail 
credit jewelry store; steady position 
in North Carolina; write full particu- 
lars in first letter. Address “D., 2004,” 
care J C-K. 


WANTED: first class watchmaker, $75 
per week; permanent position; nice 
working conditions; nice town. 
Write Phillip’s Brothers, Inc., 
Lynchburg, Virginia. 

WATCHMAKER ; fine position for re- 
liable man; permanent; railroad watch 
inspection; give age and experience. 
Fred N. Pauli, 28 W. Huron St., 
Pontiac 14, Mich. 


WATCHMAKER wanted by old estab- 
lished firm; permanent position, 
good hours; pleasant working con- 
ditions at top salary. Bigwood’s, 
20 North 6th St., Terre Haute, Ind. 


WANTED watchmaker, capable of tak- 
ing charge of shop; permanent posi- 
tion for right man; good salary; write 
giving references, experience, etc. Ad- 
dress “A., 1941,” care J C-K. 


JEWELER and diamond setter, first 
class mechanic; permanent job as- 
sured; name your own wages. 
Denker & Endicott, 617-18 Farns- 
worth Bldg., Memphis 3, Tenn. 


WATCHMAKER for Indiana, well estab- 





























lished retail store; no waiting on 
trade; air conditioned shop; permanent 
position at top salary. Address “F., 
1692,” care J C-K. 


WATCHMAKERS;; trade shop in New 
York will give work out to first class 
watchmakers, no others: write for 
interview. Address “N., 1179,” care 


WANTED, jewelers, polishers, setters; 
ideal working conditions; air condi- 
tioned; good pay; steady work. Apply 
- R. Wood & Sons, Inc., 216 E. 45th 
Street, 7th Floor, New York City. 











WANTED first class watch repairman 
for benchwork; only good men 
need apply; permanent position; 
salary or commission; transporta- 
tion a Dunbar Jewelers, Yakima, 

ash, 


WATCHMAKER, permanent position, 
good salary with opportunity to man- 
age the watch repair department; good 
working conditions with firm that has 
been established 48 years. Address 
D., 2174,” care J C-K. 


JEWELRY repair man and diamond 
setter, in well established high class 
Store; good salary and commission; 
state age and references; permanent 
Ye Address “F., 2298,” care 











JEWELRY SALESMAN ; permanent posi- 
tion with fine retail credit jewelry 
store; must be experienced and able to 
show real results; application confi- 
dential. Morris Square Deal Jewelers, 
75 S. Main St., Wilkes-Barre, Pa. 





FOREMAN, to take complete charge 
of watch bracelet factory in New 
York; good opportunity for real 
future; state qualifications and ex- 
perience. Address “K., 2182,” care 
J C-K. 





BUYER; progressive New York whole- 
sale jewelry concern offers good oppor- 
tunity to alert buyer, familiar with 
manufacturers of desirable lines, for 





jewelers and department stores. Ad- 
dress “G., 2303,” care J C-K. 
WATCHMAKER; permanent position 


with old established retail store, in 
Ohio; capable of working on all types 
of watches; salary or commission; 
state experience and _ qualifications. 
Address “C., 2239,” care J C-K. 


JEWELER, experienced jewelry repair- 
man and diamond setter, with some en- 
graving; permanent position with old 
established store, in Ohio; state experi- 
ence, references and salary required. 
Address “E., 2240,” care J C-K. 


OPTOMETRIST for modern jewelry store 
in Detroit suburb; department has a 
substantial practice already built up; 
when answering state age, experience 
and salary desired; finest equipment on 
hand. Address “R., 2285,” care J C-K. 


JEWELRY salesmen, experienced, for 
fast growing installment jewelry stores 
located near Chicago; excellent start- 
ing salary with opportunity for rapid 
advancement to manager. Address “K., 
2376,” care J C-K. 


SALESMAN, high type, thoroughly capa- 
ble and experienced in diamond, watch 
and gold jewelry, selling for fine Cali- 
fornia retail jewelry establishment; 
good salary; excellent opportunity. 
Address “C., 2264,” care J C-K. 


SALESMEN, by leading watch importer, 
for Northwest and Southwest territory ; 
watch experience not essential but con- 
tact with quality jewelers vitally im- 
portant. Address “K., 2234,” care 


WATCHMAKER wanted; will pay $125 
per week to an A-1 watchmaker; excel- 
lent working conditions; pleasant sur- 
roundings; no night work: permanent 
all year round position. Address “O., 
2283,” care J C-K. 


HAVE PERMANENT position for first 
class watchmaker, in long established 
watch inspector’s store; also second 
watchmaker wanted; good salary per 
week, or commission. Fred Frame, 
Danville, Il. 

JEWELER, practical man from 30 to 40 
years of age: capable of assisting fore- 
man and with a future; opportunity, 
if ability is proven, to become foreman; 
fine city in which to live. Address “R., 
2244,” care J C-K. 


MANAGER-BUYER, alert, aggressive, 
thoroughly experienced, for silver de- 





























partment of high grade, retail Cali- 
fornia jeweler; unusual possibilities; 
excellent salary. Address “B., 2263,” 
care J C-K. 





WANT AT ONCE, a good jewelry repair- 
man and stone setter; one who can do 
first class work: must be honest and 
sober and have own tools; good pay to 
the right man. O. C. Kemp, 815 W. 
7th St., Little Rock, Ark. 


ATTENTION diamond cutters; we re- 
quire line of gems priced for the 
jobber; northwest coverage; good 
outlets; financially responsible, with 
offices and showroom. Address “M., 


2378,” care JC-K. 





ENGRAVER; first class engraver 
wanted; permanent position with fine, 
long established jewelry store; straight 
salary or _ piecework. Charles N. 
Hancher Co., 1223 Market St., Wheel- 
ing, W. Va. 





WANTED first class watchmaker, 
capable of close timing; permanent 
position; excellent working condi- 
tions; use of automatic watch clean- 
ing machine; benchwork only; 
$100 per week. Williams, Jewelers, 
Henderson, Ky. 


MANAGER, salesman for retail credit 
jewelry store in Cleveland, Ohio; per- 
manent position; liberal salary and 
bonus; give full particulars and refer- 
ences in letter. Address “F., 2390, 
care J C-K. 


WATCHMAKER wanted; permanent 
job, for middle west; guaranteed 
good salary; able to repair all makes 
of watches; state full information 
in first letter. Address “D., 2365,” 
care JC-K. 


TRAVELING salesman wanted to cover 
Texas and the Southwest, selling dia- 
mond rings and other diamond mounted 
articles, reasonably priced; excellent 
money maker, on commission basis. 
Address “D., 2388,” care J C-K. 


DIAMOND assorter; assistant, or cap- 
able of full charge; gentleman or 
lady; Los Angeles ring manufac- 
turer; good opportunity; state ex- 
perience. Address “B., 2237” care 
J C-K. 


MANUFACTURER of extensive line of 
ladies’ and men’s stone rings, etc., 
seeks high grade man covering middle 
west selling to bigger users; give full 
particulars. Address “B., 2386,” care 
J C-K. 


WANTED, watchmaker, by high class 
store; 40 years’ established busi- 
ness; as either first or second watch- 
maker; absolutely permanent; 
modern store; fine working condi- 
tions. M. Meyer, Marion, Ind. 


DIAMOND setter and all around jewel- 
ry repairs; permanent position; very 
attractive proposition that will pay you 
to investigate; guaranteed salary $100 
per week. Address “G., 1693,” care 
J C-K. 


JEWELERS, general repairmen, spe- 
cial order men; top salary guaras- 
teed with steady employment. John 
A. Marshall, 508 Close Bldg., To- 
ledo, Ohio. 


WANTED, watchmakers and combina- 
tion men in well equipped air conii- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected 
Address “J., 4321,” care J C-K. 






































watchmaker or combination 
watchmaker and engraver; must be 
dependable and capable; state age, 
qualifications and salary expected in 
first letter. Geo. W. Keyworth, 206 E. 
Pine St., Lakeland, Fla. 


WANTED, 





WATCHMAKER wanted, steady employ- 
ment; good pay; congenial working 
conditions: city located 60 miles from 
New York; excellent opportunity for 
7 Address “N., 2282,” care 
J C-K. 





WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, permanent position for 
A-1, experienced in high e Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Apply 
to Box “M., 4889,” care J C-K. 


(Continued on page 408) 
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(Continued from page 407) 


WANTED, watchmaker for permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 





JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week and overtime; large mod- 
ern shop. Midwest Jewelry Company, 
Oklahoma City, Oklahoma. 





WANTED watchmaker and engraver; 
must be top man; salary $125 per 
week; work in the West; modern store; 
ideal working conditions; permanent 
position; send full particulars and ref- 
erences to “F., 1981,” care J C-K. 





WANTED, three experienced watch- 
makers, one who can take care of 
store, also one clockmaker; weekly sal- 
ary or piece work; high grade work 
at good prices. Frank Laine, 667 Han- 
cock St., Quincy, Mass. 





JEWELER who can do new work and 
diamond setting; attractive coast city, 
70 miles from Los Angeles; good salary 
and bonus; state experience, age and 
other particulars. Alberts Jewelers, 442 
E. Main, Ventura, Calif. 





WATCHMAKER wanted; A-l_ me- 
chanic to take charge of repair de- 
partment in one of the finest stores 
in Arizona; permanent position; 
salary $100 per week. Pitt’s Jewel- 
ers, Tucson, Arizona. 


WATCHMAKER, or combination watch- 
maker and jeweler, or light engraving; 
steady position; excellent opportunity 
for good wages. Write me soon, Carl 
8 Rose, 826 Calhoun St., Fort Wayne, 
nd. 


SALESMAN, experienced, wanted by 
wholesaler of many nationally known 
commodities, to cover West Virginia, 
Virginia, North Carolina, South Caro- 
~ Florida. Address “C., 2129,’ care 





setter on a permanent basis; ideal 
working conditions. Write giving 
references to Friedman’s Jewelers, 
1436 Main St., Columbia, South 
Carolina. 





WANTED, a good all around combina- 
tion watchmaker; permanent position 
to a good workman; state salary, ex- 
perience, give full particulars and 
sample of engraving. L. Daiches, 
Laredo, Tex. 





STONE SETTER wanted; steady year 
round job, excellent salary; store 
located southeast; give references 
and as much information as pos- 
sible first letter. Address “K., 
2014,” care J C-K. 


WATCHMAKER; _ permanent; ‘top 
working conditions, above average 
postwar possibilities; old  estab- 
lished firm; salary or 40 hours, 
plus time and a half; very desirable. 
Hughes & Son, Inc., Lima, Ohio. 











WANTED experienced jewelry salesman, 
one who knows the jewelry business 
from A to Z; steady position in North 
Carolina; write full particulars in first 
letter, salary expected and when avail- 
able. Address “B., 2003,’’ care J C-K. 


WANTED, watchmaker; we have a po- 
sition open paying a good salary on 
a permanent basis under ideal work- 
ing conditions; write giving refer- 
ence to Friedman’s Jewelers, 101 
W. Broughton St., Savannah, Ga. 














WANTED, watchmaker and engraver; 
$75 week guaranteed and all overtime 
you want to make; plenty of 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 





WANTED junior watchmaker who has 
had some experience; an excellent 
opening on a permanent basis, at a 
good salary. Apply Friedman’s Jew- 
elers, 101 W. Broughton St., Savan- 
nah, Ga. 





WATCHMAKER wanted, in state of 
Oregon; $100 per week; this is not a 
boom town proposition, but a perma- 
nent position; air conditioned store, 
pleasant working and living conditions. 
Address “S., 506,” care J C-K 





WATCHMAKER wanted, capable of 
taking complete charge of repair 
department; will pay $85 to $100 
per week; give references in first 
letter. Neiman’s Jewelers, Charlotte, 


N. C. 


SALESMAN, experiencea, wanted by 
wholesaler of many nationally known 
commodities to cover New York state, 





Pennsylvania, New Jersey, Delaware 
and Maryland. Address “D., 2130,” 
care J C-K. 





WANTED, diamond setters and jewel- 
ers; unusually good opportunity for 
right men; good salaries and after 
war positions assured. Orkin 
Jewelry Manufacturing Co., South-. 
land Life Bldg., Dallas, Texas. 


WATCHMAKER or combination watch- 
maker and light jewelry repairing, 
good steady position; salary $80 a 
week; Fort Wayne, Ind.; you will be 
pleased to locate with us. Address “P., 
1931,” care J C-K. 


WANTED jeweler, special order work 
and repair man, also letter engraver, 
excellent pay with pleasant working 
conditions and steady job. Address 
Star Jewelry Co., 600 Southern Stand- 
ard Bldg., Houston 2, Tex. 


WATCHMAKER WANTED; perma- 
nent position, ideal working condi- 
tions; town of 30,000 located 10 
miles from Detroit; salary $110 
weekly for eight hour day; must be 
reliable. Write, phone or wire Elson 
Jewelers, Ferndale, Mich. 


WATCHMAKER, thoroughly trained, able 
to handle highest grade watches; per- 
manent; finest working conditions in 
large establishment; apply at once 
stating salary required, references and 
full particulars. The Cowell & Hubbard 
Co., Cleveland 15, Ohio. 

WATCH MATERIAL man; excellent 
position; five-day week; one ex- 
perienced in Swiss and American 
watch materials; state experience, 
references and salary expected. The 
Merit Co., 622 Citizens Building, 
Cleveland 14, Ohio. 


WATCHMAKER with the ability to com- 
plete first class repairs, manage depart- 
ment and other watchmakers; $100, 40 
hours weekly; $3 hour overtime; splen- 
did permanent position for honorable, 
dependable, sober gentleman. Shaw’s 
Master Watchmakers, Galveston, Tex. 

















OWNER of credit retail jewelr 
cal store, in midwest city, Tee ae 
wire manager, Who can take Over ¢ ve 
plete management; excellent ODenins 
for right man; give full informatie 
relative experience and referen on 
Address “A., 2262,” care J C-K. ™ 





WATCHMAKER wanted in long estab. 
lished jewelry store on a busy streg. 
we furnish the space; you take all 
profits; good man should mak 
good money; include references 
with application. Vincent Simoneljj 
239 Atwells Ave., Providence, R, 

—_———___—___*_-* 





SALESMAN, for high grade Sterling sily 
er line costume jewelry; exDerienceg 
man only with following to take over 
well established Metropolitan territory: 


must have car; commission basis! 
prominent house; give full details first 
letter. Address “B., 2210,” care J CK 

a 





WATCHMAKER, A-1 mechanic; |g. 
gest stock of Swiss and American 
material in South; Watchmaster 
Timing Machine; electric cleaning 
machine; state age, experience, ref. 
erences; top salary. Andersen's 
Jewelers, Macon, Ga. 





WATCHMAKER, write your own ticket 

salary no object; we want an A-1 man 
permanent position, and are prepared 
to offer you the best deal you ever had 
with a wonderful future; beautiful loca. 
tion in South Central Wisconsin. Aq. 
dress “‘L., 2250,” care J C-K 











WATCHMAKER, school trained, conscien- 
tious, experienced; must be A-1 for 


permanent position; ideal working con- 
ditions; air conditioned, modern store 
in Miami, Florida; $75 week; give age, 
experience, reference and __ snapshot, 
Address “E., 2164,” care J C-K. 


MANUFACTURERS’ __ representative, 
with offices and showroom in Spo- 
kane, Washington, wishes to repre. 
sent top line manufacturers; thor. 
ough coverage; financially respon- 
sible. Address “L., 2377,” care 
JC-K. 




















EXPERIENCED salesmen wanted by a 
leading costume jewelry house; all ter- 
ritories open with the exception of New 
England, New York and Ohio; liberal 
straight commission basis; state full 
details, with references, in first letter. 
Address ‘“‘M., 2224,” care J C-K. 


LEADING jewelry manufacturer of 
gold mountings desires a thoroughly 
experienced salesman for the job 
bing trade, to cover the Southern 
and Midwestern territory; excellent 
opportunity; references. Address 


%A,, 2161,” care J C-K. 


WATCHMAKER, to work with G. I. ap- 
prentices, as instructor and overseer of 
work; $75 per week, plus commission 
on all work turned out in the shop; the 
right man can earn $200 per week. 
Pugh Bros., Jewelers, 15 W. Federal 
St., Youngstown, Ohio. 


DIAMOND SETTER, engraver, minor 
repairman; permanent position; ex 
cellent working conditions and g 
opportunity for right man; ur 
limited earning possibilities. Big- 
wood’s, 20 North 6th St., Terre 
Haute, Ind. 














WATCHMAKER or combinationman, 
to take charge of department in 
one of South Florida’s finest stores; 
permanent place for right man; 
give full particulars, with photo, 
first letter. Address “J., 2306,” care 
J C-K. : 


WANTED a first class watchmaker; ex- 
cellent working conditions, permanent 
position, good salary; if interested in 
a permanent connection reply stating 
age, nationality, experience and refer- 
ences, Templeton’s, 12 W. Eighth St., 
Chattanooga, Tenn. 








JEWELRY STORE manager, to manage 
newly built store, with Polish clientele; 
must be thoroughly experienced, ant 
able to earn $7,000 or more annually; 


contract available; references ex- 
changed. Address “F., 2226,” care 
J C-K 





WE HAVE an opening in our repal 
department in Columbia, South 
Carolina, for a junior and senio 
watchmaker; if you are interest 
in a worthwhile position write Fri 


man’s Jewelers, 1436 Main St., 
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™ BELP WANTED—Continued 





— 
ANTED ; -first class watchmaker, one 
we able of taking care of watch de- 


: t be able to produce 
parm work good salary; we lave @ 
wonderful opportunity for the right 
man; near Reading, Pa. Address “M., 
1355,” care J C- 
ihn 
WANTED, three well qualified watch- 
makers; two for straight shop work 
and one for a take-in man and as- 
sistant manager; permanent; state 
age, qualifications and salary ex- 
pected. Button Jewelers, Yakima, 


Wash. 


WATCHMAKER, first class workman to 
take care of department; permanent 

ition; salary in keeping with abil- 
ity; excellent working conditions; 
wonderful opportunity for the man 
who can handle the job; state age and 
qualifications. Wright’s Jewelry, 8229 
Georgia Ave., Silver Spring, Md. 











WANTED young watchmaker, returned 
service man preferred; front man in 
large, old established store in South; 
take in and deliver work; must have 
education and appearance to meet bet- 
ter class trade; permanent guaranteed 
future; excellent starting salary. Ad- 
dress “J., 1455,” care J C-K. 





WANTED, diamond setters and jew- 
elers, also special order man; un- 
usually good opportunity for right 
men; top salaries and commissions; 
good working conditions in air con- 
ditioned building. C. E. Mounce, 
Mfg. Jir., 109 Ardis Bldg., Shreve- 
port, La. 


WANTED, buyer and manager, thor- 
oughly experienced watch and jewelry 
line; capable assuming full responsi- 
bility, buying, selling, management and 
advertising; excellent opportunity for 
right party; first class references re- 
quired; send photo with application. 
Address “C., 1341,” care J C-K. 
JEWELER; production manager for es- 
tablished ew York icon, taat have 
experience in manufacturing styled 
jewelry in bracelets, brooches and ear- 
rings; tooled and casted; fine oppor- 
tunity for suitable person; staté fully 
ence and references. Address “G., 
1618,” care J C-K. 








SALESMAN wanted by old establish- 
ment, manufacturer of high grade 
jewelry, for eastern territory: prefer 
one residing in New York and desire 


our line preference if you have other 





lines; state lines carried, experience 
and references. Address “F., 2101,” 
care J C-K. 

WATCHMAKER, permanent position; 


salary $85 to $100 according to ability: 
hours 9 to 5.30 P.M. daily, except 
Fridays, 9 A.M. to 9 P.M.; ideal work- 
ing conditions; air conditioned store; 
apartment available; expenses paid for 
interview. Herbert’s Jewelers, 7th Ave. 
and 58th St., Kenosha, Wis. 


JEWELRY salesman who can prove his 
ability; must be thoroughly experi- 
enced, cash and credit; this is a per- 
manent position with excellent post- 
war future; send complete details, ex- 
perience, references, age, salary ex- 
pected and recent. snapshot in first 
letter. Address “E., 2389,” care J_C-K. 

WATCHMAKERS: a growing progressive 
Texas chain jewelry organization has 
Several openings for competent, depend- 
able watchmakers eager for a steady, 
Prosperous future; residents of South- 
West preferred. Address “., 2278,” 
care J C-K, giving full details, salary 

—lesired, ete. 

SALESMEN for Middle West, in estab- 
lished territories, representing long 
established Chicago wholesale house ; 
profitable and permanent positions 
for qualified men; liberal salary; 
splendid opportunity. Hart Jewelry 
Co., 27 E. Monroe St., Chicago 3, 

















| 


| 
| 


FIRST CLASS watchmaker, front bench, 
estimating and taking charge of repair 
department, can_also work extra 50-50 
basis if desired; salary $85 per week 
guaranteed, also share in profits; must 
have neat and good appearance; refer- 
ences required. Address “F., 2165,” 
eare J C-K. 





WATCHMAKER wanted for material 
house; excellent position open for 
one interested in learning watch 
material business; five-day week: 
state age, experience, references 
and salary expected. The Merit Co., 
622 Citizens Bldg., Cleveland 14, 
Ohio. 





MANAGER, a_ well established retail 
credit chain organization desires the 
services of a manager who is interested 
in making more money; permanent 
position; excellent opportunity for the 
right man; must be thoroughly experi- 
enced. Morris Square Deal Jewelers, 
75 S. Main St., Wilkes-Barre, Pa. 





OPTOMETRISTS wanted, by estab- 
lished jewelry store chain in Ala- 
bama; permanent; exceptionally 
good salary and working conditions; 
give all particulars in first letter; 
replies confidential; interviews will 
be arranged. Address P. O. Box 
1675, Mobile 9, Ala. 


COSTUME jewelry representative wanted ; 
above average commission to salesman 
contacting department stores, jewelers, 
specialty shops, selling gold filled, ster- 
ling, and other costume jewelry, choice 





designs; fine craftsmanship; send full 
particulars. Address “K., 2307,’ care 
-K. 





JEWELRY salesman wanted; leading 
store in Arizona offers unusual op- 
portunity to thoroughly experienced 
retail salesman with managerial 
ability; state experience, salary ex- 
pected. references and late snap- 
shot. Pitt’s Jewelers, Tucson, Ari- 
zona. 

WATCHMAKER wanted; first class; 
home owned store; would like man 
capable assuming responsibility in re- 
pair department and eventually manag- 
ing same; diamond setter and engraver 
preferred, but not necessary, if a good 
workman ; State starting salary ex- 
pected. Kirkman’s Jewelry Store, 
Anderson, Ind. 





SALES EXECUTIVE; man experienced 
in college fraternity jewelry to estab- 
lish and develop crested jewelry denart- 
ment; a Chicago manufacturer well es- 
tablished offers a wonderful opportu- 
nity to a man with a successful record ; 
all replies in strict confidence; full de- 
tails in first letter. Address “H., 2167,” 
care J C-K. 


EXPERIENCED jewelry men; a growing 
credit jewelry organization operating in 
Texas as potential managers has sev- 
eral opportunities for young men well 
grounded in the operation of credit 
jewelry stores; applicants should be 
young and ambitious and be able to 
furnish good references. Address “K., 
2277,” care J C-K. 


WATCHMAKER wanted; new store 
opened June 1, Daytona Beach, 
Fla.; excellent living and working 
conditions; plenty work; commis- 
sion or salary basis; permanent; 
write full details, age, experience, 
references; send recent photo first 
letter. Guy V. Rogers, Jeweler, 250 
S. Beach St., Daytona Beach, Fla. 


MOST active material and supply busi- 
ness in Michigan wants an alert and 
willing worker; very good salary under 
excellent working conditions; anyone 
with some experience, more or less, in 
the general work of a material supply 
business; please apply by writing to 
Michigan Jewelers Supply Co., 1022 
Michigan Theatre Bldg., Detroit, Mich. 

















MANAGER for pawn shop; experi- 


enced man; good salary and sub- 
stantial share in profits; golden op- 
portunity for the right man; this is 
bonafide; all correspondence con- 
fidential; large important middle 
west city. Address “Circular 1415,” 
Room 1415, Heyworth Bldg., Chi- 
cago. 





SALESMAN for an established manu- 


facturer’s line of exquisite, well 
priced, sterling jewelry, to call on 
better jewelers and department 
stores; territory open, South, Eastern 
states and Middle West; apply only 
if you have experience and a fol- 
lowing with the jewelry trade; com- 
mission basis; real earnings assured. 


Address “V., 2198,” care J C-K. 





TWO 


watchmakers wanted, competent; 

situated 10 minutes from Los 
$100 per six-day week, eight 
hour day; steady positions; good 
chance for advancement; pleasant all 
year round climate and working con- 


store 
Angeles ; 


ditions; plenty material in _ stock. 
Julian’s Credit Jewelers, 6330 Pacific 
Blvd., Huntington Park, Calif. Ph. 


Lafayette 8075. 





WATCHMAKER; permanent position 


for a first class man; salary and com- 
mission; chance to take complete 
charge of the repair department; 
established 1868; high grade store; 
a postwar job with a fine future for 
the proper man; essential workers 
need release statements. Geo. E. 
a i 115 Park Ave., Plainfield, 
7B? 





WANTED, 


expert watchmaker, en- 
graver and jewelry repairman, for 
first class jewelry store; if you are 
either of these, or combination man, 
contact us at once giving full par- 
ticulars in first letter; salary no ob- 
stacle; all replies strictly confiden- 
tial; this is a permanent position. 
Weldon’s Jewelers, 303 E. Chapel 
Hill St., Durham, N. C. 





REAL 


opportunity for capable jeweler, 
also fine engraver; we offer our well 
lighted, air conditioned shop to one, 
or two men doing above work; condi- 
tions would require doing our retail 
store jobs at regular trade prices; 
plenty of local and nearby town work 
available; shop is in same building, 
rear of store with separate entrance; 
location Albany, N. Address “‘J., 
2169,” care J C-K. 





BUYER and saleslady: we have two 


permanent positions open, one is 
for a buyer and saleslady in our cos- 
tume jewelry department and the 
other is our china and giftware de- 
partment; liberal salary and oppor- 
tunity for complete charge; one of 
Connecticut’s leading fine jewelry 
concerns; confidential. M. A. Green, 
117 Bank St., Waterbury, Conn. 





eare J C-K. 





SALESMEN, high grade sterling silver 


costume jewelry line, a few established 
territories open; also want several men 
for new territories; resident men in the 
territories covered preferred ; must have 
car; no objection to other non-conflict- 
ing lines; experienced men only with 


following retail jewelers; generous 
commission basis; prominent house; 
give full details. Address “C., 2211,” 
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DIE CUTTER A-1, must be able to cut 
hubs and also clean up detail of ma- 
chine cut dies; company now engaged 
entirely on war work, but will recon- 
vert and resume old established line 
as soon as permitted; the position is 
permanent and applicant must be 
capable of high class, accurate work; 
write direct sending samples of work 
done, stating experience and _ salary. 
The D. L. Auld Company, Fifth Ave. 
and Fifth St., Columbus 1, Ohio. 





TRAVELING SALESMEN, represent 
very large diamond ring and ear- 
ring manufacturing company, must 
have extensive following in cities of 
100,000 population and smaller; 
several territories open; line pays 
very well; prefer exclusive sales- 
men, but will consider exceptionally 
well qualified persons handling 
other lines. Address “D., 2212,” 
care J C-K. 





WATCHMAKER, come to Florida on 
famous Indian River, half mile from 
ocean; excellent working and living 
conditions; permanent position for sat- 
isfactory man; plenty of high grade 
work; no junk; 70% commission; pres- 
ent man leaving November 1, after over 
10 years’ service, to enter business for 
himself ; his predecessor was on same 
job for eight years; wonderful oppor- 
tunity for the right man. John K. 
Shacklett, New Smyrna Beach, Fla. 





A WELL known manufacturer of gold, 

silver and silver plated hollowware has 
openings in its sales organization for 
experienced and successful salesmen to 
cover its west coast, southern and 
middle west territories; applicants 
must have a big following among lead- 
ing jewelry and department stores in 
their region and be highly recom- 
mended ; they must show a high record 
of earnings for at least six years. Ad- 
dress “A., 1999,” care J C-K. 





SALESWOMAN; excellent opportunity 

for saleswoman, experienced in sale of 
Silverware and high grade jewelry, 
capable of taking charge of silverware 
department in aggressive metropolitan 
Pacific Northwest store; this is your 
opportunity to come to the fabulous, 
fast growing Pacific Coast; if you are 
interested in bettering your position 
you will be interested in our proposi- 
tion; please write stating age, experi- 
ence and salary expected. Address “T., 
2192,” care J C-K. 





WANTED A-1 jeweler; we are opening 
a complete jewelry repair shop to 
service a few of our stores; must 
have an A-1 jeweler, one who has 
good habits and knows and does 
good work; he must be punctual 
and honest; if you are interested in 
a real opportunity then apply; state 
age, actual experience and salary 
desired and the type of work you 
are able tg do; this is an Ohio or- 
ganization. Address “E., 2132,” 
eare J C-K. 





SALESMAN wanted; 


good all-around 
jewelry salesman desired by outstand- 
ing Pacific Nothwest store; outstanding 
opportunity for permanent position in 
an established store located in heart of 
main business district, an aggressive 
store handling only finest lines of high 
grade merchandise, store that believes 
a jewelry firm should sell jewelry; if 
you are interested in bettering your 
present position you will be interested 
in our proposition; excellent salary ar- 
rangement; please write stating age, 
experience, salary expected. Address 
“R., £191," care 3 C-K. 


WATCHMAKER, 


combination man, 
capable of taking complete charge 
of department; pleasant working 
conditions in old, established store, 
in one of middle west’s most beau- 
tiful cities; excellent salary or per- 
centage; will pay traveling expenses 
and share moving expense; wonder- 
ful opportunity for permanent man 
who wishes to live in progressive 
yet moderate-sized community. Ad- 
dress “S., 2352,” care JC-K. 








WATCHMAKERS, here is the type of 


working conditions you have been 
looking for; agreeable working con- 
ditions in our repair department 
which is located on the third floor 
of the building adjoining our main 
store; salary $125 per 48 hour 
week; only better grale work is 
taken in; write or call Homer F. 
Bean, Jeweler, 113 E. Crawford St., 
Findlay, Ohio (population 20,000, 
45 miles straight south of Toledo, 
Ohio). Phone 91J. Branch store is 
located in Fostoria, Ohio. 





SALESMAN wanted for anid-weetern 


territory, Cleveland west to Kansas 
City, including Chicago, Milwaukee, 
St. Louis, Minneapolis, St. Paul, 
etc.; must have following amongst 
jewelry and department store trade; 
large manufacturer popular priced 
line silver plated and aluminum hol- 
lowware and electrical appliances 
in need of a producer; territory 
well established; drawing account 
against commission. Address “H., 


2178,” care J C-K. 





GOOD POSITION open for experienced 


jewelry buyer, manager and merchan- 
diser; large, modern furniture store in 
the Middle West, doing over a million 
dollars a year in business, has taken 
over the adjoining building and is con- 
templating putting in a complete, mod- 
ern and up-to-date jewelry department 
on the main floor, and is desirous of 
engaging a man who can install the 
department, buy the merchandise, man- 
age the business, etc.; we have a 100% 
location in a town of over 250,000 and 
have been in business for 25 years with 
very good customer acceptance, Ad- 
dress “K., 2248,” care J C-K, 





DIAMOND salesman; 


Denver west, 
established territory; old established 
firm has opening for energetic man 
capable of producing volume busi- 
ness with mounted diamond line of 
delivery merchandise, to travel Den- 
ver west, including California and 
Pacific Northwest; this is an estab- 
lished territory with active ac- 
counts; prefer man who has fol- 
lowing among retail jewelers in this 
territory, to carry only this line; 
10% commission paid; drawing ac- 
count given; all replies will be con- 
fidential. Mack M. Burnstine, 220 
West Fifth St., Los Angeles 13, 


California. 





For Sale 


Stores, Stocks and Businesses 


Minimum eharge (25 werds) $1.50 
Additienal werds, 5 eents a word 





FOR SALE, West Coast Florid 
clean city, 15,000 population, attrag 
tive jewelry store, stock and fixture 
rat $6,000. Address “A., 2355,” coal 
J C-K. 


: a i 
SMALL jewelry store for sale; estab. 
lished 16 years; finest trade for watch. 
maker; rent $42.50 a month, Nilod’s 
Jewelers, 766 Third Ave., New York 
City. 


a 

JEWELRY store in Bridgeport, Con. 
must sell because of illness; completg 
with merchandise and fixtures, $7,500: 
good repair trade; an excellent oppor. 
tunity for a watchmaker. Address “Pp 
2270,” care J C-K. ” 











FOR SALE jewelry store in large New 
York up-state city; modern fixtures: 
clean stock; opportunity to step into q 
reputable, well established going bugj. 
ness; no dealers. Address “A., 2236” 
care J C-K. 


TT 

ONLY jewelry store in Florence County, 
Wisconsin; also has very profitable 
optometry department; owner retiring 
because of old age; requires reasonable 





down payment; balance on monthly 
contract. Address Box G, Niagara, 
Wis. 





FOR SALE, in metropolitan midwestern 
city, wholesale jewelry business; long 
established, well organized, valuable 
franchise; very profitable; opportunity 
of a lifetime; about $150,000 required; 
principals only; write full details; 
strictly confidential. Address “Circular 
1409,” Room 1415, Heyworth Bldg, 
Chicago 2. 


MANUFACTURING PLANT, many 
years established, for sale; reason 
for selling, owner wishes to retire; 
flourishing business and a very fine 
location; only those who are inter. 
ested and with financial backing 
will be considered; amount approxi- 
mately required over $100,000, 
Address “X., 2241,” care J CK. 


ESTABLISHED jewelry and loan busi- 
ness located in the best and largest 
business city in the state of Texas; 
present population over 500,000; doing 
a good and prosperous business; a 
chance of a life-time to be able to buy 
a business of this kind; poor health 
and old age compels the owner to re 
tire ; $25,000 cash will handle the deal; 
speculators or agents need not an- 
swer. Address “H. F., 1902,” care 
J 








WELL KNOWN and old established 
jewelry store firm in New York 
City; good trade in fine jewelry, 
diamonds, watches, also cl 

especially cuckoo clocks (import 
ed); plenty of repair work; reason 
for retiring, on account of health; 
$15,000 cash will handle the deal. 
Address “B., 1372,” care J CK. 








OAT AA ATLL APL ALT IE AE 


For Sale 


Tools, Equipments, Ete. 


Minimum charge (25 werds) $1.50 
Additional words, 5 cents a word 


———, 








FOR SALE, complete outfit, watch and 
clock repair tools, electric lathe, ett; 
some parts and supplies; $300. Mary 
L. Newman, Phoenicia, N. Y. 


ONE NEW Patek-Philippe minute = 
peater pocket watch. W. J. J. SS 
Repairers, Room 1060, Drake Hote) 
Chicago, Ill. 








JEWELRY store and two story house, 


for sale. Address “N. Y., 2360,” care 
J C-K. 








JEWELRY manufacturing wholesale 


business, completely equipped; down- 
town Los Angeles; going concern with 
orders on hand; only $12,500. Address 
“U., 2359,” care J C-K. 








SHELLCRAFT jewelry; exquisite, beau: 
tiful and exclusive brooches, necklaces 
and earrings. 
ucts, Box 163, San Diego, Calif. 





STRONGHOLD and Protection style ring 


guards, gold filled white and yé 


ladies, size $1.50, mens $1.75 dozen. 
BH. Pergament, 3224 Grand Concourse, 


Bronx, New York City. 
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FOR SALE—Cont. 





1 t d lat 
iebold ; arge wo-door ate 
SAFE, vderwriters label “A’’; * excel- 
PP ‘buy. Urban Co., 1440 Broadway, 
new York 18, N. Y. Pennsylvania 


§-8117. 





with covers, hold 1-2-3 dozen 
second hand wrist and pocket 
paper bakelite ring boxes; 
rings; Watch cases; pins. 5S. 
5 Bowery, New York 2, N. Y. 


TRAYS, 
rings ; 
watches ; 
dies for 
Pollack, 9 

yANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
Ring Co., Inc., 93 Nassau St., New York 
City. 


a a 

ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 


a 
JEWELER and watchmaker signs, hun- 
dreds of stock items, also seasonal 
occasional signs in stock; beautiful 
plue cards size 7 x 11 five asst. $1.25; 
write for list. Address “H., 1913,” care 


J C-K. 


TEN SWISS wrist watch movements, for 
material, $10; five Elgin, Waltham, IIlli- 
nois or Hampden, 18 size movements, 
for material, $10; three 16, 12 or 0 
size, $10. B. Lowe, Holland Bldg., St. 


Louis 1, Mo. 

















SAFES, jewelers, with and _ without 
purglar proof chests, also with and 
without jewelers’ drawers. Mike Kra- 


silovsky Safe & Machinery Movers, 
Showroom, 245 Canal St., New York 13, 





ONE dozen Ingersoll pocket and wrist 
watches, not running, $9; five Swiss 
wrist watches, in white cases requir- 





ing some repairing, $15; in yellow 
cases, $25. B. Lowe, Holland Bldg., 
St. Louis 1, Mo. 

SAWS, black Hercules, 5/0-6/0, Swiss 
yellow 4/0-#3 Swiss staffs, main- 
springs, “Serius” brand; best quality 
dials, Glardon files; wholesale, retail. 


George Gazton, 311A Amsterdam Ave., 
New York City. 


MANUFACTURERS of assembled 14K 
yellow gold pierced ear wires, and 10K 
and 14K yellow gold assembled French 
screw back ear wires, for unpierced 
ears; immediate delivery. Joseph Ring 
Co., Inc., 98 Nassau St., New York City. 


NEW AND USED wheel cutters; slide 

















rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
an? attachments. R. P. “Dick” 
Gallien, 220 W. Sth St., Los An- 
geles, Cal. 


RING TAGS, dumbbell shape, of parch- 
ment paper-gummed, ladies size plain 
$1.15, men’s $1.30; printed with 10 or 
14K, ladies’ $1.80, men’s $2.00 per 
1000. E. Pergament, 3224 Grand Con- 
course, Bronx, New York. 


ONE NEW Derbyshire magnus lathe, 
nickel plated, ball bearing, 58 magnus 
electric wire chucks, Nos. to 50%, sizes 
up to 10; purchased February ’45, with 








priority; original invoice submitted 
$357.50; your cost, $350. delivered. 
Address “P., 2217,” care J C-K. 





MI-CONCAVE crystals, sizes 7 to 21, 
141 sizes, 35c. dozen: 100 lentilles 
bracelet sizes $2.49; 100 Genevas $1.98; 
100 case screws 0 to 18 size 7 9c. ; stems, 
crowns, staffs, jewels, etc.: send for 
bargain bulletin. Beck Bros. Lau 
Bldg., Fort Wayne, Ind. 


LARGE stock for immediate delivery 
available for jobbers and large 
users: balance staffs, winding stems, 
main springs; all standard numbers 
or watches of every make; write 
or price list. American-Swiss Ma- 
terial & Supply Co., Inc., 561 Fifth 
dren New York 17) Nr 











JEWELRY CARDS (for ings, pins, 
brooches, lockets, pendants, iavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-3174-5. U. S. parcel post 
makes us your next door neighbor; 
= get acquainted; write tor sam- 
ples. 





JEWELERS! read carefully; this is im- 
portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business. stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
Plies of every description; 31 E. 22nd 
St., New York 10, Y.; estimates 
given; write for samples; a good house 
to get acquainted with: U. S. -parcel 
post delivery service, makes us your 
ace neighbor. Phones Algonquin 





DIAMOND lapidary drills $6.50 each; 
diamond reamers $6.50; diamond 
laps $10 each; diamond lapidary 
set consisting of drill, reamer and 
lap $22 set, for onyx, jade and 
other precious and hard stones 
and crystals; Tungsten carbide 
tipped engraver (long point to with- 
stand repeated sharpening) just the 
thing for removing balance shafts, 
guaranteed to cut hardened steel, 
$5 each; engraver and lap set con- 
taining engraver and diamond lap 

‘ for keeping the engraver sharp $14 
set; diamond pencil or scriber $3 
each; we have received nothing but 
favorable reports from all over the 
country on these tools, and trust 
we may have the pleasure of add- 
ing your name to our long list of 
satisfied customers; a check with 
your order will insure immediate 
delivery. Action Diamond Tool Co., 
a W. Hubbard St., Chicago 10, 








Business Opportunities 


Minimum charge (25 words) $1.50 
Additional werds, & cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 


vertising columns clean. Advertisera 
under Business Opportunities, etc., 
must furnish trade references. <An- 


nouncements must passa the strict cen- 
sorship requirements of The Jewelers’ 
Circular-K eystone. 





WANTED to purchase established watch 
material supply house in New York 
City; will pay all cash. Address “C., 
2341,” care J C-K. 





INDIVIDUAL will pay cash for estab- 
lished jewelry store, cash or credit; 
small town in Pennsylvania. Ad- 


dress “A., 2200,” care J C-K. 





DISCHARGED soldier wants jewelry 
store; doing cash or credit business of 
$75,000 or more; correspondence confi- 
dential. Address “V., 2291,” care J C-K. 





GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
Stock; for details see our advertise- 
ment page 33. 





WATCHMAKER wanted, to take over re- 
pairs and jewelry department, in dis- 
pensing optical store; excellent oppor- 
tunity for right man. Roilins Opticians, 
947 Broad St., Newark 2, N. J. 





WANTED, established jewelry store in 
town of 10,000, or over; will pay 








eash, Address “A., 2261,” care 
jJC-K. 
$3,000 buys $7,000 investment in ten 


cavity plastic compression mold, com- 
bination stamping dies, jigs, etc., for 
novelty costume jewelry item; owner 
ill. Address “H., 2371,” care J C-K. 





CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison. St., 
Chicago, Ill. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 





WANTED, good sized established jewel- 
ry store, either cash or credit; in- 
dividual has cash available for im- 
mediate transaction; all replies con- 
fidential. Address “D., 2322,” care 
J C-K. 





COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





OPTICAL concessions wanted, in credit 
jewelry stores, by a reliable chain; 
stores in smaller New York and New 
Jersey communities preferred; give all 
details and possibilities in first letter. 
Address “O., 2312,” care J C-K. 





PARTNERSHIP in jewelry department, 
in furniture store, offered to experi- 
enced man capable of taking full 
charge; $3,000 investment required; 60 
miles from New York. Address “tL.., 
2235,” care J C-K. 





AVAILABLE; fully equipped jewelry 
trade shop for lease to a competent and 
reliable man, with staff; profitable op- 
portunity without investment can be 
arranged. West Coast Jewelry Co., 1121 
Washington St., Oakland 7, Calif. 





WANTED, established jewelry store; I 
will pay highest cash price as I will 
continue on business; must have good 
lease and reputation; any correspond- 
ence confidential. Address “G., 2370, 
care J C-K. 





WANTED to purchase, a jewelry store 
by January ist, in town of 20,000 or 
over, in Indiana, Michigan, Ohio or 
Wisconsin; a store that does a volume 
of $50,000 a year, or more; will pay 

all information 


cash; advise at once: rr 
confidential. Address “W., 2197,” care 
J C-K 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
Lane, New York. Telephone, Rector 
2-5928. 


WANTED to purchase small jewelry 
store or junior partnership in estab- 
lished store, where owner desires to 
retire in one to three years; prefer 
town of 6000 to 20,000, South or 
Midwest; will invest $2500 to $4000; 
references exchanged. Address “D., 
2323,” care JC-K. 








(Continued on page 412) 
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(Continued from page 411) 





JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 


WANTED to buy desirable jewelry store 
in good college town, west coast pre- 
ferred; pay cash. Address “D., 1689,” 
care J C-K. 


ENGRAVING for the trade; yy 
experience; quick service. R, Men 
32_N. State St., Room 1019, ‘Wan, 


2, Til, Chicagy 





WANTED, rolling mills, flat and wire 
stock; also wire drawing equipment; 
give full details and- price. Address 
“B., 2368,” care JC-K. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, Ill. 





HAIRSPRING tweezers hardened, tem. 
pered, sharpened. Valdemar Virta. 
nen, 45 Park Place, Morristown, 





H. & I. Jewelry Polishers and 
93 Nassau St., New York 
pert on gold and platinum 
mail us your work to be 
prompt service guaranteed. 


cig 
Dolished: 





JEWELRY stores and stocks bought for 
cash, any size, any amount, anywhere ; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, 
City. Phone Walker 5-3936. 





ARE YOU GOING out of business? I 
can guarantee’ you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 

— 5 S. Wabash Ave., Chicago, 





WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
cash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details, you will 
not be obligated, references from 
many jewelers who have had us 
liquidate their business recently will 
be sent you along with unques- 
tioned bank references; no atore 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, Ill. 








Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








CASH for old movements; any condition. 
Wm. Jackson, 741 S. 17th St., Louis- 
ville, Ky. 





WANT TO BUY jewelry and gift store; 
prefer a community on Long Island; 
write details. Address “R., 2253,” care 

-K. 





WANTED lathe in good condition, with 
chucks, etc.; also tools suitable for re- 
pairs; write details. B. T. Briggs, 112- 
10 68th Ave., Forest Hills, New York. 





WANTED, retail jewelry store and stock, 
near Erie, Pa.; will deal with owner. 
Howard Gilbreath, 461 W. ith St., 
Erie, Pa. 


WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger 
in East Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 





New York . 





WE PAY highest prices for old gold, 
silver, gold filled jewelry scrap; check 
mailed same day shipment received ; 
satisfaction guaranteed. Rose Smelt- 
ing & Refining Company, 29 E. Madison 
St., Chicago, Ill. Dept. J. 





CASH for surplus stock; jewelry, watches, 
movements, diamonds, etc., broken or 
new merchandise; ship what you have 
express collect; check by return mail 
and your shipment held for your ap- 
proval; bank references. B. Lowe, Hol- 
land Bldg., St. Louis 1, Mo. 


JEWELRY business wanted; will pay 
up to $200,000 cash for an established, 
successful jewelry jobbing business in 
San Francisco, Los Angeles or any 
other good, active west coast town; 
might consider a good retail business; 
write in confidence, giving sufficient in- 
formation to warrant further negotia- 
tion. Address “C., 1938,” care J C-K. 











Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 





CAREFUL watch repairing, skilled work- 
manship; good service for out-of-town 
customers. Frederick Lowey, 48 
48th St.. New York City. 





SPECIALIZING in repairing of chrono- 
graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W 48th St, 
New York 19, N. Y. 





CLOCKS repaired, all makes, foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, Ill. 


CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 


INCREASED facilities at our new loca- 
tion enable us at present to handle the 
watch repair needs of a few more ac- 
counts; our workmanship is guar- 
anteed and our service is prompt; over 
50 retail stores throughout the coun- 
try send us work regularly; price lists 
sent upon request. Dependable Watch 
Co.,.132 Nassau St., New York, N. Y. 











Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





ONYX drilled; facilities for any quant- 
ity; write for prices on qualities. 
National Diamond Laboratory, 108 
Fulton St., New York City. 





WANT TO BUY jewelry store for cash. 
in small town up to 50,000 population. 
Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 





GENERAL letter engraving on watches, 
jewelry and silverware. Louis P. Un- 
rath, 484 Passaic Ave. Nutley 10, 
a 








———— 

LETTER engraving for the trade: all 
jobs shipped within 24 hours; reg 
able prices; best workmanship, Blan. 
chards Mfg. Jewelers, 434-1¢th St, 
Denever, Colo. : 





_ a 
JEWELRY AND WATCH repairing: 
since 1914 we have repaired 
and jewelry for the trade; all 
finished like new. Hasenjaeger 
Jewelry Co., 505 Arcade Bldg., 
Louis, Mo. ae 


















PEARL and bead stringing; 24 
service; genuine and cultured 
necklaces our specialty; gold 
ver clasps always in stock. Ame 
Bead & Novelty Co., 71 Nassa 
New York 7, N. Y. 


ENGRAVER, particular and trustworthy 
wants work on jewelry, silverware ana 
watches, etc., for crests, monogram 
letterings, carvings, designing, best 
references. Bernard A. Thorsell, 36 
Washington St., Chicago 2, IIL : 


DIAMOND setter wishes work from 
out of town trade; finest ty 
workmanship; prompt service; 
erences furnished; write today for 
price list. Address “B., 2361,” care 
JC-K. 














|! 


To Let 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WATCHMAKER’S space available, in- 
cluding work. Address “R., 2351,” ¢are 
J C-K 





Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT your good ideas; send me you 
simple sketch or model; free com 
fidential advice-literature ; register you 
trademarks. Z. H. Polachek, re 
Patent-Attorney-Engineer, 1234 Broad 
way, New York City. 


————— 


Miscellaneous 


Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 





LEARN WATCH repairing by doing tt 
thorough training under expert instrut 
tors. For information write Standarl 
Watchmakers Institute, 2061 Brot 
way, New York City. 


WATCHMAKERS: increase your abilit? 
through the highly recommended books; 
“Rules and Practice for Adj 
Watches” and “Practical Balance 
Hairspring Work” by Walter Kileinlelt 
Your jobber or trade journal. 
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~ MATCH THE! 


Top off your good work on your Payroll Savings Plan 
with an outstanding showing in the Victory Loan—our 
last all-out effort! 


Help bring our boys back to the homes for which they 


In rallies, interdepartmental contests, 
and solicitations, promote the new Franklin Delano 
Roosevelt Memorial $200 Bond! Better than ‘“‘cash 
in hand,’’ Victory Bonds enable the buyers to build for 
the future—assure a needed nest egg for old age. 

Keep on giving YOUR MOST to the Victory Loan! 
All Bond payroll deductions during November and De- 





ig btoue™ 


Sell the New F.D. Roosevelt Memorial $200 Bond through your 
PAYROLL SAVINGS PLAN! 


cember will be credited to your quota. Every Victory 
Bond is a “Thank You” to our battle-weary men overseas 
—also a definite aid in making their dreams of home 
come true! Get behind the Victory Loan to promote 
peacetime prosperity for our returning veterans, 
your nation, your employees-- 

and your own industry! 


This is an official U. S. Treasury advertisement prepared under auspices of Treasury Department and War Advertising Council 


}OR NOVEMRER, 1945 


VICTORY LOAN ! 


fought—and give our wounded heroes the best of medi- 
cal care—by backing the Victory Loan! You know your 
quota! You also know by past war-loan experience that 
your personal effort and plant solicitation are required 
to make your quota. 
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Manufacturers’ News 


SIXTH CONSECUTIVE YEAR FOR LONGINES SYMPHONETTE 





The musical program by the Longines 
Symphonette which was begun in 1941 
by the Longines-Wittnauer Watch Co. 
is now moving into its sixth session of 
broadcasting. It is considered one of 
the solidly established musical features 
on the air and is heard on 150 radio sta- 
tions from coast to coast. 

Six years of playing togther in the 
same orchestra under the same director 
have enabled the musicians to know 
each other musically as well as they 


New Merchandising Manager 
For Community and Tudor Plate 


D. E. Sanderson has been appointed 
Merchandising Manager for the Com- 
munity and Tudor Plate lines of Oneida, 
Ltd. 

Mr. Sanderson comes to his new posi- 


D. E. SANDERSON 





tion from the Canadian branch of the 
company where, for the past 10 years, 
he was Community Sales and Merchan- 
dising Manager. Previous to going to 
Canada, he was a representative in the 
New England states. 





New Pierce Watches to Have 
All Modern Improvements 


Lawrence L. Preiss, president of the 
Pierce Watch Company, has returned 
from Switzerland where he spent a 
month at the Pierce Factories develop- 
ing new plans for production and design 
of the post-war Pierce watches. 

According to Mr. Preiss, the new 
Pierce watch will embody the most 
modern engineering developments and 
scientific improvements in the watch 
field. 
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know themselves, and have welded the 
group into a unique musical ensemble, 
which has become completely integrated 
by years of concerted playing. Much of 
the credit, of course, goes to the master- 
ful leadership of Mishel Piastro, the 
conductor and world-famous violinist. 

The artistic performance of such in- 
tegration can hardly be over-estimated, 
and the symphonette concerts are said 
to be a favorite for listening to by other 
musicians. 


Marvella Launches Fall 
Radio Campaign 

The makers of Marvella simulated 
pearls join the rank of radio advertisers 
for the first time this Fall with the 
inauguration of a fifteen minute tran- 
scribed musical program over Station 
WQXR, New York. The new Marvella 
show is known as “Great Names in 
Music,” and is heard each Monday, 
Wednesday and Friday evening at 9:15 
to 9:30. 

Marvella’s Fall campaign highlights 
its “Diamond Clasp Collection,” a group 
of single, double and triple strands with 
genuine diamond clasps. The commercials 
emphasize the theme, “Here is the most 
perfect pearl made by man . here 
is Marvella.” 

Apparently, Marvella intends to place 
considerable emphasis on radio as an 
advertising medium in the future, be- 
cause the company is making the scripts 
of “Great Names in Music” available to 
retailers for use in their own radio ad- 
vertising. 


W. B. Reynolds Joins 
Manning, Bowman & Co. 


W. B. Reynolds has been appointed 
by Manning, Bowman & Co., to repre- 
sent them in Louisiana, Texas and 
Southern Mississippi, with headquarters 
in Houston, Tex. Mr. Reynolds has been 
associated with the electrical appliance 
field for over 20 years, and is thor- 
oughly acquainted with the industry. 

He recently spent a week at the fac- 
tory in Meriden, Conn., where he made 
a thorough study of various departmen- 
tal operations from research and design, 
through manufacturing and final testing. 





\ 


Smith Returns to lrons & Russell 


After trading in his uniform and at 
taching his discharge emblem to the 
lapel of his first civilian suit in oye 
three and a half years, William R 
Smith, of Irons & Russell Company. 


resumed his position as secretary ot 
firm on October eighth. 
Shortly after Pearl Harbor, My 


Smith enlisted in the Navy but was not 
assigned to active duty until June of 
1942. After that time he saw Service 
in several theaters of war, and at the 
time of his discharge on October fifth 
had attained the rank of Chief Yeoman 

He participated in three of the most 
important invasions of the European 
War. He was present as the troops 
went ashore in North Africa, Sicily and 


WM. E. SMITH 





on D-Day in Normandy. During the 
latter invasion the ship on which he 
was serving struck a mine, and he was 
the next to the last man_ taken off. In- 
portant feature of this mishap was that 
2400 men were taken from the ship 
without a casualty. 

Mr. Smith was welcomed back by his 
associates in the company, and several 
new plans are afoot for expansion iu 
the period just ahead. Irons & Russell 
are the outstanding manufacturers of 
fraternal enblems and the company pro- 
duced many items for the war effort. 





National Ad Campaign for 
Tissot Watches 


Holzer Company, 501 Fifth Ave., New 
York, sole agents in the U. S. for Tissot 
watches, has begun a national advertis- 
ing campaign for these watches, which 
started in September and _ will run 
throughout 1946. Class magazines in 
both the men’s and women’s fields will 
be used, while trade publications will 
carry the story to the retailer. 

As part of the campaign, dealers will 
be supplied with merchandising helps, 
including a mat service, displays, and 
blow-ups of the consumer ads. Advertis- 
ing agency handling the campaign 's 
Modern Merchandising Bureau, Ine. 





"Watchmaster" Appoints Agents 


In conjunction with the sales-expai- 
sion plan of American Time Products, 
Inc., of New York, William Pillath, Jt, 
has been appointed agent for the 
“Watchmaker” in the Chicago, IIl., area, 
and The Prague-Kurtz Co. of Houston, 
Tex., has been named sales agent fot 
that district. 
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Rensie Watch Company 
Adds Two New Executives 





L. A. SWERDLING 


HenserT H. HYMAN 


Herbert H. Hyman recently returned 
to civilian life after three years of 
active Army service, has joined the 
Rensie Watch Co. as Advertising Man- 
ager. Prior to enlisting in the Army, 
Mr. Hyman was Director of Public Re- 
lations for the Bulova Watch Co. 

Also joining the Rensie organization 
is Louis A. Swerdling who has been 
appointed Assistant Sales Manager. Mr. 
Swerdling has just returned from three 
years of sea duty with the U. S. Navy, 
from which she was retired with the 
rank of Lieutenant. Before entering the 
Navy, Mr. Swerdling was Assistant to 
the Director of Sales and later Sales 
Representative in the New York area 
for a nationally known electricil prod- 
ucts manufacturing company. 





Josar Opens Uptown Showroom 


Josar Jewelry Co., an affiliate of Josar 
Trading Co., Inc., has established show- 
rooms in the heart of the Times Square 
district for the convenience of its whole- 
sale trade. 

The new quarters are in Suite 415, 
1472 Broadway, where complete lines 
of gold plated on sterling, rhodium 
plated sterling, and other desirable num- 
bers will be on permanent display. 





Robinson Reminders Promotes 
Hermann to District Mgr. 


Jule M. Hermann, who has been con- 
nected with Robinson Reminders for 
over eighteen years, has been promoted 


JULE M. HERMANN 





to Sales Manager of the Northeastern 
Division which comprises New England, 
New Jersey and the New York metro- 
politan area. 

Associated with Mr. Hermann are 
Walter A. Parker covering the New 
England field, William Lomax covering 
the New York metropolitan area and 
Edgar D. Champenois covering the New 
Jersey territory. 
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Ostby & Barton Co. 
Changes Corporate Style 


Ostby & Barton Company, which since 
March, 1945, has been operated as a 
wholly-owned subsidiary of American 
Associates, Inc., will henceforth be op- 
erated as “Ostby and Barton, Division 
of American Associates, Inc.” as a re- 
sult of the merger of the two companies. 
There will be no change in operation 
policies or personnel. 

Royal J. Gregg has been elected Vice- 
President of American Associates, Inc., 
and General Manager of the Ostby and 
Barton Division. Mark H. Blair has 
been elected Assistant Treasurer of 
American Associates, Inc., and Assistant 
General Manager of the O. & B. Divi- 
sion. 

The five directors of Ostby and Bar- 
ton Company, Royal J. Gregg, Eugene 
A. Kingman, George A. Ingleby, Law- 
rence E. Green and Alfred Buckley, will 
continue to direct operations as a man- 
agement committee. 





Hamilton Chronometer Explained 
To Chicago Horological Guild 





Hamilton 


of the 
Marine Chronometer are explained by 
Hamilton Watch Company representa- 


Unique features 


tives to members of the Chicago 
Horological Guild. Guest speaker, 
Ernest W. Drescher, Chief Product De- 
signer of the Hamilton Watch Company 
discussed the mechanisms and uses of 
the Marine Chronometer before 125 
Guild members at their first fall meet- 
ing in Chicago on September 21. 

Other Hamilton timepieces included 
in the display pictured above are a 
Chronograph Time and Stop Watch, a 
Chronometer Watch, and a Navigation 
Master Watch, all of which have played 
a major part in the war and are utilized 
by all branches of the Armed Services. 

Shown above, left to right are Einar 
Johnson, Guild Secretary; A. L. Scherer, 
Treasurer; E. W. Drescher, Hamilton 
Watch Co.; G. C. Kimes, the President; 
Roy Philip, Hamilton Watch Co.; Jack 
Keenan, Hamilton Watch Co., and Ed- 
ward Falkenhaym, President of the 
Chicago Horological Guild. 





Will Handle "Octo" Watches in U. S. 


Joseph Lipschutz has been appointed 
exclusive United States representative 
of Montres Octo S. A., of Bienne, Swit- 
zerland, and has formed the firm of 
Octo Watches, Inc., with attractive of- 
fices in 22 West 48th Street, New York 
City. Also associated with the new firm 
are Raymond Hirsch and _ Bernard 
Brunschwig. 

The line will be distributed through 
jewelry wholesalers. 


| Mechanical Man Gives Sales Talk 














The Mido Mechanical Man, a man- 
sized robot who simulates such human 
action as talking, moving and flashing 
its eyes, drops a Mido “Multifort-Super- 
Automatic” watch in a bowl of water 
at the Museum of Science and Industry 
in Rockefeller Center. 

He explains why the watch is water- 
proof, shock-resistant and anti-magnetic 
while he prepares to drop the Mido in 
his left hand on a super-magnet. The 
replica of the Mido Multifort on his 
chest is one of four Midos the robot is 
wearing, all keeping time. ‘the robot 
was designed and built in the Museum’s 
workshop at the request of Louis Aisen- 
tein & Bros., sole distributors for Mido 
watches in the United States. 





McDonald Promoted By 
Parker Pen Co. 


W. G. McDonald, who has covered 
the Connecticut territory for The 
Parker Pen Company for a number of 
years, has been appointed assistant to 


oy 


W. G6. McDONALD 





Mr. Dayhoff, the Eastern Division Sales 
Manager, taking the position formerly 
occupied by Mr. Crawley. 

From 1926 to 1940 Mr. McDonald 
covered the Middlewest and Eastern 
territories for Wahl Eversharp, and for 
four years was Eastern Sales Manager. 
Later he took charge of setting up re- 
tail distribution through jewelers for 
the Brunswick, Balke, Collander Coim- 


pany. 





Henry Lebowitz, formeriy operating 
the Yankee Housefurnishing Shops, is . 
now a house sales representative for the 
wholesale firm .of L. Luria & Son, Inc., 
160 Fifth Avenue, New York 10, N. Y. 
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- and G-E Lamps lead the way! 


In this modern jewelry store, G-E lamps are 
really doing a selling job. 

Ceiling cove Overhead, G-E fluorescent lamps concealed 
along the sides of the ceiling coves supply 
reflected light from the center ceiling dome. 
Louvered G-E incandescent lamps mounted 
flush in the ceiling not only supplement the 
general lighting but add light over the counters 
and selling areas. 

In show cases G-E Slimline lamps can easily be 
concealed and will provide maximum light 
from a minimum amount of space. Greater 
selling appeal is thereby imparted to the 
smallest jewelry item. 
In coves, behind signs and beneath shelves, the 
thin G-E Slimline lamps can put light right 
; where it can illuminate merchandise to gain 
Showcase lights faster selection and increased turnover. 


Hear the G-E radio programs: “The G-E All-Girl Orchestra,” Sunday 10:00 p.m. EWT, NBC; “The World Today” news, Monday through Friday 6:45 p.m. EWT, CBS 
“The G-E Houseparty,’’ Monday through Friday 4:00 p. m. EWT, CBS. 
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W & S Offers "4511 Series" 
For All-Round Display Use 





With the holiday gift season almost 
upon us and jewelers anxious for their 
full share of this profitable business, 
Wolfsheim & Sachs offers a_ versatile 
series of harmonizing displays designed 
to give a life to holiday windows, wall- 
cases, showcases, and counters. 

Modern in motif, the “4511 Series” 
is fashioned to blend into any display 
theme and is executed in neutral colors 
to adapt to any store color scheme. ‘The 
series includes six items which are suit- 
able for either individual display vr 
grouping of matched sets. Each is pro- 
vided with a sturdy easel back, except 
for the table which is used for display 
of the larger jewelry pieces. 

Pieces may be bought individually or 
in sets. Information on sizes and prices 
may be had from Wolfsheim & Sachs, 
Inc., 20 West 47th St., New York 19, 
N. Y. 





Cory Steps Up Sales Pace 
With New Sound Film 


Timed to provide effective aid to the 
new crop of dealer and jobber sales 
personnel entering the field, a dramatic 
slide film has just been released by Cory 
Glass Coffee Brewer Co., Chicago, III. 

A twenty minute presentation, it 
traces the history of coffee making 
equipment, culminating in a description 
of the features which have made the 
Cory a leader in the glass coffee maker 
field. The film concludes with a sales 
demonstration which provides retail 
salespeople with a clear example of how 
easy it is to sell a Cory. 

All Cory field men have been equipped 
with projector and sound units, and the 
film is now being presented to jobber 
and dealer organizations throughout the 
country. 

This is the first of a new series of 
sales aids that Cory is providing to help 
the trade meet the rapidly developing 
post-war competitive situation. 


Bert Horn Now Member of Firm 


Bert Horn, who is well-known to the 
jewelry trade, having been connected 
with Rothman & Schneider, Inc. for 
many years, is now a member of the 
firm of Keystone Jewelry & Mfg. Co., 
101 Maiden Lane, New York. 
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Car-Vel Jewelry Co. to Feature 
Charlie McCarthy Charms 


Edgar Bergen and Charlie McCarthy 
are about to become familiar figures in 
the jewelry business. Car-Vel Jewelry 
Company of Los Angeles, manufacturer 
of charms, has been licensed by Edgar 
Bergen to manufacture and distribute 
sterling silver and gold charms in the 
likeness of Charlie McCarthy. 

Edgar Bergen’s cooperation also ex- 
tends to the exploitation and advertis- 
ing. He and Charlie will appear ia ail 
of the advertising, and if the opportune 
situation arises on their radio program, 
Charlie might refer to himself in silver 
or gold. He’s just the kind of a fellow 
that might say anything. 

Car-Vel Jewelry Company is already 
producing these charms on a large scale, 
and Charlie McCarthy in both silver 
and gold will be available for Christmas. 
The jobbers are being set up and color- 
ful display cards for window and counter 
will go out with each order to the re- 
tailer. These display cards, like the ads, 
will feature the pictures of Edgar Bergen 
and Charlie McCarthy. The charms will 
be individually carded. 

Natioral advertising and _ publicity 
have already begun and will be greatly 
enlarged the beginning of next year, all 
of the large circulation women’s maga- 
zines being included in the advertising 
budget that has been set up by Car-Vel 
Jewelry Company’s advertising agency, 
the Harry J. Wendland Agency of Los 
Angeles. 


Safety Award Goes to Bulova 
For Third Consecutive Year 





Congressman James A. Roe presents the 
New York State Insurance Fund award for 
Safety in the Light Metal Products Division, 
to Otto Brullhard, general manager of the 
Bulova Company while Edward J. Powers, 
executive director of the New York State 
Insurance Fund looks on. The Bulova Com- 
pany has won the safety award for three 
consecutive years, thereby establishing a 
record. The average accident frequency is 
5.6 while Bulova's was only 3.8. 





Merchandising Man Joins Arrow 


Benjamin F. Wisner, formerly with 
the Special Services Division of the U. 
S. Army Exchange Service, in charge 
of watch procurement, is now asso- 
ciated in an administrative and selling 
capacity with the Arrow Mfg. Co., Ho- 
boken, N. J., manufacturers of jewelry 
boxes and displays. ; 

Prior to his Army service, Mr. Wisner 
was associated with OPA. and before 
the war had been connected with Gimbel 
Brothers in a merchandising capacity. 





| 





New Haven Clock Co. 
Announces New Appointments 





CHARLES 
WINKELMAN 


R. H. CHIRGWIN 


R. H. Chirgwin, for the past fourteen 
years advertising manager, sales map. 
ager of the automobile clock division 
and industrial sales manager of the 
New Haven Clock Company, has beep 


appointed general sales manager, ap. 
nounces R. H. Whitehedd, company 
president. 


Charles Winkelman, counsel for the 
Rensie Watch Company, 580 Fifth Aye. 
nue, New York City, has been appointed 
general counsel, and elected a member 
of the board of directors. 





Oneida Ltd. Sales Meetings 
Discuss Fall Program 


Plans for Oneida’s Heirloom Sterling 
and the Wm. Rogers line of plated 
ware were revealed to the sales force 
at recent meetings held at the Albion 
Hotel at Asbury Park, N. J., and at 
the Edgewater Beach in Chicago. 

The largest advertising campaign in 
Heirloom Sterling history was presented 
to the salesmen by the advertising 
agency, Moser & Cotins, Inc. Full color 
pages in seven national magazines spear- 
head this campaign, which is backed up 
by tie-in displays, a newspaper and radio 
advertising service and other merchan- 
dising plans for the authorized dealer. 

Richard A. Bloom, Director of Sales, 
reviewed Oneida, Ltd. accomplishments 
in war production and disclosed com- 
pany plans fora greatly expanded silver- 
ware production in the period ahead. 
Mr. Bloom pointed out that the retum 
to a competitive silverware market 
seemed imminent, and _ stressed basic 
sales and merchandising policies de- 
signed to maintain Oneida, Ltd. leader- 
ship in this “open” market. 





Distribution of Conklin Pens 
To Be Through Wholesalers Only 


In a recent series of bulletins directed 
to their customers, The Conklin Pen 
Co. has announced that in the post-war 
period, as before the war, the distrib- 
ution of Conklin products will be mait- 
tained only through recognized whole 
saler channels. The bulletins stressed 
the advantages of fhis method of dit 
tribution by pointing out that the com 
venient, nationwide, rapid delivery pr 
vided by the wholesaler eliminates the 
need for large retailer inventory. 

A comprehensive advertising call 
paign, to include leading general magt 
zines, trade papers and dealer helps 
has been announced for early release. 
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digin Watch Again Sponsors 
jwo-Hour Holiday Radio Programs 


ain in 1945, as in the last three 
rs, the Elgin National Watch Co. 
will present its two-hour holiday shows 
Thanksgiving and Christmas over the 
Columbia network from 4 to 6 P.M. 

m Standard Time. 

The talent that has been assembled 
for the broadcasts makes an impressive 

of stars of the entertainment 

yorid. The list includes Edgar Bergen 
gd Charlie McCarthy, Cass Daley, 
Moore and Durante, and Frances 
Langford for the Thanksgiving show 
gone. Several others of equal caliber 
gil also be signed. Don Ameche will 
yt as Master of Ceremonies. 

As in former years, the Army will 
shortwave the shows to every part of 
the world where Americaas are sta- 
timed, and the 1945 shows will be 
in the nature of a salute to Victory 
and the men who fought to attain it. 
The end of the war has brought a 
very significant change, which will he 
reflected in the commercials to be heard 
during the two broadcasts. During the 
war, when Elgin’s full facilities were de- 
yoted to war production and Elgin 
watches were practically unobtainable, 
emphasis was on institutional themes. 
This year, emphasis will be more on sell- 
ing and less on institutional copy, for 
there will be some Elgins in jewelry 
stores for Christmas shoppers, although 
in very limited quantities. 


"Everlast'’ Designers 

Featured in Movie 

Jack Orenstein, sales manager of 
Everlast, 225 Fifth Avenue, New York, 
exclusive representative of the Gold- 
scheider-Everlast Corp., announces that 





The first American photo of the “Royal 
Family of Ceramics," who appear in Uni- 
versal Pictures' "POTTERY POETS." (Left 
to right) Father Walter Goldscheider; Jack 
8. Orenstein, their American discoverer and 
head of the organization; wife Lillie Gold- 
scheider; and son Erwin. 


the Universal Picture Corp. is shortly 

asing a movie short called “Pottery 
Poets” which portrays the history of 
the Goldscheider family, famous Vien- 
hese ceramic artists for 300 years. 
Walter Goldscheider, his wife, Lillie, and 
son, Erwin, who are shown in the above 
Picture with Mr. Orenstein, represent 
this generation of the family, and they 
fed from Europe to America when 
Hitler invaded Austria. Since then, with 
tr. Orenstein’s help, they have re- 
established themselves here and are mak- 
ng again the fine artware for which 
their family is noted. 


FOR NOVEMBER, 1945 


National Silver Adds to Staff 


The National Silver Co. has announced 
the addition of three new members to 
its organization. 

Alexander Flax has joined the com- 
pany’s New York sales staff, and has 
been assigned to the New, York and 
Pennsylvania areas. 

John Young, formerly associated with 
Morgan, Montreal, has been appointed 
Assistant Department Manager of the 
Flatware Division, and John Oates, for- 
merly a branch manager for W. W. Wool- 
worth, has been designated Assistant 
Department Manager of the Housewares 
Division. Both Mr. Young and Mr. 
Oates will be located at the home ctfice 
at 225 Fifth Ave. 





Rima Head Flies to Switzerland 


Of especial significance to the watch 
industry is the fact that the end of the 
war has made it possible for American 
businessmen to resume personal super- 
vision of their enterprises in foreign 


HERMAN LEHMAN 





countries. Herman Lehman, head of the 
Rima Watch Co., was quick to take ad- 
vantage of this reopened opportunity, 
and left for Switzerland by Clipper on 
September 25. 

Mr. Lehman will be abroad for a 
considerable length of time, during 
which he will check manufacturing op- 
erations, supervise many innovations In 
styling, and arrange for the production 
of a sufficient amount of merchandise io 
cover all of his dealers’ requirements. 

He promises that as an outcome of 
this trip, there will be new and surpris- 
ing features to look for in the post-war 
line of Rima watches. 





Swank Enlarges Factory 


To meet anticipated demands for men’s 
jewelry and accessories, Swank, Inc., has 
started construction of an addition to 
its factory here which will double the 
plant capacity. 

The new steel, concrete and brick two- 
story structure, to adjoin the present 
building, is the company’s second major 
expansion since 1940, when facilities 
were increased 50 per cent, according to 
J. Carlton Bagnall, executive vice presi- 
dent, and the new addition has been de- 
signed to permit still further growth, 
when warranted, he said. 

Completion is scheduled for May l, 
1946, if materials come through on sched- 
ule, Bagnall stated. All manufacturing 
operations will be centered in the new 
structure. Space in the present plant 
now occupied by manufacturing depart- 
ments will provide enlarged office, ware- 
house, packing, shipping and other ser- 
vice departmental areas. 


Ingraham Names New District’ Mgrs. 


The E. Ingraham Co., Bristol, Conn., 
whose plant is now rapidly getting into 
production of watches and clocks, the 
latter both spring wound and electric, 
announces the appointments of several 
new District Managers. 

Howard S. Cubberley, who has been 
connected with the company for many 
years, has been placed in charge of the 
New York district. 

Arthur A. West has been appointed 
manager of the St. Louis district, with 
headquarters in that city. He was for- 
merly District Manager for the Warren 
Telechron Co. in the same territory. 

Eugene F. Carr has been appointed 
District Manager for the Southwest, 
with headquarters in Dallas. He was 
formerly associated with the Ingersoll- 
Waterbury Co., in the same district. 





Holloway Joins Kelbert Watch Co. 


E. Chester Holloway has joined the 
sales force of the Kelbert Watch Co. 
and will be the representative for the 
Rocky Mountain states. Mr. Holloway 
has been associated for the past 22 years 
with Remington Rand, Inc., in the ca- 
pacity of National Service Manager, 
Electric Shaver Division. 





N. R. Hotchkiss and Associates 
Buy Frank W. Smith, Inc. 


N. R. Hotchkiss, president of Frank 
W. Smith, Inc., silversmithing company, 
in Gardner, Mass., together with a group 
of associates has purchased the controll- 
ing interest in the business from Frank 
M. Favor and re-organized the company 
under the name of the Frank Smith 
Silver Co. 

N. R. Hotchkiss continues as presi- 
dent of the new company; James P. 
Morgan, is vice president; Jonathan 
Brown III, financial man of Boston, 
Mass., is secretary-treasurer, and Rich- 
ard P. Conlan, production manager. 

The new company will continue the 
present nationally known patterns and 
designs of the 59-year old concern, such 
as Fiddle Thread and Edward VII, 
which are now available for limited 
delivery, and Chippendale hollowware, 
which is expected to be in production 
early next year. New patterns and items 
will be added from time to time on both 
flatware and hollowware lines. 

Emphasis will be on top quality 
sterling for jewelers only and the na- 
tional advertising program will be not 
only continued but enlarged. 





Sarkin Moves to Larger Quarters 


Because of the consistent and rapid 
growth in the company’s business, David 
Sarkin, Inc., 93 Nassau St., New York 
7, N. Y., has found it necessary to move 
to larger quarters in the same building— 
the attractive suite formerly occupied 
by the Diamond Club. Occupancy of the 
new offices will take place as soon as 
the necessary remodeling and redecor- 
ating can be completed. 

The showrooms have been designed to 
furnish an unusually comfortable and 
attractive setting for the firm’s lines 
of men’s and ladies’ stone rings and 
mountings, wedding rings of all types, 
cocktail rings and diamond merchandise. 
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CAUSE FOR CONCERN 


RETAILERS MAY WELL feel serious concern over the at- 
titude of Price Administrator Chester Bowles in in- 
sisting that merchants will not be allowed to pass along 
any increases in the prices which they may have to 
pay for their goods, but must absorb them out of their 
own margins. 

Mr. Bowles contends that because of the large in- 
crease in retailer's volume since 1939, it takes a smaller 
percentage of the gross volume to cover the cost of 
operating the store, and therefore that the retailer can 
easily afford to take a narrower mark-up between cost 
and selling price. 

That perhaps is true on the basis of the past year 
or two. But can Mr. Bowles—or anyone else—be sure 
that business will continue indefinitely at that level, 
especially in the jewelry field, with its handicap of a 
high excise tax, and with so many other products that 
were off the market during the war now reappearing to 
compete for the consumer dollar that the jeweler has 
been getting during the past two or three years? 

To take a period when sales have been more than 
twice as high as at any previous time in history, and 
set that up as a normal and expectable yardstick by 
which to gage the future, strikes us as being just a 
lee-ee-tle bit unreasonable. 

While jewelers are fortunate that much of their goods 
is no longer subject to price ceiling regulations, they 
must still comply with OPA requirements on such lines 
as watches, clocks, silverware, electrical appliances, 
glass and china, which taken together will probably ac- 
count for 50 per cent of the volume of a typical jewelry 
store. 

If on that 50 per cent they are required to do business 
at cost, or less than cost, it could be a pretty serious 
situation. 


DEFERRED AGAIN 


THE INDICATIONS ARE, as we go to press, that barring 
a major miracle, jewelers will continue to be saddled 
with the 20 per cent excise tax for an indefinite period. 

In its version of the way in which taxes should be 
revised for 1946 the House of Representatives had 
agreed to cut the rate to the pre-Pearl Harbor level of 
10 per cent after June 30 next, but the Senate voted to 
let the tax remain at the present 20 per cent till “six 
months after the end of the war, as provided in the 
Revenue Act of 1943.” And in the conference between 
the two houses to iron out the differences in their ideas, 
it was agreed to accept the Senate’s recommendation 
with respect to the excise taxes. 

That could easily mean another three years or more 
of the 20 per cent rate because under the present tax 
law the war does not officially end till either the Presi- 
dent or Congress proclaims it, and that may not be for 
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a long time to come. The official ending of World Was 
I was not proclaimed till about three years after th 
actual shooting had stopped. It could easily take , 
long—or longer—this time. 

While the measure must still be formally voted upo: 
by both bodies, that is pretty much only a matter 9 
form, and for all practical purposes any hope of an im 
mediate repeal or reduction of the jewelry tax is dead 

Of course, Congress has declared that the proposed 
new tax bill is only a temporary transitional measure 
and has indicated that the question will be re-opened 
next year in an effort to frame a more permanent tax 
structure. Perhaps by that time it will be possible te 
demonstrate more convincingly than is possible toda 
that heavy excise taxes are hampering business and 
tarding recovery. 

Meanwhile, jewelers can count upon the duly ap- 
pointed tax committee of the industry to do everything 
in their behalf that is humanly possible, and will be wise 
to leave the negotiations in the hands of that committee, 
They’re in close contact with the situation and with 
Washington—they know the score—and are just ag” 
anxious as anyone to have the burden lifted, because 
they themselves are jewelers who make their living in 
the jewelry business. 

Attempts by well-meaning but uninformed people will 
only complicate matters and do more harm than good. 


IT CALLS FOR SELF-CONTROL Ey 


Tue Boarp or Directors of the Chamber of Com- 
merce of the United States, at a meeting in Washington 
last month, adopted a resolution calling for a definite’ 
end to all government controls within six months after 
the cessation of hostilities. 

Every business man who has struggled with Washing 
ton red tape during the war—and which of us has not 
would certainly like to be relieved of it just as quickl 
as possible. 

But it could be a very bad thing for all of us if th 
lifting of controls should touch off a wild spree of un 
restrained buying and speculation like the one we ha 
after the last war. Jewelers who were in business i 
1920 still have painful memories of that boom and i 
disastrous collapse; and no one in his right mind woul 
want to go through that experience again. 

We can avoid it—but only if every one of us, wh 
the controls are lifted, will exercise a reasonable degre 
of self-restraint in our buying, our selling, and ov 


planning. 
te L 


Editor 
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